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The aim of the present paper is to reconcile a philosophical reflection on the role of 
the family as a communitarian entity in the business environment based on the indi-
vidualistic principle and practical research aimed at identifying young people’s atti-
tudes towards their involvement in family business. Respondents of the research were 
students of the final years of secondary schools, tertiary professional schools and vo-
cational schools in the Liberec Region. The family is treated from the ethical point of 
view as well as in terms of political and economic philosophy as a suitable environment 
to shape economic attitudes in young people that are not restricted to a merely ‘econ-
omist’ form of rationality and as able to play an important part in a properly working 
state economy. The practical research shows that a young person’s intention to work 
in the family business depends on whether they are involved in it already during their 
studies.
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INTRODUCTION
Many authors and organisations consider family businesses to be an important form of busi-
ness entities that contribute to the national economy (e.g.: EESC 2015; Zellweger 2017; AMSP 
CR 2018a). One important issue within this type of business is succession, i.e. the transfer of 
the business from one (older) generation to the next (younger) generation. For these purpos-
es, a young person is defined using the definition adopted by the Ministry of Education, Youth 
and Sports of the Czech Republic, hereinafter MSMT CR, which defines a young person as 
a person aged 15 to 29 years (MSMT CR 2017).

The aim of this paper is to reflect on the philosophical premises of economy which may 
liberate or hinder the existence of family businesses and to identify young people’s attitudes 
concerning their involvement in family business using descriptive statistics methods, in par-
ticular by analysing dependencies. This paper, thus, addresses the key economic notion of 
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individual rational pursuit and localizes it in a broader context of possible rationalities with 
respect to communitarian or universalistic values and then, from the practical point of view, 
addresses different forms of young people’s involvement in family business and their interre-
lations, i.e. whether young people’s involvement in business during their studies affects their 
motivation to later work in the family business and subsequently take it over.

THEORETHICAL BACKGROUND
The issue of family business can be viewed from the viewpoint of moral, economic or political 
philosophy. It plays an important role in national economies and is subject to economic and 
sociopolitical policies as well as to different possible philosophies that guide economies and 
business activity. These policies and philosophies are largely based on liberal-individualistic 
principles and strategies which are substantiated by the notion of rational pursuit of individu-
al self-interest. If economic activity is basically individualistic, what is its relation to the family 
which is a communitarian entity? What is the role of family business in economy?

The premise of the rational pursuit of individual self-interest not only shaped economic 
order and substantiated political liberalism, but has lately changed individual and socio-po-
litical consciousness so that both experts and individuals tend to think of economico-political 
subjects as essentially atomistic homini oeconomici who extend the ‘economic logic’ of market 
to all spheres of life, including family and politics. Economists have devised theories that de-
scribe family as internally structured by market relations of individual rational pursuit.

In broader terms, rationality, or reason, is in this type of theory defined not as the activ-
ity of grasping ‘eternal ideas’ but instrumentally, i. e. as a means-to-ends rationality. The sepa-
ration of objective and instrumental types of reason was, for instance, marked by Horkheimer 
(1947, 1974). The contrast between the two is at the heart of many current social and philo-
sophical debates as well as debates in political science (Stewart 1995: 57–59).

The more substantial criticism of instrumental reason asserts that the instrumental ac-
count of reason alone cannot explain the emergence of institutions and procedures. Hegel 
has provided a substantial criticism of a merely-economic reason which, however, allows for 
a crucial and positive role for liberal economy and economics (see Greer 1999). It accommo-
dates both instrumental and ‘eternal’ reason and also sees an importance of the family. Ac-
cording to his dialectical scheme, modern economy is based on individual particularization 
through different unique lifestyles that are molded by satisfying a particular set of extra-nat-
ural needs. This particularization is an expression of individual freedom. Yet, this particular-
ization (individual rational pursuits of self-interest) gives rise to economic laws (described by 
classical liberal economics) through unintended results of individual instrumentally-rational 
actions. The  laws are universal, but merely in terms of intellect (Verstand), and thus (like 
Newtonian laws of nature) are blind, not willed or desired by anyone; therefore, Hegel claims 
that true universality is the one conceived in terms of reason as Vernunft where the dialecti-
cal opposition of universality and particularity is sublated and freedom is realized through 
freely-willed legislation and institutions of a political state. Individuals separated from their 
natural families to engage in the free market but the utmost realization of freedom transcends 
economic relations and takes place in the political sphere; thus, the family serves as a primary 
model of universality, which is later repeated in a higher order, in the political sphere. Impor-
tantly, Hegel asserts that social problems (such as poverty) should not be solved by imple-
menting social policies (based on universal laws of economics) as that would counter the very 
individual freedom and independence which is the gist of the free market. But freedom is not 



