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ABSTRACT

Enduring companies thrive through a unique blend of steadfast stew-
ardship, continuous innovation, and unwavering commitment to core
values, all built on the foundations of family businesses. This thesis
explores the common characteristics that have contributed to the sus-
tained success and longevity of companies operating for over 200
years. By examining 25 case studies and conducting expert interviews,
the research identifies key elements such as effective stewardship,
long-term stability, and the importance of family governance. These
companies have the tradition to innovate, demonstrating adaptability
while preserving their core identities. The study reveals that learning
from challenges enhances resilience and strengthens the company’s
traditions and culture. Furthermore, a commitment to high quality
and excellence allows these companies to occupy high-margin niches,
ensuring consistent success. This research offers valuable insights into
how enduring success can be fostered, providing a nuanced under-
standing of sustainable business models that prioritize longevity over
short-term gains.
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The road to wisdom? Well, it's plain
And simple to express:

Err

And err

And err again

But less

And less

And less.

— Piet Hein (Hein, 1966)
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INTRODUCTION






INTRODUCTION

The pursuit of long-term success in the corporate world has long been
a topic of interest for scholars, practitioners in business, and non-
profit organizations that emphasize long-term thinking (Bennedsen
& Henry, 2019; Lambrecht, 2016; Riviezzo et al., 2015; Rose, 2019;
Zellweger, 2017).

The purpose of this thesis is to explore and analyse the common
characteristics that have contributed to the sustained success and
longevity of enduring companies across different sectors. It uses an
inductive research method to identify and examine the key values
and associated practices that distinguish these companies, focusing
on both short-term profits and long-term survival. The aim is to gain
a deeper understanding of how enduring success can be fostered and
to propose a more nuanced understanding of sustainable business
models.

My interest in this topic is deeply personal, rooted in a background
embedded in the culture of small and medium-sized enterprises Small
and Medium Enterprises (SMEs) and a deep appreciation of endeav-
ours that require long-term commitment. This interest is reflected in
my participation in ultra-marathon races and an ongoing career de-
velopment focused on perseverance. The question that drives me is:
How do we keep going? It is disheartening to see companies fail to sur-
vive, often due to a variety of factors that were obvious but not ad-
dressed. The central question becomes: What do successful companies
do differently?

Furthermore, I want my thesis to be practical and useful. I sincerely
hope that my findings will help at least one business to prolong its
lifespan and be more healthy in the long run. If this research can con-
tribute to continued success of even one business, then the effort put
into this thesis will have been worthwhile. Ultimately, these motiv-
ations, while seemingly personal, underscore our collective quest to
understand and improve long-term success.

1.1 OPERATIONAL DEFINITION OF LONG-LIVING COMPANIES

A long-living company is defined as one that has been continuously
operational for at least 200 years without undergoing bankruptcy or
receivership and is still operational today. An ultra long-living com-
pany exceeds 300 years of age. It retains a core identity or value
proposition related to its original business, even if it has adapted or
evolved within similar fields.



Research on
longevity tends to
focus on
family-owned

businesses.

INTRODUCTION

For example, Catherineau S.A.S., originally a barrel manufacturer,
transitioned over centuries to outfit luxury items such as private jets
and yachts, maintaining its specialization in highly individualized
woodwork. This evolution illustrates how core skills can adapt to
changing markets while maintaining a thematic continuity. (Hirigoyen,
2017)

Changes in ownership would be permissible for this thesis,
provided they do not fundamentally alter the company’s operations,
values, or commitment to its original business domain. Brand or
name continuity is not essential as long as the firm’s operations and
values remain unchanged. However, since all the case studies refer to
family firms, the (family) names of the firms haven’t changed much.
This definition is informed by the criteria used by The studies of Hen-
okiens (2024a), an association of family businesses that have been
operational for over two centuries, underscoring the relevance and
applicability of these criteria in identifying long-living enterprises.

1.2 KNOWLEDGE GAP

Existing literature looks at longevity mostly by relating to (or offering)
frameworks (Berrone et al., 2012; Lohde et al., 2020), by describing
very specific situations (Bennedsen & Foss, 2015; Lo & Liao, 2021)
or contrasting cultures or economical systems (Fernandez Moya et
al., 2020; H. Schwartz, 2016). This thesis approaches the longevity
with an open-minded approach and addresses the knowledge gap by
investigating the most common characteristics that have contributed
to the longevity.

With this foundational knowledge, future research can be conduc-
ted to determine the significance and universal validity of these char-
acteristics. Such studies could explore whether these traits can be
generalized across industries and regions, if the characteristics are
the cause for longevity or the result of it, or if there are more complic-
ated factors at play. This will ensure deeper, practical knowledge on
the long-life of organisations.

1.3 RESEARCH QUESTION

What are the common characteristics that have contributed to the sus-
tained success of long-standing companies?

1.4 SUB QUESTIONS

e Which values have contributed to a firms endurance?
* How is success measured in long-standing companies?

* Which priorities do these companies have?



1.4 SUB QUESTIONS

* Was technology important (low tech, handiwork)?

* Is the supplied amount part of the produced value (limited, ex-
clusive, but inexpensive)?

* Is a firm’s longevity related to the value proposition?






METHODOLOGY

2.1 THEORETICAL FRAMEWORK

The theoretical framework emerged naturally from the case studies.
It is not there to fix characteristics in place, but to help sorting them.
Sorting by affiliation results in a thinking process that deepens under-
standing and defining.

As such, the themes presented are there to filter and funnel to an-
swer the research question, not to compartmentalise.

Following descriptions of emerged themes intends to give an out-
line for the discussion of each theme and it’s corresponding sub-
themes. They are not exhaustive of all found items, but rather a dis-
tillate of the most common characteristics found in the case studies
of the Henokiens. They characterise very well the top common qual-
ities and should therefore be mentioned here in the theoretical sec-
tion. The vessels for the most important themes build the theoretical
framework. The framework is simple while being exhaustive as every
theme finds a place.

In organizing the findings, the point in time when an event
happened turned out to be important in some cases, but not in gen-
eral. If fierce competition had to be faced, it didn’t matter that much,
in which century. What turned out to be important was that things
do develop over time, so one axis of the emerged themes was not the
historical axis, but a blank time axis. Besides time, there is a second
axis, which represents the closeness to the core of the family firm on
one side, and the outside of the firm on the other side. This gives
us roughly three main themes, which move in parallel through time:
the Outside, the Interface and the Core of the enterprise as shown in
Figure 1.

Outside

AVAVAVAVAV,

Core

\/

time

Figure 1: Visualisation of the main themes

Of course it matters,
but only so far as it
needs to be compared
with other historical
periods. The
individual history of
the venture turned
out to be much more
important.



METHODOLOGY

2.1.1 The Outside

The Outside theme refers to the external landscape and dynamics that
affect a company’s operational and strategic realities. This theme en-
compasses various factors such as market entry challenges, the im-
pact of economic changes, community support, and the impact of cul-
tural or regulatory changes. It reflects how companies interact with,
adapt to, or are affected by external opportunities and threats. Figure
Figure 1 aims to show the noted tendencies of outside themes: they
are usually of higher frequency in time as well as greater in amp-
litude than The Interface. If the amplitude get’s too extreme, The Core
is affected. One example would be when during the First World War
the home of the Garbellotto S.p.A. family was occupied by Austro-
Hungarian troops who sought shelter during a military emergency
(Tomaselli, 2014).

2.1.2  The Interface

This theme addresses the interaction and interplay between a com-
pany’s internal dynamics and The Outside. It encompasses the
strategies and activities that facilitate adaptation and integration
across different areas such as community involvement, environ-
mental sustainability and customer engagement. The Interface reflects
how companies manage relationships with stakeholders, including
employees, suppliers and customers, and how they incorporate ex-
ternal feedback and challenges into their growth and adaptation
strategies. It can be thought of as a membrane that protects the core
but can also bring innovative ideas to it. The Interface dampens or en-
hances The Outside and the deep currents of The Core. An example
of Yamasa Corp. comes to mind which expected a shrinking of their
main market because of cultural trends but also recognises a trend to
cook more at home after the recent recession in Japan. Both together
led to the development of new, successful, products (Ohara, 2017).

2.1.3 The Core

The Core is characterised by the presence of deep, slow moving cur-
rents, which can, nevertheless, exert a significant influence over the
overall dynamics of the system. Movement in this area is typically
much slower and with less amplitude. As not every current trend has
sufficient depth to traverse the interface and move it enough to reach
that deep. Certainly the Core is pragmatic and it is our main focus.
Setting this focus comes from two sides. On one hand is the focus of
the Henokiens case studies also on the Core. More data about it can
therefore be found in the studies. More importantly, it by studying
the cases, it turned out that the Core seems to be what differentiates



2.1 THEORETICAL FRAMEWORK

companies with a regular life- and health-span from those which are
exceptional in those aspects. The three emerged themes consist of sub-
themes. The following outlines the most important sub-themes of the
Core. For an in-depth discussion of the sub-themes of THE OUTSIDE
and THE INTERFACE, see the relevant chapters.