1 9Z .  H o rč i č ko v á ,  N .  S t a s i u l i s .  P H I LO S O P H Y  O F  E C O N O M I C S  A N D  M A N A G E M E N T:  Y O U T H  PA R T I C I PAT I O N . . .

contradicted by freely associating into ‘corporations’ which Hegel sees as akin to the family in 
terms of universality and a mediator between the family and the political state (Hegel 2003: 
§225). True freedom and dignity cannot be achieved merely individually through rational 
self-pursuit, although the latter is a necessary moment on the ‘way’ to freedom.

Another important argument against understanding reason as merely instrumental rests 
on the fact that people’s choices are not ‘mere means’ but significantly affect their understand-
ing of their goals (as in the Totts effect, see Stewart 1995: 68). Hence, choosing a family busi-
ness as opposed to some other sort should not be viewed merely in terms of its efficacy but 
also in terms of molding individuals who have made that choice. Family, as the first school of 
universality which is not opposed to freedom, is useful in molding the necessary habits and 
points of view in citizens.

Also, family business serves as an exemplary model of organization. Recently, many have 
expressed the view –  influenced by economic theorists aimed at neutral application of ra-
tionality – that organization should be quite contrary to the family business model, i. e. as 
depersonalized as possible. While, in fact (Petrosyan 2018), depersonalization does not raise 
the level of management but merely technicalizes it and excludes the crucial elements of emo-
tion, volition and the unconscious. People get detached from their organizations and become 
merely tame implementers of ‘objective’ instructions. Whereas successful management re-
quires quite the opposite: self-reliant, creative workers, groping with their tasks independent-
ly with a wide range of free problem solving. As business norms do not absolve one from his 
or her responsibility for the Other (Tajalli, Segal 2018), one should seek to implement busi-
ness norms compatible with the ‘human’ factor, and family business is a good model.

The benefits of family business stem among other things from the concept of intergen-
erational transfer of family business, which gives this type of business good long-term pros-
pects. Know-how transfer, patient capital (the investment is profitable in the  long run) or 
the credibility of the company (Koráb et al. 2008; EESC 2015; Zellweger 2017) – all that results 
from the long-term focus of family businesses. This long-term nature is due to the fact that 
there is an effort to transfer the successfully built family business to the next generation.

Each country has its own specificities, which is why certain aspects of family businesses 
may vary in different economies (Machek 2017). For historical reasons, there are a large num-
ber of family businesses in the Czech market that are managed by the first or second genera-
tion of the family and it is necessary to address the issue of succession (Bednařík et al. 2014; 
Petrů 2018). The results of the initial primary survey carried out within the Northeast NUTS2 
unit showed that most respondents from the ranks of family businesses did not currently con-
sider it a primary objective to pass the business on to the next generation (Horčičková 2017). 
This is viewed as a problem, because succession is a critical point for family businesses, and 
statistics unfortunately show that more than 2/3 of family businesses do not survive the first 
handover process (Luan et al. 2017).

The transfer of a  family business can be done within (i.e. intra-family succession) or 
outside the family. Intra-family succession is a long-term planning and management process 
that involves factors ranging from the involvement of children in the business from a rela-
tively young age to a plan for transferring ownership interests. Therefore, this process does 
not begin when the older generation decides to step down from the business, but rather it 
already begins when the potential successors are still children (Petrů 2018) In the process, 
the  primary question is the  willingness of the  successor to take over the  family business 
(Zellweger 2017).
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Zellweger (2017) states that family members generally do not have a strong interest in 
taking over the family business. He also mentions that fewer than 23% of prospective suc-
cessors among the respondents of the GUESSS global survey (examining the entrepreneur-
ship of university students) were considering taking over the business. PricewaterhouseCoo-
pers (2012) also states that the key issue in a handover is the preparation and motivation of 
the successor.

According to Pablo-Lerchundi  et  al. (2015), the  career path of children is heavily in-
fluenced by their parents. Children of entrepreneurs tend towards entrepreneurship more 
than children of employed persons. On the  other hand, Zellweger  et  al. (2011) claim that 
some children who have an entrepreneur in the  family want to be employed because they 
have witnessed the  hardship and personal sacrifices their parents had to make because of 
their business. Murphy et al. (2015) argue that involving the young generation in family busi-
ness strongly influences their choice of profession. The reason for this involvement, even at 
a  later age, is to help the  family and the  family business. If family members decide to be 
employed outside the family business, they still remain involved in the family business and 
help the business in those areas in which they are employed. This involvement of the next 
generation in family business through help may, in turn, play a positive role in terms of their 
willingness to become successors. Rydvalová et al. (2015) make a similar claim, namely that 
the best chance of making the second generation interested in taking over a family business is 
to guide this generation towards succession from early childhood, i.e. to cultivate an interest 
in participating in the family business.

In order to successfully pass the company on to the next generation, the successor should 
already have some experience in the  business, such as an understanding of products and 
the market, knowledge of key customers, competitors and suppliers, and last but not least, 
an understanding of the company’s finances (PricewaterhouseCoopers 2015; Kenyon-Rou-
vinez 2016). However, according to PricewaterhouseCoopers (2015), the  successor gener-
ation worked in the family business in only 29% of cases (Central and Eastern Europe). At 
round-table discussions organised by the Association of Small and Medium-Sized Enterprises 
and Crafts of the Czech Republic (hereinafter AMSP CR), members of the successor genera-
tion in Czech family businesses who have already taken over the business indicated that they 
had grown up in the business environment since early childhood and that the company had 
been another sibling to them. Members of the next successor generation, who do not yet run 
the business, stated that as successors they should work alongside their parents for some time. 
In most cases, they have worked in the business from a certain age on a part-time basis or as 
seasonal help (Petrů 2018).

The GUESSS survey, which was conducted in the Czech Republic in 2016, indicated that 
73% of respondents (students of Czech universities) do not work for their parents’ business, and 
there is a rather negative attitude towards taking over family business (Rydvalová et al. 2017a).

Other surveys concerning family business are carried out annually by AMSP CR among 
small and medium-sized family businesses up to 250 employees. These surveys showed that 
about 50% of family businesses involved their children in the  business (AMSP CR 2015, 
2016). The most common age at which they become involved in the business ranges from 
18 to 21 years, i.e. in approximately 33% of cases (AMSP CR 2015, 2016). According to 25% 
of them, the ideal age for the young generation to become involved in the business is 18–21. 
The same percentage of respondents indicated an age range of 15–17 years, and also of less 
than 15 years (AMSP CR 2015).
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Based on the above, the following research questions (hereafter RQ) were formulated, 
addressing young people’s involvement in business:

RQ (1a): Is there a connection between a young person’s involvement in family business 
already during their studies and their subsequent intention to work in the family business?

RQ (1b): Does a young person’s willingness to take over business in the future depend on 
their intention to work in the family business after completing their studies?

From the perspective of research into family business, it is first important to define this 
type of business. Each country or even organisation defines this concept differently. There-
fore, it is important to realise that it is not always possible to compare the research results with 
other research addressing this topic. Given the differences between the various types of family 
businesses, the research questions RQ (2a) to RQ (2c) were asked:

RQ (2a): Does a young person’s involvement in family business during their studies de-
pend on the type of family business?

RQ (2b): Is a young person’s intention to work in the business influenced by the type of 
family business?

RQ (2c): Is there a connection between the intention to take over the business in the fu-
ture and the type of family business?