VALUE PROPOSITION We examine the core services and/or
products that a company offers to its customers, which distinguish
it from its competitors. Such elements include product quality, cus-
tomer satisfaction and the overall customer experience. A robust
value proposition is also reflected in a positive brand image and repu-
tation, which indicates a company’s ability to consistently meet or
exceed customer expectations in a way that adds value beyond the
basic functionality of the products or services offered. Case Garbel-
lotto S.p.A. expresses the value proposition by stating that not profit,
but the satisfaction of customers, suppliers and employees comes first
(Tomaselli, 2014).

TRADITION AND INNOVATION This sub-theme encapsulates the
dynamic interplay between the maintenance of proven, time-
honoured practices and the adoption of new, innovative approaches.
It highlights the ability of companies to balance the mastery of skills
and the creation of traditional products with the pursuit of techno-
logical and product innovation. This dual focus ensures continuous
product improvement while preserving the core essence that defines
the brand, reflecting a synthesis of historical identity and forward-
thinking adaptability. This is captured in a direct quote from the
Toraya Ltd. case study: ‘Tradition is the continuance of innovations.
Innovative methods allow the business to last long, thus tradition is
created.” (Ohara, 2014)

CORPORATE GOVERNANCE This sub-theme concerns the frame-
works and practices that regulate the management and strategic direc-
tion of an organisation. It integrates aspects of the company’s heritage
and leadership philosophy that guide decision-making and business
operations. Corporate governance also encompasses the maintenance
of long-term customer relationships, the renewal and adaptability of
business strategies, the fostering of an entrepreneurial spirit, and the
preparation of successors through quality education. The sub-theme
emphasises the significance of structured governance in maintaining
and enhancing the company’s legacy and strategic objectives. This is
exemplified by the business strategy of Van Eeghen & Co B.V., which
handles logistics and storage in-house in order to maintain traceabil-
ity and to be able to ensure quality (Mangematin, 2014).



10

METHODOLOGY

FAMILY AND CORPORATE GOVERNANCE In Family and Corporate
Governance it is explored how interface between family values and
governance principles in the business context. It focuses on the syn-
ergy between long-term vision, trust and continuity of leadership that
family businesses foster. It highlights the importance of teamwork,
learning and foresight in driving the business forward, while man-
aging risks and challenges through generational wisdom and long-
term financial planning. It reflects how family businesses overlay their
family-based governance with business strategies to ensure sustainab-
ility and resilience. The case of Friedr Schwarze GmbH provides an
illustrative, typical example of the interconnection between corporate
and family governance. Friedrich Schwarze, a 13th-generation fam-
ily member, organizes family events to foster cohesiveness and pass
on knowledge about their family business to the next generation. He
recognizes the importance of collective action to preserve the firm’s
wealth and the family legacy (Calabro, 2015).

FAMILY GOVERNANCE The concept of family governance can be
defined as the fundamental role that family dynamics and values play
in influencing the operational and strategic decisions of the business.
This is characterised by a profound emotional attachment to the busi-
ness, where family members are driven by an intrinsic motivation to
uphold and disseminate the family legacy through the business. It
incorporates the family’s core values into the business ethos and en-
sures that these values are reflected in every aspect of the company’s
operations and culture. This is exemplified by the Okaya Ltd. case. In
approximately 1870, the then head of the family and business estab-
lished a family constitution and ranks (Ito, 2014).

2.2 CASE STUDIES

Part of the research in this thesis includes 25 publicly available,
company-centred case studies that can be downloaded from the Inter-
national Association of Bicentenary Family Companies. These studies
have been conducted by international universities on 25 of the mem-
ber companies, see Chapter 10 for more detailed information and
Table 1 for an overview of the individual companies, the date of their
establishment and type of business.

The Henokiens’ studies (Henokiens, 2024b) had been chosen be-
cause of their diversity, depth and accessibility. It is rare to find such a
wealth of information freely available on the internet. From a purely
data-driven perspective, it might have been beneficial if the studies
would have been conducted in the same structural manner and the
same questions and focus points had been chosen. However, the stud-
ies in their current, highly individual form are offering a great variety
of angles and paint a holistic, very differentiated picture of the land-



2.3 QUALITATIVE ANALYSIS OF THE HENOKIENS' CASE STUDIES

scape of long-standing companies. They also show how different and
how similar traditional firms can be and they have been of tremend-
ous help in finding answers to the Research Question.

2.3 QUALITATIVE ANALYSIS OF THE HENOKIENS CASE STUDIES

The case studies were downloaded from the Henokiens’ website (Hen-
okiens, 2024b) and analysed using an open coding, qualitative ana-
lysis method. This analysis was conducted using the software Qual-
Coder (Curtain, 2023). Following an iterative coding process, themes
were developed and refined. It was found that the codes could be
divided into the three main themes of the Theoretical Framework,
illustrated in Figure 1, thus creating it.

Each of the themes and their corresponding sub-themes will not
only be defined in greater detail, but also extensively discussed, in-
cluding examples from the case studies that have led to their creation
initially, in Part iii.

It should be noted, that more themes had been discovered. The
themes chosen had been the ones with the most relevance, although
this relevance should be researched in greater depth.

2.4 EXPERT INTERVIEWS

I am very grateful and honoured that I got the unique opportunity to
interview Senior Family Advisor Benjamin Vetterli and H.S.H. Prince
Hubertus von und zu Liechtenstein.

Mr Vetterli is affiliated with the centre of excellence for Ultra high
net worth (UHNW) clients of the LGT Bank AG. He has worked with
many families in his 25 years of experience and is well versed re-
garding business and family governance. One of the main drivers in
his work is to ensure that the family, as well as the company, stay
together.

H.S.H. Prince Hubertus von und zu Liechtenstein is part of one
of the oldest family dynasties in Europe. In regards to the LGT
Bank, he is also deeply committed to the topic of family governance
and longevity of entrepreneurial families. Furthermore, he is quite
involved in his own family and he is on the foundation board of
the LGT Group Foundation. Both value entrepreneurship highly and
share the commitment to support family business as they see them as
the backbones of our society.

The interviews took place via video- and audio-call. The questions
had been committed ahead of the interviews. The interview language
was German, and the recordings manually transcribed and automat-
ically translated afterwards.

Through the interviews, a much deeper understanding of the
longevity factors was gained. They were employed to corroborate the

11

Established in 1921,
the LGT Bank is of
considerable age and
is itself a family
business.
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findings of the literature review and case studies, thereby enabling
the formulation of a comprehensive understanding of the thesis topic
and the more robust addressing of the research questions. This tri-
angulation ensured that the insights gained were well-rounded and
grounded in both theoretical and practical perspectives. These insight
have been injected into the discussion section and cited for clarity. The
interviews are available in the APPENDIX: INTERVIEW.



KEY DEFINITIONS AND CONCEPTS

3.1 KEY DEFINITIONS

FAMILINESS The systemic influences generated by the interaction
of the subsystems—family unit, business entity, and individual family
members—that create an idiosyncratic pool of resources and capabil-
ities (Habbershon et al., 2003).

ENTREPRENEURIAL ORIENTATION 'Investigations of innovation
in family firms have also highlighted the role of Entrepreneurial Ori-
entation (EO). EO is a strategic posture capturing the general emphasis
within the firm on innovativeness, risk-taking, and proactiveness and
has been associated with innovation outcomes" Jocic et al. (2021), also
Covin and Slevin (1989) and Rauch et al. (2009) and Kraiczy et al.

(2014).

FUTURITY ‘Futurity reflects the view that focusing on and planing
for the future has utility.” (Lumpkin & Brigham, 2011)

PERSEVERANCE ‘Perseverance highlights the conscientiousness re-
quired in the present to reach desired future states.” (Lumpkin &
Brigham, 2011)

CONTINUITY ‘Continuity suggests that durability and constancy
across time contribute to value creation in the future’ (Lumpkin &
Brigham, 2011)

SOCIOEMOTIONAL WEALTH Socioemotional Wealth (SEW) is an
umbrella term that describes the nonfinancial goals of family firms.
SEW is ‘the total stock of affect that the family has vested in the firm’
(Gomez-Mejia et al., 2007; Zellweger, 2017). A concept to encompass
the family’s emotional attachment to the firm, akin to ‘emotional
value’ (Zellweger & Astrachan, 2008). Following Gémez-Mejia et al.
(2007) and Zellweger (2017), SEW breaks down into four dimensions:

1. Transgenerational control: The desire of the family to maintain
control of the firm across generations.

2. Benevolent social ties: The importance of nurturing positive so-
cial relationships within and outside the firm.

3. Identity and reputation: The significance placed on the family’s
identity and the firm’s reputation in the community.

13
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Peasant economies
employ norms like
mutual obligations,
emphasizing
fairness, reciprocity
and social justice.
Accessible examples
of this culture are
found in J. R. R.
Tolkien’s works, as
detailed by Goldwag
(2024).

KEY DEFINITIONS AND CONCEPTS

4. Emotions and affect: The role of emotional attachment and af-
fective involvement in the family’s engagement with the firm.

3.2 CORE CONCEPTS

SUSTAINABILITY Sustainability refers to ‘durable business success,
family cohesion, and close connections with the community.’, as is
very eloquently described by Labaki (2022) in the case study of C.
Hoare & Co.. Sustainability therefore goes beyond environmental con-
cerns in this thesis and includes economic, social, and operational
dimensions with a focus on businesses and their ecosystem. It high-
lights the practices and strategies that have enabled these companies
to sustain their operations over centuries. To avoid confusion, the term
won’t be used much.