METHODOLOGY
In the Czech Republic, including the Liberec Region, neither the statistical office nor any 
other institution monitor the family-business activities of all business entities, even though 
this is the focus of interest of the European Economic and Social Committee (EESC 2015). 
Therefore, there is no database of family businesses and, in turn, the size of the statistical 
population is not known. For this reason, it is not possible to carry out random sampling 
to select respondents from family businesses within the Liberec Region and ask their po-
tential successors aged 15–29 for the  information needed. Due to legislative constraints 
(personal data protection) and the time and financial demands, it was also impossible to 
carry out a two-stage sample survey in which all young people aged 15–29 in the Liberec 
Region would be asked about family business and only then, on the basis of their responses, 
a sample survey comprising those with an identified family business would be examined. 
In the  framework of this research, students of the  final years of secondary schools (and 
tertiary professional schools) and vocational schools in the Liberec Region are considered 
to be the target group.

Given the specificities of the Czech environment, the definitions and types of family 
business used in this research have been borrowed from Rydvalová et al. (2017b). Howev-
er, they have been simplified and adapted to a  form comprehensible to the  respondents. 
It was crucial that at least two family members were involved in the business. In the case 
of a family business corporation, emphasis was placed on the ownership interest held by 
the family, which is the connecting and dominant element of several definitions of family 
business (Rydvalová et al. 2016; Machek 2017). In order to prevent excluding family busi-
nesses owned by, e.g. two families, the definition includes corporations in which the family 
owns at least a 50% interest. For the purposes of this research, family businesses are con-
sidered to include:

(a) Family Business Corporation: A business corporation in which the family holds at 
least 50% ownership interest and in which 2 family members are involved, whether through 
work or ownership.
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(b) Family Enterprise: A family member does business as a physical (natural) person 
under the Trade Licensing Act or other laws, and at least 1 other family member helps without 
any contract/agreement.

(c) Family Agglomeration:
1) A family member does business as a physical person under the Trade Licensing Act or 

other laws, and at least 1 other family member helps pursuant to a contract/agreement;
2) Multiple family members do business as physical persons under the Trade Licensing 

Act or other laws and they cooperate.
In order to determine the attitudes of young people, the survey technique was chosen as 

the method of data acquisition, which is the most widespread way of obtaining information, 
especially in socio-economic areas. Eventually, 84.44% (38 out of 45) secondary and voca-
tional schools and tertiary professional schools in the Liberec Region took part in the ques-
tionnaire survey.

The evaluation was done in the MS Excel and in the Statgraphics Centurion statistical 
programme. The evaluation was carried out using methods of descriptive statistics and also 
by analysing the dependence of selected variables. For missing data, the pairwise deletion 
method was used, i.e. a method where only those rows are omitted that concern at least one 
of the variables in the calculations currently being performed.

Due to the analysis of categorical variables, the Chi-square independence test in a con-
tingency table was used to evaluate the dependence analysis within the research questions. All 
tests were performed at a significance level of α = 5%.

Given the amount of content, the paper focuses on analysing the basic variables obtained 
from the questionnaire survey. Here, the results of the analysis are provided for the following 
4 variables:

• Family business type: the variable takes 6 possible values (a, b, c1/c2, see above, ‘I do 
not know’, ‘not specified’). When identifying the  type of family business, the  respondents 
could also use the ‘I do not know’ option in order to prevent distorting data when unsure. 
This variable will also be referred to as ‘FBT’. The data analysis will only work with the values 
a, b, c (c1 and c2 will be merged).

• The student’s involvement in family business during their studies: the variable takes 
two possible values (YES, NO); this variable will also be referred to as ‘IDS’.

• The student’s intention to work in the  family business after completing their studies: 
the variable takes three possible values (YES – immediately after my studies, YES – I want to work 
somewhere else first, NO). In the dependence analysis, the YES-type answers are merged and 
the variable thus takes 2 possible values (YES, NO); this variable will also be referred to as ‘IW’.

• The student’s willingness to take over the business in the future – the variable takes 
two possible values (YES, NO); this variable will also be referred to as ‘WT’.