SUCCESS  Success, as it pertains to long-standing companies, en-
compasses financial performance, and also other measures such as be-
ing succeeded by the next generation, innovation, customer loyalty, and
social impact. These long standing companies define and measure
success differently from traditional businesses, who are most often
focused on short-term gains.

LONGEVITY Longevity in the business context, particularly for
companies that have been in operation for over 200 years, means
much more than mere survival. Factors that contribute to business
longevity include adaptability, resilience, and a consistent value pro-
position (not to be confused with the same product). These compan-
ies have thrived through several economic systems, from peasant eco-
nomies which had a very different notion of economic practices (Scott,
1976), to market economies with (almost) pure capitalism (Zimbalist
et al., 1989).

CORPORATE HERITAGE Corporate Heritage plays a pivotal role in
the sustained success of long-standing companies, shaping their iden-
tity, values and business practices. It encompasses the history, tradi-
tions, and accumulated wisdom that form the backbone of a com-
pany’s culture. This heritage not only serves as a source of pride and
continuity for employees and stakeholders but also provides a stable
framework within which a company can navigate through changing
market conditions and societal shifts.

ENDURANCE Endurance, in the context of a company, is it’s ability
to maintain its core values and value proposition over and extended
period, despite changing market conditions, technological advance-
ments, and evolving customer preferences.
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Part II

THEORY






DESCRIPTION OF THE LITERATURE

The literature review had been conducted through, but not only, the
search engine of the University of Liechtenstein, Primo by Ex Libris. It
is a meta-search engine that covers several online-libraries like parts
of Springer, emeraldinsight, Elsevier and Jstor. Aditionaly, Google
Scholar was used to find more scientific papers.

4.1 USE OF SEARCH TERMS

In conducting the literature review for the thesis on the sustainable
success and longevity of enduring businesses, specific search terms
were used to gather relevant academic evidence. The search terms
facilitated a comprehensive exploration of the various dimensions as-
sociated with business longevity, leading to a robust understanding
of the characteristics and practices that contribute to long-term busi-
ness success. Below is a detailed description of how each search term
was used within the research framework.

BUSINESS LONGEVITY The term business longevity was used to
identify general studies and articles focusing on the longevity of
businesses. This broad term helped to gather basic knowledge about
factors that influence the long-term survival of businesses, including
organisational structures, market adaptation strategies and manage-
ment practices.

CORPORATE LONGEVITY Corporate longevity led to very similar res-
ults as Business Longevity. Overall, the topic of the thesis was mainly
associated with the two terms.

CORPORATE SUSTAINABLE LONGEVITY As soon as the term Sus-
tainability was used in almost any combination with other terms, the
search results had been overly populated by the other meaning of
sustainability. Namely the environmental and social dimensions took
over the results. This made the term useless for this research.

OTHER SEARCH TERMS Using enduring businesses, centenarian, en-
during corporations and such, in different combinations resulted in lit-
erature that was either the same as before or in seemingly accidental
hits, deep in the results.
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DESCRIPTION OF THE LITERATURE

4.2 MORE SOURCES

A very good source of literature was the literature itself. References
to scholarly articles and very few suggestions from the libraries them-
selves yielded more scholarly articles and the odd book.

Another source, and for that I am especially grateful, was the In-
stituut voor het Familiebedrijf, Brussel, that had send me their report
100-year-old family businesses, Their 10 lessons for a long-term existence in
Dutch. This was a very interesting, insightful read.

4.3 SCIENTIFIC LITERATURE USAGE

The literature was mostly downloaded as pdf files, then, with the help
of their DOI number added to a local bibtex file. This file was handled
with JabRef (Kopp et al., 2023). Overall there are over 9o articles from
scientific journals, eleven books, one compendium, one masters thesis,
one Phd thesis, some reports and a few online articles. In addition to
that, there are the 25 case studies of the Henokiens (2024b) which are
described in some detail in Chapter 10.
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The purpose of the literature review is to provide a comprehensive
overview of existing research and theoretical perspectives relevant
to enduring ventures. Situated within the Theory part, this review is
structured according to the theoretical framework’s sections The Out-
side, The Interface, and The Core.

Literature on long-standing businesses primarily focuses on family
firms, often small and medium-sized enterprises, but also sometimes
towards known business families. The field in general is divided into
business history, management studies (Riviezzo et al., 2015), and,
more recently, organizational ecology and resource-based views, as
described by Arias-Pineda (2022).

Including the research on family firms when studying business
longevity is enormously beneficial, but could lead to a distraction
from the main questions. Still, family firms are well-studied, as ex-
emplified by Bennedsen and Henry (2019) and Zellweger (2017) and
many others. And although there is ongoing scientific progress, there
is still much to discover, as Arias-Pineda (2022) and De Falco and
Vollero (2015) remark. The present literature, often sets up expecta-
tions with pre-determined frameworks casting the results too narrow
or shallow While using frameworks is very beneficial, in this field of
companies with old age, studies are (often) missing an overarching
structure exactly where they intended to place one.

Before we begin, there are a few things to consider. What is outside
of the outside, who is looking, who is the observer? This does not end
up in an exercise in awareness, but rather, take us to a more abstract
level before we discuss more concrete qualities of the outside.

OUTLINE

This thesis lays the groundwork for a deeper discussion on the com-
mon characteristics of long- and ultra-long-living companies. Our fo-
cus is specifically on the core aspects of these companies, as justi-
fied by the distinction made by Sharma and Salvato (2013) between
the components and the essence of family involvement in businesses.
According to Sharma and Salvato (2013), firms that emphasize the
essence—such as core values and mission—while allowing flexib-
ility in their operations, tend to thrive longer. This differentiation
between the structural components (ownership, management, gov-
ernance) and the underlying essence (core values, mission) supports
this thesis’s emphasis on the enduring core values and practices that
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contribute to the sustained success and longevity of these historical
enterprises.

CORPORATE AND HUMAN LONGEVITY

Corporate longevity, firm endurance, is in the end not a thing that
leaves a lot to argue about. Either your enterprise is old, or not (yet).
Insofar we have a neutral measure that stands on it's own and is
verifiable, except for cases where a specific, single day or year of es-
tablishment can’t be determined because of historical reasons. These
companies tend to be so old, that, for the reasons of this study, the ex-
act age is not that important. Still, for the owners there might be value
in knowing this better, having exact documents — and here we are
already deep into emotional commitment, which will be discussed
later in great length.

Compared to biological longevity the field of corporate longevity
is not that popular, but it is gaining interest. Interest in biological
longevity is on the rise again as well, probably as a consequence of the
recent health wave. Followers have even made an online leader-board
for people who are ageing the slowest, called Rejuvenation Olympics
(2024). In contrast, while there are undoubtedly more companies that
have existed for a considerable length of time, it is challenging to
identify those that have been in operation for over two centuries. Fur-
thermore, it is difficult to obtain accounting and business data on
these companies, let alone conduct interviews with their representat-
ives.

PERSONALITY, AGE AND TIME

The personality of a business is often shaped by its ability to navigate
the complexities of age and time, particularly through intertemporal
choice mechanisms. These mechanisms, as explored by Lumpkin and
Brigham (2011), play a crucial role in the longevity and sustained
success of a company. Representation, for instance, refers to how fu-
ture outcomes are framed and envisioned, which directly impacts the
attractiveness of long-term rewards. Positive framing in this context
encourages a long-term perspective, fostering a culture of forward-
thinking within the business. Additionally, self-control is imperative
for maintaining this long-term orientation, as it involves the ability
to delay gratification and resist immediate temptations. This self-
discipline ensures adherence to long-term plans and objectives. Anti-
cipation, or the emotional experience of anticipating future outcomes,
also significantly influences present decision-making. Positive anticip-
ation can reinforce long-term goals by creating a sense of excitement
and commitment towards future achievements. These elements col-
lectively contribute to the enduring personality of a business (Lump-
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kin & Brigham, 2011). However, the question arises how much of it
remains when the ownership changes.

Akin (2000) discusses this issue in the paper How long do things
last? and finds that the core identity of an organization is much like
the self in psychology. It persists through substantial changes, and
its identity is maintained through shared stories and social conven-
tions. He notes that longevity is not about the physical or structural
parts remaining the same; machines need fixing, replacing, and up-
grading. Instead, the continuity lies in the organization’s core identity,
as perceived by stakeholders. This perception, akin to shared beliefs,
he concludes, is crucial for the organization’s identity and long-term
survival, maintaining continuity in the eyes of the stakeholders (Akin,
2000).

It is much clearer now, that longevity of an organisation is a stake-
holders viewpoint. Referring to the Visualisation of the main themes,
we can close the circle between the Core and the Outside with this
finding. The Core is defined by the stakeholders, which are heavily
influenced by the culture they live in. Culture’s dimensions are, as
Hofstede, 2001 suggests, the following five: power distance, uncer-
tainty avoidance, individualism vs. collectivism, masculinity vs. fem-
ininity and long-term vs. short-term orientation. Most of them touch
on the possibility of a firm becoming old. The long-term versus short-
term orientation influences the individual if they want to take over
an old company;, if this seems valuable in their personal value system.
It also shows in the perception of others, which touches on the Value
Proposition. Do others value if you keep the old company alive? In-
dividualism versus collectivism is an interesting axis because it is a
reason for issues regarding leadership continuity, emotional commit-
ment and handing over business and family values to the next gen-
eration. Uncertainty avoidance might influence entrepreneurship and
enable only the bravest figures of a culture to stand out and found a
company, take over a business in a major crisis or restart it after one
(like a war). The power distance relates to how much a culture exhib-
its centralised authority and hierarchical organisational structures or
not. The case studies and interviews offer great insight into emotional
commitment and personal accountability in family firms, which can
be interpreted as a low power distance. Employees therefore have a
relatively stronger sense of responsibility in family firms. This is also
because of the feeling of being part of something greater (Debackere,
2020).

To widen our perspective before we focus on more specific themes,
we should consider organisations that are built to last from the begin-
ning. Hanusch and Biermann (2019) refers to these as Deep-time organ-
izations and suggests that such organizations are needed because they
can manage interconnections spanning several centuries and gener-
ations. Hanusch and Biermann also developed twelve design prin-
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ciples that can guide the construction and design of organizations
aimed at addressing long-term challenges.

DEEP-TIME DESIGN PRINCIPLES (Hanusch & Biermann, 2019)

A. Place the organization in a safe area while ensuring its societal
embeddedness.

B. Link the organization’s purpose to a public purpose.

c. Ensure continuous support of (democratically legitimized)
elites from the foundation onward.

D. Involve those who you need to fulfil your purpose.
E. Connect to the state and ensure its support in times of crisis.

F. Do not diversify but instead identify core places of outreach and
cherish them.

G. Prominently involve the public in the management.

H. Create ownership and responsibility for the public in decision
making.

I. Outlive external events by declaring change to your core busi-
ness, incorporating change evolutionarily, or being recognized
as system-relevant.

J. Distribute a basic human need or a transcendental good.

K. Become a benevolent monopolist with direct lines of dissemina-
tion that are socio-culturally embedded.

L. Make the people recognize the organization as a prototype de-
livering real-world change or stability they gain individual be-
nefit from.

This list can be correlated with previous findings. Placing the organ-
ization in a secure environment enhances stability, as corroborated by
other research. Aligning its purpose with a public mission suggests
a strong alignment with customer needs. Continuous support from
elites appears to be a strategic advantage if organizational stability is
the goal. The involvement of customers is beneficial, as will be dis-
cussed later in the section Quality Products and Services.

Crucially, on several levels, as discussed in other sections, is the
strategy to ‘Outlive external events by declaring change to your core
business, incorporating change evolutionarily, or being recognized as
system-relevant.” (Hanusch & Biermann, 2019) While the companies
from the case studies may not all be system-relevant, they hold signi-
ficant cultural relevance. They do not enjoy the luxury of guaranteed
state assistance but strive for relevance through innovation, aligning
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with customer expectations, and other key characteristics. This rep-
resents a constant challenge regarding longevity, in contrast to the
comfortable position occupied by the idealized ‘deep-time organiza-
tion.”

Becoming a benevolent monopolist is not a readily attainable pos-
ition for most companies, yet it remains an aspirational goal. Lastly,
the strategy to ‘Make people recognize the organization as a proto-
type delivering real-world stability from which they gain individual
benefit’ (Hanusch & Biermann, 2019) is reflected in the case studies.
Long-standing companies offer qualitatively high-value propositions
that provide individual benefits to customers. This extends beyond
merely products or services to encompass unique values, as will be
discussed throughout Part iii.

The paper also highlights that there seems to be a trade-off between
profitability and longevity. For example, firms in the U.S. and the U.K.
are highly profitable but less likely to survive for a long time. In con-
trast, firms in countries like France or Japan show lower profitability
but higher longevity (Arai & Hirota, 2023).

Going deeper into the comparisons, Capasso et al. (2015) compare
Italian wineries, empirically investigating if a firm’s performance im-
proved with age. They found that while longevity is negatively linked
to profitability, as discussed above, older wineries show a higher
trend of revenue growth. They also found that older wineries are
mostly family-owned, and they suggest that a more conservative fin-
ancial profile and a conservative approach to risk might be drivers.
It is also suggested that family firms prefer self-financing and retain-
ing earnings over relying on external debt, which might limit growth
opportunities if internal funds are insufficient for large investments
(Capasso et al., 2015).

At the same time, longevity is positively linked to revenue growth,
suggesting that older firms can leverage their established market pres-
ence to drive sales and that brand equity increases (Capasso et al.,
2015). The benefit of old age for the brand image will be a topic for
a later discussion in this chapter and Brand Image and Reputation
surfaces again in the discussion of the case studies. In general we can
say that the image of an old age is positive for longevity.

Another comparison, between Spanish manufacturing firms by
Coad et al. (2010), provides evidence that older firms exhibit lower
growth rates of sales, profits, and productivity. They also tend to have
reduced profitability when controlled for size and other variables.
However, Coad et al. (2010) show that older firms have steadily in-
creasing levels of productivity, higher profits, larger sizes, lower debt
ratios, and higher equity ratios, indicating improved financial health.
Interestingly, older firms are better able to convert sales growth into
subsequent growth of profits and productivity.
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This seems consistent with the findings of Capasso et al. (2015) and
is also logical. The older a company gets, the more established (and
rigid) its processes become, making it easier for older companies to
convert sales growth into profits and productivity. The institutional
knowledge within the business is higher. This is very relevant to later
sections in the case studies, where owners express similar sentiments.
Conversely, some owners lament the lack of knowledge transfer from
older generations to younger ones due to cultural trends towards indi-
vidualism, where the next generation no longer lives with the family.
This trend is evident in Western countries as well as in the cases from
Japan.

The article of Montuori (2000) looked at organisational longevity
through the lens of Systems Thinking. Through that, it found, not
only that Systems Thinking might be a reasonable approach to look
at the endurance of a company, but also that organisations can be
seen analogous to human health. It focuses on the importance of
preventive care, self-awareness and proactive management. Organ-
isations must proactively maintain their ‘health’ to ensure long-term
survival. Montuori suggests, that fostering a culture of continuous
learning, adapting to changes in the environment and developing re-
silient leadership is essential for a firms longevity Montuori (2000).

SUMMARY OF THE OUTLINE

IDENTITY The longevity of an organization is fundamentally de-
termined by its core identity. Maintained through the perceptions
and shared beliefs of stakeholders, the core persists through substan-
tial changes and its identity is maintained through shared stories and
social conventions (Akin, 2000). Cultural dimensions, as identified
by Hofstede (2001), like power distance, uncertainty avoidance, and
long-term versus short-term orientation are particularly relevant. Es-
pecially if seen from the attractiveness of a future reward, a delayed
gratification that has to be achieved through self-discipline (Lumpkin
& Brigham, 2011).

PROFITABILITY A trade-off exists between longevity and profitab-
ility, where long-living companies have the tendency to exhibit higher
longevity and lower short-term profitability (Arai & Hirota, 2023).
Older firms tend to sustain revenue growth over time despite, being
less profitable in the short term. Their conservative financial practices
contribute to their longevity but limit immediate growth opportunit-
ies (Capasso et al., 2015). Additionally, enduring companies are more
effective in converting sales growth into profits, probably due to en-
hanced core processes and institutional knowledge (Capasso et al.,
2015).
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RESILIENCE If an organisation intends to become old, it needs to
be socially embedded and in a safe area, become a benevolent mono-
polist, link it’s purpose with a public purpose and outlive external
events by declaring change its core business while projecting an im-
age of delivering stability (Hanusch & Biermann, 2019). Furthermore,
it is important to implement organisational learning and to adapt to
environmental changes (Montuori, 2000).






THE OUTSIDE

6.1 CULTURES IMPACT, FORECAST DECLINE AND DECIDING UN-
DER PRESSURE

The culture, as previously defined in the chapter about Theoretical
Framework, belongs to the outside of a company. And as discussed
above, there needs to be a proclivity in society to accept and value
long-term orientation. Other cultural factors include the cultural inter-
play between corporate culture and local culture, as described by Sa-
saki and Sone (2015). Their paper, ‘Cultural Approach to Long-Term
Survival of Firms’, found evidence that the values of thrift, humil-
ity, long-term orientation, and non-financial goals have been crucial.
These values have been continuously inherited and adapted by suc-
cessive generations of Chief Executive Officers (CEOs). This indicates
that the culture of firms and the local culture mutually support each
other. The examined firms actively engage in preserving and promot-
ing local culture, which in turn supports their survival (Sasaki & Sone,
2015).

Furthermore, in their research, Fernandez Moya et al. (2020) com-
pared German and Spanish family firms operating under different in-
stitutional frameworks, political contexts, and macroeconomic condi-
tions. They found that the stable institutional framework in Germany,
characterized by strong legal protections and economic policies, has
benefited the longevity and resilience of family firms. In contrast,
economic fluctuations, political instability, and regulatory changes in
Spain posed challenges to family firm survival, although some firms
have adapted successfully.

Variations across countries and a trade-off between a long life and
profit have been found by Arai and Hirota (2023). They observed
that a company’s longevity is also dependent on its financial system:
market-based or bank-based, whether it operates under common law
or civil law, and if it is in a highly individualistic, low uncertainty
avoidance, and low long-term oriented society. The last point fits with
the work of Hofstede (2001) about cultural differences in society.