RESULTS
This chapter includes the research results. First, an evaluation is carried out using descriptive 
statistics methods, and subsequently, an analysis of the dependencies of these variables is car-
ried out.

A total of 1 951 students aged 17–29 who meet the definition of a young person accord-
ing to the MSMT CR (2017) participated in the survey. 609 respondents have a family busi-
ness in their families, which represents 31.2% of all respondents. Seven of these respondents 
were excluded from the evaluation because their questionnaires were incomplete.
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Distribution of respondents according to different family business types consists of 568 
observations. The remaining 34 respondents did not know or, in a single case, did not speci-
fy the family business type. For a more detailed description of the different types, see above. 
The most common type of family businesses is a Family Enterprise, which was indicated by 48% 
of the respondents. 31% of the students had a Family Business Corporation in their family. An 
Agglomeration is the least frequent, accounting for 21% of the overall frequency distribution. Of 
these 21%, the (c1) family business type accounts for nearly 60%, as compared to 40% for (c2).

The research (602 observations) shows that 38.54% of the respondents are already in-
volved in the  family business during their studies, as opposed to 61.46% who do not help 
in the business. More than 70% of the students said they did not want to work in the family 
business after completing their studies. Of the 28% respondents who want to work in the fam-
ily business, 50% want to start working in the family business immediately after completing 
their studies. The other half of the students want to work somewhere else first, and return to 
the family business later.

Interestingly, 2.16% of all respondents are neither involved in the business during their 
studies nor want to work there after completing their studies, yet they want to take it over 
in the  future. By contrast, 2.49% of those students who are already involved in the  family 
business during their studies and want to continue working there do not want to take over 
the business.

Dependency analyses were always carried out in two versions. One contains all data re-
gardless of the respondent’s relationship to the business owner (called ‘All data’). The second 
part of the comparison then only considers the analysis of data where the owner of the fam-
ily business was in a direct family relationship to the respondent, i.e. the student’s parent(s) 
(called ‘Only parents’).

The Chi-square test showed that in all cases the P-Value <0.05, which is why the null 
hypothesis was rejected and the alternative hypothesis was accepted, i.e.:

RQ (1a): There is a connection between a young person’s involvement in family business 
during their studies and their subsequent intention to work in the family business. However, 
in both cases (‘All data’ and ‘Only parents’) the Pearson coefficient points to a moderate to 
week dependence.

RQ (1b): The willingness to take over the business in the future depends on the young 
person’s intention to work in the family business after completing their studies. Here, Pearson’s 
R of 80.33% (‘All data’) and 79.82% (‘Only parents’) shows a very strong direct dependence.

Additional dependency analyses addressed the research questions (2a) to (2c) focusing 
on a young person’s participation in the business with respect to the family business type. For 
the research questions (2a) and (2b), the null hypothesis was not rejected. Neither the stu-
dent’s involvement in the family business nor their intention to work in the family business 
after completing their studies is dependent on the family business type. A very weak depen-
dence was demonstrated for RQ (2c).

As to the frequency distribution of responses concerning the respondent’s willingness to 
take over the family business depending on the family business type, there are no significant 
differences in the ratios between the grey and white areas for various family business types. 
Therefore, the dependence cannot be considered as significant. However, the  strength and 
the direction of the dependence differ in the case of ‘All data’ and in the case of ‘Only parents’ 
data. In the former case, the likelihood of business takeover is greater for a Family Business 
Corporation. In the latter case, it is higher for a Family Agglomeration.



2 4 F I LO S O F I J A .  S O C I O LO G I J A .  2 0 1 9 .  T.  3 0 .  N r.  1

DISCUSSION AND CONCLUSIONS
Approximately 30% of the  students have a  family business in their family. Almost half of 
these respondents have a Family Enterprise in their family. The higher proportion of business 
entities in the form of physical persons is understandable given the ratio of entrepreneurs in 
the Czech Republic – in the second quarter of 2018, the ratio was approximately 5:1 in favour 
of physical persons compared to legal persons (Ministry of Industry and Trade 2018a). This 
ratio may be due to the administrative demands associated with setting up a business corpo-
ration, as compared to doing business as a natural person. Another reason may be the more 
stringent criteria that define family business in the case of a Family Business Corporation.