Similarly, German family firms benefited from the country’s rapid
post-war industrialization and technological advancements, which
provided a stable economic environment conducive to long-term
growth (Fernandez Moya et al., 2020). Spanish firms, however, faced
more volatility, impacting their ability to sustain long-term growth.
Political stability and government policies were found to have a pro-
found impact on family firm longevity. In Spain, the shift from aut-
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arky to a more liberalized economy in the late twentieth century cre-
ated both challenges and opportunities for family firms. Conversely,
Germany’s social market economy and policies supporting private
enterprise fostered a conducive environment for family firm success
(Fernandez Moya et al., 2020).

Adding to these findings, Colli and Larsson (2013) conducted a
comparative study of family businesses in Italy and Sweden, further
emphasizing the significant role of institutional factors in shaping
family business models. The study revealed that Italian family firms
often face challenges due to political instability and less favourable in-
stitutional support, whereas Swedish family firms benefit from more
structured governance and a stable political and economic environ-
ment. Colli and Larsson (2013) highlighted the importance of histor-
ical context, showing that events like the Second World War have
long-term effects on the development and strategies of family firms.
Their research underscores the value of comparative methodologies
in understanding the distinct challenges and successes of family firms
across different national contexts, using both quantitative and qualit-
ative data to illustrate the impact of national environments on family
business longevity and success.

Not only is it good for a firm’s longevity to be in a stable envir-
onment, but pressure also affects creative solutions. Findings from
Osiyevskyy and Dewald (2018) on firms facing critical threats, such
as regulatory changes, disruptive innovations and the like, may en-
gage in exploratory changes to their business model or show threat
rigidity, depending on their perception of the crisis. The study finds
two moderators that determine when a firm does what. When the per-
ceived predictability of the situation is high, it increases the likelihood
of explorative business model change interventions. This means that
when managers foresee future developments, they are more confident
in adopting innovative strategies. The second moderator is the time
pressure. If it is high, it reduces the likelihood of explorative business
model changes. Managers under severe time constraints tend to re-
sort to familiar routines and avoid risky innovations (Osiyevskyy &
Dewald, 2018). For the longevity we can conclude that businesses that
are lead with an eye to the future are not that often surprised and can,
in the best case, react with innovative ideas to crisis. We can also ar-
gue that firms that are more conservative in their financials might not
experience sudden pressure from events and might therefore react in
new, innovative ways to crises.

6.2 SUMMARY OF THE OUTSIDE

CULTURES IMPACT Local culture influences a company after its
establishment, values like thrift, humility and long-term orientation
flow to the organisation. After a certain age, mutual support of firms
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and local culture can be witnessed - in firms that actively engage in
preserving and promoting local culture. This in turn supports sur-
vival of these firms (Sasaki & Sone, 2015)

ENVIRONMENT Institutional frameworks, macroeconomic condi-
tions, and political contexts are critical for the survival and prolonged
success of long-standing companies. Stable institutions and support-
ive economic policies, benefit family firms by providing a conducive
environment for long-term growth (Fernandez Moya et al., 2020).

Likewise, a firms longevity is also affected by the financial sys-
tem in its country: firms in market-based economies, operating under
civil law live longer in general (Fernandez Moya et al., 2020). Struc-
tured governance and a stable political and economic environment
are highly beneficial to a firms long life (Colli & Larsson, 2013).

RESILIENCE Facing critical threats leads to different behaviours of
a firm. If a crisis is perceived as predictable, firms intervene with ex-
plorative business model changes. Managers who think about the fu-
ture are more confident in innovative approaches. However, decisions
under time pressure reduce the chance of exploration, bring forth
familiar routines and shy away of risky innovations (Osiyevskyy &
Dewald, 2018). Conservative finances and foresight lead to more in-
novative solutions. Similarly, if familiar routines are exercised because
of time pressure, firms with successful routines benefit as well.
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THE INTERFACE

In the chapter THE INTERFACE, it is described as the membrane in
between THE CORE and THE OUTSIDE (see also the Visualisation of
the main themes).

The relationship between employees and labour practices in fam-
ily firms is crucial to their long-term success and sustainability. Ac-
cording to Sraer and Thesmar (2006), founder-managed firms typic-
ally exhibit higher labour productivity compared to heir-managed
firms. However, heir-managed firms tend to compensate for this by
paying lower wages, even after accounting for skill and experience
levels. This phenomenon suggests that descendants manage to main-
tain lower wages by offering long-term employment stability, which
in turn enhances labour productivity. The promise of job security can
be a significant motivator for employees, fostering loyalty and dedic-
ation, which ultimately contributes to the firm’s overall productivity
and success.

Additionally, Sraer and Thesmar (2006) note that heir-managed
firms have a tendency to smooth employment across business cycles,
providing a form of implicit employment insurance. This practice in-
volves maintaining stable employment levels during economic down-
turns, which helps in preserving employee morale and loyalty. By
offering this implicit employment insurance, heir-managed firms
can sustain lower wages while achieving higher labour productiv-
ity (Sraer & Thesmar, 2006). This strategy not only benefits the em-
ployees by providing job security but also helps the firm maintain
a stable and committed workforce, which is essential for long-term
operational success.

7.1 ADAPTION

Organizations, like companies, can be compared to living beings. Arie
de Geus, 1995 argues that we should see companies as living sys-
tems rather than mere economic entities. The 1995 article ‘Compan-
ies: what are they?’ identifies key characteristics that contribute to
the longevity of companies, such as financial conservatism, sensitivity
to the environment (to anticipate and respond to changes early), co-
hesion, and tolerance for decentralized structures. It emphasises the
importance of continuous learning and adaptability to ensure long-
term survival. As living organisms, companies must adapt to their
changing environments to survive. This view contrasts with the tra-
ditional economic perspective that sees companies primarily as profit-
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maximizing entities (de Geus, 1995). Similarly, according to Sharma
and Salvato (2013), companies that fail to adapt to market changes
and internal dynamics risk obsolescence.

1998, three years after his article, de Geus (1998) still argues that
adaptability and learning are highly significant in fostering longev-
ity in companies. In this article, he elaborates on his thinking about
environmental sensitivity, explaining that it involves having enough
foresight to see dark clouds on the horizon long before it rains. From a
different angle, but with very similar results, Murthy (2014) explores
the relationship between business longevity, environment, and adapt-
iveness. His paper "Learning from praxis: How high-profile winners
and losers inform business’s extant theories on longevity, environ-
ment, and adaptation" emphasizes that adaptive responses to the ex-
ternal environment, coupled with internal alignment, are crucial for
business longevity. Moreover, the study discusses the theories of cre-
ative destruction (Schumpeter, 1942) and hypercompetition (D"Aveni,
1994), arguing that while these theories predict business mortality,
adaptive strategies can ensure longevity (Murthy, 2014).

van Driel et al. (2015) describe in their case study how the stud-
ied firm’s ability to respond to environmental changes and acquire
scarce resources was crucial for its longevity. The tolerant manage-
ment style and the decentralised structure facilitated the adaption to
changing environments (van Driel et al., 2015). Flexibility in adapt-
iveness, or an adaptive attitude has also been found by Conz et al.
(2023) in their study of Australia wineries. These wineries exhibit the
ability to change behaviour based on context, managing personal and
professional roles effectively. On the level of firm strategy they show
adapting business models and strategies, all while staying true to core
business identity and knowledge (Conz et al., 2023).

Continuous adaption is identified as a concept of evolutionary
strategy, in Welsh et al. (2023). It provides a practical framework
for understanding how long-living firms adapt to external changes.
These firms continuously develop new businesses, such as boutique
hotels, wine brands, and real estate projects, leveraging their histor-
ical assets and family knowledge. This proactive approach not only
diversifies their portfolio but also aligns with their Socioemotional
Wealth (SEW) and strategic goals. Additionally, these firms strategic-
ally exit from less profitable ventures, ensuring that their resources
are concentrated on businesses that offer sustainable growth and
align with their long-term objectives (Welsh et al., 2023).

A concrete example is shown by Lorandini (2015). The study illus-
trates the importance of strategic responses to both internal drivers
and external environmental changes using the example of the Sal-
vadori firm. Over its two-century history, the Salvadori firm adapted
its business strategies to capitalize on market opportunities and shifts
in demand. Initially engaged in retailing and long-distance trading,
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the firm transitioned to specializing in silk manufacturing and trade,
responding to the economic conditions and consumer needs of the
time. (Lorandini, 2015)

7.2 SUMMARY OF THE INTERFACE

EMPLOYEES Family firms, founder lead or heir lead, typically
smooth employment across business cycles which fosters loyalty and
dedication, ultimately leads to enhancements in the productivity of
employees (Sraer & Thesmar, 2006).

ADAPTION Organisations should be perceived as living beings (de
Geus, 1995). Adaptive strategies and (incremental) learning are highly
significant for the longevity in companies, as well as internal aling-
ment (de Geus, 1998; Murthy, 2014). A tolerant management style and
decentralised structure have shown to be supportive to a companies
longevity (van Driel et al., 2015), as well as staying true to core busi-
ness identity and knowledge (Conz et al., 2023). Long-living firms
adapt to external changes by continously developing new businesses,
leveraging their historical assests and family knowledge, aligning
with their portfolio, SEW and strategic goals (Welsh et al., 2023).
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8.1 VALUE PROPOSITION

The perceived image of an enterprise can be either detrimental or
beneficial to its success, thereby affecting its healthspan and sub-
sequently its lifespan. Maintaining a firm’s name and the visible in-
volvement of the family are crucial elements for the sustained suc-
cess of long-standing companies (Sharma & Salvato, 2013). Paek et
al. (2020) investigated the connection between a brand’s age and
its value. Their study finds that corporate brands with a long his-
tory gain heritage-based value when they maintain temporal con-
tinuity. This continuity enhances consumers’ perception of authen-
ticity. Heritage-based value refers to the cultural significance that
consumers attribute to a brand due to its historical associations and
continuity over time (Paek et al., 2020). This insight is particularly
valuable for firms with an advanced age, especially those operating
in industries where trust is paramount, such as banking, traditional
businesses, or healthcare.

Spielmann et al. (2022) provide insightful cross-cultural findings
that emphasize the importance of family values in Brand Heritage
Identity (BHI) and marketing performance. The study highlights that
Italian wineries, where family values are more prominent, demon-
strate higher levels of BHI and superior marketing performance com-
pared to their French counterparts. Moreover, firm age appears to
amplify the positive relationship between the significance of family
values and BHI, suggesting that older firms derive greater benefits
from a strong heritage identity. These findings imply that companies
operating in cultures with a high emphasis on family values should
leverage their BHI to enhance marketing outcomes. An emphasis on
family involvement, continuity and heritage in branding can provide
a competitive advantage, particularly in businesses where tradition
and family legacy are significant (Spielmann et al., 2022).

Furthermore, Desai et al. (2008) explores a specific aspect of per-
ceived brand reliability. In their paper “When Old Is Gold: The Role
of Business Longevity in Risky Situations’, they examine how a firm’s
longevity influences consumers’ risk perceptions and preferences in
high-risk situations through a series of experiments. Their findings
demonstrate that enterprise endurance acts as an extrinsic cue of qual-
ity, thereby reducing perceived risk. The authors highlight the condi-
tions under which older firms are preferred over newer firms, which
may lack a substantial track record. Specifically, firms with greater
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longevity are perceived as less risky and of higher quality. Older
firms are preferred in high-risk situations due to their perceived reli-
ability and stability. The presence of a longer track record makes older
firms more attractive, particularly in high-variance scenarios. Con-
versely, consumers with high aspiration levels might prefer newer,
riskier firms, projecting a greater upside potential despite the higher
perceived risk (Desai et al., 2008).

The concept of an old brand radiating higher quality is discussed
by Pecot et al. (2022) in the Journal of Business Research. The article
examines how brand heritage and product category influence con-
sumer perceptions of brand longevity and quality. Longevity claims
(for example ‘since 1880”) positively influence perceptions of quality,
an effect the article terms the ‘longer is better” effect. Moreover, this ef-
fect is non-linear; beyond a certain point, additional years of claimed
longevity do not significantly enhance perceived quality (Pecot et al.,
2022). Additionally, brand heritage mediates the relationship between
perceived longevity and perceived quality, with brands possessing a
rich heritage being seen as higher quality. Interestingly, the moder-
ating ‘longer is better” effect is stronger in categories perceived as
highly competitive, as surviving intense competition is more valuable
to customers. This effect is particularly pronounced for brands that
are perceived as younger than the average longevity of their category
(Pecot et al., 2022).

Maintaining authenticity while staying up-to-date can create ten-
sion, a topic explored by Cooper et al. (2020) through a study of lux-
ury corporate heritage brands. They find that maintaining an authen-
tic core is crucial for a brand’s integrity. This core encompasses or-
ganizational values, brand essence, brand promise, and brand vision.
Their second finding indicates that innovation, particularly design in-
novation, is necessary to keep brands relevant. Thirdly, they find that
by embracing change, firms can maintain relevance (Cooper et al.,
2020). All three parts of their framework correlate with findings from
the Henokiens’ cases. Embracing change is related to the adaptations
companies make to maintain cultural fit. Innovation is a common trait
among successful, long-living firms, whether it involves maintaining
cultural relevance, leading in a specific industry, or sustaining a niche.
The first part of the framework, ‘remaining true to the authentic core’
(Cooper et al., 2020), can be linked to the trust and positive associ-
ations with a traditional brand image, as discovered by Paek et al.
(2020).

Haag et al.,, 2023 discovered that by maintaining high-quality
craftsmanship, a firm can support longevity. Their study looked at
how family businesses exercised agency by influencing categories
like high-quality craftsmanship and disruption and adaptation. This
matches very well with the case studies where also high quality crafts-
manship plays a crucial role Haag et al., 2023. This also aligns with
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the categories found in the case studies, discussed in the section with
the Qualitative Analysis of The Henokiens” Case Studies.

Moreover, Antheaume et al. (2013) endorse this finding by emphas-
ising that the key factors for family business longevity they found
include anchorage in the territory and sector, and well-defined areas
of expertise, amongst others Antheaume et al. (2013).

8.2 TRADITION AND INNOVATION

In the case study "What Makes Companies Survive Over a Century?’
Kang (2022) investigates one of Korea’s oldest companies, Dongwha
Pharmaceutical, established in 1897. The study focuses on the balance
between tradition and innovation as key elements for long-term sur-
vival. The continuity of tradition emerges as a critical element, ex-
emplified by the company’s consistent maintenance of its original
brand name and core product. The corporate philosophy emphasizes
product quality, employee loyalty, and customer satisfaction. Innov-
ation and adaptation also play crucial roles. Dongwha Pharmaceut-
ical has continually improved its flagship product by modernizing
ingredients and packaging to meet customer needs. Furthermore, the
company has expanded its distribution network, conducted research
on leading pharmaceutical products, and invested in new drug devel-
opments on an international scale (Kang, 2022).

According to Sharma and Salvato (2013), enduring firms must
strike a delicate balance between maintaining continuity—such as up-
holding traditions, family involvement, and the firm’s name-and ad-
apting to change through innovation and responsiveness to market
shifts. This duality requires strategic decision-making that preserves
core values while also allowing the firm to remain flexible and re-
sponsive to both external and internal changes (Sharma & Salvato,
2013).

As illustrated in the preceding section and further evidenced in the
Henokiens’ cases, there exists a tension between traditional values
and innovation. This tension is logical from multiple perspectives.
Heritage-based brand value must be preserved while firms concur-
rently need to remain relevant and modern amidst evolving techno-
logy, culture, and markets.

The values upheld by family firms contribute significantly to their
longevity, as discussed by Glowka et al. (2022). Their study utilizes
qualitative interviews with owner-managers of family firms to invest-
igate how these firms balance values of change and innovation with
those aimed at preserving the status quo. These family firms, all ex-
ceeding 100 years in age, provide detailed insights into the values
that drive their long-term success. The study employs a psychological
framework developed by S. H. Schwartz (1999) to categorize their
findings. For the purposes of this paper and from the perspective
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of time, their findings are evaluated based on the Theoretical Frame-
work. The primary findings by Glowka et al. (2022) identify innova-
tion and technical progress as core values. Examples demonstrate the
early adoption of new technologies, such as wireless computer net-
works and electrical car charging stations. Additionally, family firms
value independence and the ability to make swift decisions. Main-
taining alignment with traditions and continuity is deemed essential,
with business practices and values being transmitted from genera-
tion to generation. Trust within the family and among stakeholders,
encompassing harmony and a culture of consensus, is considered cru-
cial for maintaining stability (Glowka et al., 2022).

According to Le Breton-Miller and Miller (2011), these firms lever-
age their core competencies and continually innovate within their
areas of expertise. By focusing on their established strengths, they can
adapt and introduce new products, processes, and services that meet
evolving market demands while maintaining their competitive ad-
vantage. This strategic emphasis on competency-focused innovation
enables family firms to stay relevant and resilient amidst changing
economic and industry landscapes (Le Breton-Miller & Miller, 2011).
It ensures that they not only preserve their heritage and identity but
also continuously enhance their operational capabilities and market
positioning, thereby securing their sustained success over time.

8.3 CORPORATE GOVERNANCE

Internal and external renewals are a significant theme in the Ph.D.
thesis by Kwee (2009). The thesis finds that, to maintain relevance
and competitiveness, firms must align their internal rates of change
with external rates of change. Additionally, the research indicates
that self-organization should be implemented in a manner that al-
lows firm structures to respond to changes without relying solely on
top-down directives. The examples provided, such as Shell and BP,
illustrate that a culture of continuous improvement and decentral-
ized decision-making is effectively implemented (Kwee, 2009). The
research also demonstrates that successful long-lived firms have bal-
anced exploratory and exploitative activities. This means that there
are periods when innovation and venturing into new areas are es-
sential, and other times when optimization and efficiency take pre-
cedence (Kwee, 2009). All three points correlate with the findings so
far. The autonomy for flexibility has been discussed, as well as the
phases of rest and activity. This is particularly relevant since the study
by Kwee (2009) does not focus on family businesses, indicating that
these principles may be broadly applicable across different types of
firms.