Out of those respondents where a family business was identified, more than 72% do not 
want to take over the family business (66% in the case of respondents where the family busi-
ness is owned by their parents), and similar percentages are also found for the intention to 
work in the company after completing studies and the student’s involvement in the business 
already during their studies. The results thus confirm the findings of Zellweger (2017) and 
Rydvalová et al. (2017a), i.e. the existence of a negative attitude among young people – in this 
case mainly students of secondary and vocational schools – towards family business succes-
sion. All of this reflects the internalization of individualistic premises of economics in the in-
dividual consciousness.

In learning to doubt the absolute truth of these premises, it is important to realise the fu-
tility of the distinction of means and ends as means chose already mold one’s predisposition 
toward certain goals. Within RQ (1a), a dependence between the given parameters was as-
sumed. Therefore, the hypothesis that if young persons are involved in the family business 
already during their studies, they plan to continue working in the business after completing 
their studies, was confirmed. As assumed, a strong dependence was also found for RQ (1b). 
If students want to work in the family business after completing their studies, they also most 
likely intend to take it over in the future. The results highlight the importance of young peo-
ple’s involvement in the business already during their studies, and especially after complet-
ing their studies. So, if owners of family businesses want to pass their business on to their 
family members in the future, they should above all try to motivate their intention to work 
in the business. In most cases, it is this intention that ensures their willingness to take over 
the family business.

In terms of the family business type, the respondents’ willingness to take over the family 
business in the case of an ‘Only parents’ ownership proved to be higher for Family Agglom-
erations. As regards ‘All data’, the greatest interest in taking over the  family business exists 
in the case of a Family Business Corporation. Therefore, if the family business is not owned 
by the respondent’s parents, the likelihood that the student will be willing to take it over in 
the future is higher for a Family Business Corporation.

The issue of succession is crucial for the  continuity of family business. According to 
the Family Business Institute (2018), only 30% of family businesses survive succession from 
the first to the second generation, and even fewer from the second to the third generation. 
However, the  willingness of the  young generation to take over the  family business is not 
the sole (sufficient) condition for the successful transfer and functioning of the family busi-
ness but it is considered a basic condition for intra-family succession. The more fundamen-
tal assumptions concerned with the relation of universality and particularity with respect to 
economies and the place of family business in them should be taken into account to open 
the space for other-than-merely-individualistic rationalities.
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Z U Z A N A   H O R Č I Č KO VÁ ,  N E R I J U S   S TA S I U L I S

Ekonomikos ir vadybos filosofija: jaunimo dalyvavimas 
šeimos versle ir nacionalinėje ekonomikoje

Santrauka
Straipsnio tikslas – suderinti filosofinį šeimos, kaip komunitarinio esinio vaidmens in-
dividualistiniu principu paremtoje ekonomikoje apmąstymą, ir praktinį tyrimą, kuriuo 
įvertinama jaunų žmonių pozicija dėl įsitraukimo į šeimos verslą. Tyrimo responden-
tai – paskutiniųjų metų vidurinių mokyklų moksleiviai ir trečiosios pakopos profesinio 
mokymo bei karjeros centrų studentai Libereco regione. Šeima etiniu bei politinės ir 
ekonominės filosofijos požiūriais traktuojama kaip aplinka, tinkama formuoti ekonomi-
nį matymą, kuris neapsiriboja vien tik „ekonomistine“ racionalumo forma, ir kaip ge-
banti vaidinti reikšmingą vaidmenį gerai veikiančioje valstybės ekonomikoje. Praktinis 
tyrimas rodo, kad jaunuolio ketinimas dirbti šeimos versle priklauso nuo to, ar jis yra į 
jį įtraukiamas jau studijų metu.

Raktažodžiai: dalyvavimas, ekonomikos filosofija, etika, jaunuolis, racionalumas, šei-
mos verslas