Family firms often employ the concept of time layering to balance
immediate profitability with long-term investments. As Le Breton-
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Miller and Miller (2011) describes, time layering involves managing a
portfolio of products that cater to both current market demands and
future growth opportunities. This strategic approach long-term and
short-term challenges ensures that while the firm continues to gen-
erate revenue from established products, it simultaneously allocates
resources to develop new projects that will sustain its competitive
edge in the long run (Le Breton-Miller & Miller, 2011). By effectively
managing these time-layered portfolios, family firms are able to se-
cure their present financial stability while laying the groundwork for
future success.

The need for a tolerant management style is underlined by Burgel-
man and Grove (2007), where a combination of longitudinal field re-
search and executive experience is analysed in unison. The findings
regard strategic leadership in balancing induced and autonomous
strategy processes, to manage strategic dynamics and ensure corpor-
ate longevity. With their framework they address, that companies can
navigate strategic dynamics by altering between chaos and order. This
insight clearly shows, not only that strategy is dynamic, but also that
it has to be in regards to the longevity of an enterprise. Sometimes
creativity and chaos take the upper hand, sometimes order is needed;
depending on the situation. Processes induced by management align
internal and external forces to capitalise on new major opportunities
while maintaining a minimal level of autonomous activity. Autonom-
ous processes on the other hand explore new opportunities outside
the existing corporate strategy, often originating from lower levels of
the organisation (Burgelman & Grove, 2007).

In their study about business strategies of over 300 year old Japan-
ese companies Yamaoka and Oe (2021) identified four key factors for
business sustainability. The first is the establishment of a strong rela-
tionship with customers and continuously improving product quality.
The second one is the respectful mutual relationship within the organ-
isation between owner and employees and a shared common goal.
Third, a management philosophy rooted in history, combined with
goodwill and innovative attitudes. And fourth, being alert to market
changes and prepared for potential crises (Yamaoka & Oe, 2021). All
these qualities are, according to the study crucial for sustaining busi-
ness longevity. They also match with the findings overall and in the
Henokiens'.

Outer culture, as demonstrated, plays a significant role in influen-
cing a firm’s survival strategy. Similarly, inner culture is crucial. Qual-
ities, such as trust and loyalty are instrumental in supporting stabil-
ity and longevity. Entrepreneurship is an inner cultural characteristic
exhibited by ultra-longevity companies. The recent article ‘Familiness
and Innovation Outcomes in Family Firms: The Mediating Role of En-
trepreneurial Orientation” by Jocic et al. (2021) examines an aspect of
this characteristic. The study discusses several dimensions of famili-
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ness and relates them to EO. The findings indicate that higher family
control tends to negatively impact EO due to a conservative approach
and risk aversion. Conversely, extensive involvement of multiple gen-
erations positively influences EO. Additionally, a strong and support-
ive family culture fosters an environment conducive to entrepreneur-
ial activities. Overall, EO mediates the relationship between familiness
and innovation, elucidating how family characteristics translate into
organizational outcomes (Jocic et al., 2021).

Zellweger and Sieger (2010) apply the dimensions of EO to long-
lived family firms, yielding significant insights based on empir-
ical data from Swiss enterprises. The dimensions examined include
autonomy, innovativeness, risk-taking, proactiveness, and competit-
ive aggressiveness. With respect to Autonomy, both external and in-
ternal forms are essential. External autonomy, defined as independ-
ence from external stakeholders, remains consistently high across
generations. In contrast, internal autonomy, which involves the em-
powerment of individuals and teams, tends to increase with success-
ive generations (Zellweger & Sieger, 2010). Innovativeness is categor-
ized into external (new products and markets) and internal (new pro-
cesses and structures) innovativeness. The study observes that innov-
ativeness often increases following a generational change but fluctu-
ates at other times (Zellweger & Sieger, 2010). This observation aligns
well with the cases of the Henokiens, where each generation appears
to introduce novel elements to the business.

The study further investigates the EO dimension of Risk Taking, dif-
ferentiating between ownership risk, performance hazard risk, and
control risk. Ownership risk, attributed to undiversified wealth, is
found to be high (Zellweger & Sieger, 2010). While this may be true
for the specific cases studied, it does not universally apply to all long-
lived family businesses. Both performance hazard risk and control
risk are observed to be low (Zellweger & Sieger, 2010). Proactiveness is
characterized by dynamic patterns. Periods of low proactiveness are
intermittently punctuated by proactive streaks, often influenced by
non-operating family members who may inhibit bold initiatives (Zell-
weger & Sieger, 2010). Lastly, Competitive Agqressiveness is typically
low in long-standing family enterprises. This is attributed to various
factors, including a preference for non-aggressive market strategies to
maintain a positive image and concerns about reputation (Zellweger
& Sieger, 2010). This finding correlates with the positive brand image
discussed in Section 8.1.

84 FAMILY AND CORPORATE GOVERNANCE

Lohde et al. (2020) elucidates the vision to maintain family ownership
and management across generations. It is a key factor that under-
pins the longevity of these businesses. Business families view them-
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selves as trustees of the family legacy, prioritizing the continuity of
the family firm. This trustee mentality fosters a long-term perspective,
where strategic decisions are made with future generations in mind,
ensuring that the firm’s legacy and values are preserved (Lohde et al.,
2020).

van Driel et al. (2015) highlight that a well-defined corporate iden-
tity helps firms navigate various obstacles by offering a clear sense of
purpose and continuity.

Napolitano et al. (2015) search in their paper for an integrated
framework of business longevity. One of their major findings is that
internal resources and capabilities, such as unique knowledge and
skills a significant role play in a company’s longevity. They also dis-
cuss that the successful transfer of skills, values and family assets
across generations is critical and they find that, no wonder, family
businesses that manage this well are more likely to survive in the
long term (Napolitano et al., 2015).

Likewise find Lorandini (2015) that skills and even entrepreneurial
values are transmitted effectively across generations. This happens
due to on-the-job training of family members and deep involvement
in the business from a young age. In the case studies Grondona S.p.A.
conveys exactly this and also the emotional commitment that comes
with this closeness.

Lumpkin and Brigham (2011) emphasizes that family firms with a
strong sense of continuity highly value traditions and aim to main-
tain a stable trajectory over time. This sense of continuity is deeply
rooted in the enduring relationships and reputation established by
the founders, whose influence often extends to successive genera-
tions.

Long-term thinking is a fundamental characteristic of family firms,
driven by the involvement of family members in management and a
unique strategic orientation that prioritizes transgenerational value.
(De Falco & Vollero, 2015) emphasize that the presence of family
members in key management positions fosters a commitment to pre-
serving and enhancing the firm’s legacy over multiple generations.
This strategic orientation is not only about immediate financial gains
but also about ensuring the firm’s sustainability and resilience in the
long run (De Falco & Vollero, 2015).

However, this long-term focus also influences the types of risks
family firms are willing to accept. Gomez-Mejia et al. (2007) note that
family firms are often inclined to accept higher performance hazard
risks, such as the possibility of organizational failure or below-target
performance, in order to safeguard their SEW. It includes the non-
financial aspects of the business that family members value, such as
identity, reputation, and the legacy of the firm. On the other hand,
family firms are generally more cautious about venturing risks, such
as investing in new products or technologies, which could increase
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performance variability and potentially destabilise the firm. On a
similar note, business families also tend not to join cooperatives and
stay independent, although this might reduce their exposure to risk
(Gémez-Mejia et al., 2007).

Additionally, the concept of futurity plays a crucial role in the
sustainability and continuity of family firms. Lumpkin and Brigham
(2011) assert that family firms with a high degree of futurity are more
inclined to engage in succession planning, strategic forecasting, and
long-term investments. These activities are essential for preparing the
firm to face future challenges and capitalize on emerging opportunit-
ies (Lumpkin & Brigham, 2011). By prioritizing futurity, family firms
ensure that they are well-equipped to manage transitions and adapt
to changing market conditions.

Systemic and long-term thinking are intrinsic to the operations
of family businesses, reflecting their holistic approach to integrating
family, business, and social interests. Antheaume et al. (2013) point
out that family firms naturally practice systemic thinking, aligning
their activities with Sustainable Development (SD) principles. This in-
terconnected approach ensures that the decisions made within the
business consider the broader impact on the family and society, foster-
ing a balance between economic goals and social responsibilities. The
inherent desire to pass the business on to future generations drives
this long-term perspective, encouraging practices that promote sus-
tainability and long-term survival (Antheaume et al., 2013).

Long-term acting in family firms is significantly influenced by their
commitment to continual resource building. Le Breton-Miller and
Miller (2011) highlights that family firms consistently invest in en-
hancing their capabilities, even during challenging economic periods.
This approach ensures that the firm remains resilient and ready to
seize future opportunities. By focusing on resource building, these
firms develop a robust infrastructure that supports sustained growth
and adaptability (Le Breton-Miller & Miller, 2011).

Family firms possess unique governance structures that enable
them to achieve multitemporality, effectively balancing the focus on
both present and future challenges, as Le Breton-Miller and Miller
(2011) highlights. These firms can resist short-term pressures from
public shareholders, which allows them to concentrate on long-term
goals without compromising their strategic vision. The long tenures
of CEOs in family firms further support this multitemporal approach,
as these leaders are often deeply invested in the legacy and steward-
ship of the business. This commitment encourages careful resource
management and sustainable practices that ensure the firm'’s longev-
ity. Additionally, SEW inherent in family firms drives a strong commit-
ment to preserving the family legacy and securing the business’s long-
term success. This combination of long-term strategic focus, stable
leadership, and dedication to SEW enables family firms to navigate
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present challenges while continuously preparing for future opportun-
ities and risks, ensuring their enduring success across generations (Le
Breton-Miller & Miller, 2011).

Zellweger et al. (2011) argue that shifting the focus from the firm to
the family level allows business families to separate family and firm
life stages, potentially leading to new streams of value over time. By
adopting an entrepreneurial orientation, families can create transgen-
erational value, moving from the concept of a "family business" to
an "entrepreneurial family." This perspective offers a new approach
to succession, emphasizing the creation of new businesses and roles
for next-generation members beyond traditional CEO succession. To
support entrepreneurial behaviour, mechanisms such as internal fam-
ily venture funds, family-controlled holding companies, incubators,
or online family forums are suggested to facilitate innovation across
multiple firms rather than being confined to a single entity (Zellweger
et al., 2011). This move in perception supports the understanding of
what the company is and supports the long-life of a family firm and
the business family alike.

Overcoming challenges is a fundamental aspect of the longevity
of family firms and perseverance, as discussed by Lumpkin and
Brigham (2011). Perseverance reflects the conscientiousness required
to persist over time, involving patience and sustained effort. Family
firms with high levels of perseverance tend to invest in professional
management, long-term projects, and patient capital, all of which are
essential for enduring success. These firms demonstrate a commit-
ment to long-term objectives, even when faced with initial setbacks or
difficulties. Lumpkin and Brigham (2011) suggest that this enduring
commitment helps family firms not only overcome initial challenges
but also build resilience over time.

Likewise, Xia and Donzé (2021) describe in their study ‘Surviving
in a declining industry” how the involvement of stakeholders in a co-
creation process helped the company to diversify and thus survive.
The Japanese sake brewer Nihonsakari, Co. Ltd. diversified by devel-
oping a by-product into a natural cosmetic and health food business.
This elaborate process was made possible by involving employees,
old business partners, and new collaborators in the innovation pro-
cess (Xia & Donzé, 2021). This is another example of successful ad-
aptation that led to an old firm living longer. It can also be noted that
branding with the use of traditional and historical narratives and the
involvement of the employees have played a major role in prolonging
the life of the firm.

Furthermore, Turetsky and McEwen (2001) empirically investig-
ated a model for ex-ante predictors of financial distress. The study
models financial distress as a series of events, including an initial de-
cline in cash flows. It was found that survival rates are influenced by
a firm’s liquidity, leverage, and size. Other crucial factors determin-
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ing survival are profitability and market risk (Turetsky & McEwen,
2001). These factors might be used as a health check, as suggested by
Montuori (2000).

8.5 FAMILY GOVERNANCE

The term family carries emotions. Emotions can be very beneficial
for the identity and stamina to make it through hardships and chal-
lenges. Generally, high attachment to the historical significance mo-
tivates families to preserve and enhance the family legacy (Welsh et
al., 2023). Similarly, the family prioritises maintaining and enhancing
the firm’s reputation and their identification with the business. This
drives strategy and priorities in business (Welsh et al., 2023).

Socioemotional Wealth (SEW) refers to the non-financial qualities of
a firm that meets the family’s affective needs (see definition) (Gémez-
Mejia et al., 2007). Because of that, family firms prioritise maintaining
family control and preserving SEW, even if it means accepting higher
business risks, as Gomez-Mejia et al. (2007) discuss. Failures lead to
a stronger core identity (van Driel et al., 2015), which strengthens
socioemotional bonds. Due to these characteristics, family firms may
have unique agency problems. Intra-family conflicts, honest incom-
petence and difficulties in disciplining family members are some
examples (Chrisman et al., 2004). These problems can be mitigated
through effective governance practices like strategic planning and the
involvement of external advisors, as Chrisman et al. (2004) suggest.

According to Antheaume et al. (2013), key factors contributing to
the longevity of family businesses include the emotional engagement
of the next generation. This engagement is achieved through both
formal and informal processes, ensuring the continuity and stability
of the business. Likewise, family firms can benefit from lower agency
costs due to the altruistic behaviour of family members, which helps
reduce conflicts of interest between owners and managers. However,
this same altruism can also generate agency costs, such as nepotism,
the entrenchment of ineffective managers, and free-riding behaviours
(Chrisman et al., 2004).

A firm is a serious enterprise in terms of responsibility. Antheaume
et al. (2013) highlights that successful family businesses typically es-
tablish well-defined areas of expertise and implement power-sharing
arrangements that distribute leadership responsibilities equitably
within the family. This approach not only leverages the diverse skills
and knowledge of different family members but also fosters a cul-
ture of mutual trust and cooperation. Such coordination is essential
for maintaining the business’s long-term viability, as it ensures that
strategic decisions are made collaboratively and that the business can
navigate complex challenges with a united front (Antheaume et al.,
2013).
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Unity is also something that Gilding (2005) highlights as the pivotal
role of family relationships in wealth accumulation, particularly in
small and medium-sized enterprises that evolve into larger busi-
nesses. Family members often invest significant time and effort with
minimal initial rewards, driven by trust and cooperation essential
for business growth and sustainability. However, management suc-
cession within families presents a complex and often contentious is-
sue. While cohesive and committed, family management teams face
challenges such as skill gaps, generational conflicts, and maintaining
professional standards, leading some to prefer professional manage-
ment for business continuity. Inheritance and wealth transmission are
managed through family business institutions like holding compan-
ies and family offices, facilitating asset consolidation and avoiding
wealth fragmentation. Equal inheritance among children is common,
promoting flexible structures that balance individual autonomy with
family wealth preservation. The study also underscores the import-
ance of network forms of organization, where trust and personal rela-
tionships underpin family business institutions, ensuring long-term
cooperation and preservation of family wealth (Gilding, 2005).

In their case study Ferndndez-Roca et al. (2014) identify several
critical factors that contribute to the longevity of family businesses,
emphasizing the importance of family cohesion. This sense of be-
longing and morale among family members is essential for main-
taining trust and unity, particularly during the succession process.
Effective intergenerational transfer mechanisms are also highlighted,
with successful transfers often relying on adaptive modifications to
original plans based on the family’s response to challenges. Trust
between generations is pivotal, allowing for the necessary flexibility
and adaptability for continued business success. The Ybarra family
serves as a case study exemplifying these principles. The family’s
strong cohesion and effective succession planning, which included
the gradual integration of the next generation, equitable asset distri-
bution, and a unified management approach, enabled them to over-
come potential conflicts and ensure business continuity and growth.
Additionally, the study identifies survival strategies such as diversi-
fied investments, strong governance structures, and balancing family
interests with business needs. The use of legal mechanisms further
helped preserve the unity and economic strength of their family firms
Ferndndez-Roca et al. (2014).

In search for common characteristics of long-lived firms, the self-
image of these entrepreneurs and owners offers another insight. As
Koiranen (2002) explored in century-old Finnish family firms, busi-
ness values diverge from a purely business-driven perspective. In
their self-assessment, the highest-ranked values are honesty, credib-
ility, obeying the law, quality, and industriousness. These values re-
flect a strong ethical foundation and commitment to high standards.
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As seen in other studies, economic return to the owners, willingness
to grow, and social recognition scored surprisingly low, underlining
the prioritization of ethical integrity over financial growth (Koiranen,
2002). While it is possible that these self-assessments may be overly
positive, it is clear that these values are recognized as desirable and
appreciated.

To further understand this phenomenon, Ahn and Park (2016) in-
vestigates how Corporate Social Responsibility (CSR) influences the
long-term survival of companies and finds mediating roles of social
capital and moral legitimacy. Social capital relates to primary stake-
holders and activities regarding CSR. It includes trust and identifica-
tion among employees, business partners, and customers, with trust
being enhanced through promise fulfilment, self-sacrifice, and open-
ness. Identification is fostered through open communication, human-
itarian practices, and long-term employment (Ahn & Park, 2016). Fur-
thermore, CSR-related activities can contribute to moral legitimacy,
which pertains to the relationship with secondary stakeholders such
as the community, government, and media. Consequential legitim-
acy is achieved through corporate giving and public interest initiat-
ives. Procedural legitimacy involves maintaining long-term employ-
ment and humanitarian practices, while personal legitimacy is built
through the pro-social goals and self-sacrificing behaviours of com-
pany executives (Ahn & Park, 2016). The study notes that compan-
ies with high levels of social capital and moral legitimacy are better
equipped to overcome crises and improve performance, which in turn
contributes to their long-term survival.

Antheaume et al. (2013) observe that many family businesses en-
gage in practices aligned with SD principles, even if they are not
explicitly labelled as such. These practices encompass ethical stand-
ards, social responsibility, and long-term economic strategies. Family
businesses often maintain strong local ties, prioritize quality and in-
novation, and balance tradition with modern business practices. By
focusing on these areas, they embody the principles of sustainable
development, ensuring not only their longevity but also their posit-
ive impact on society and the environment (Antheaume et al., 2013).

Likewise, Tapies and Fernandez Moya (2012) identifies several core
values that significantly contribute to the longevity of family busi-
nesses. In the Spanish sample, respect, entrepreneurial spirit, and
stewardship are ranked highest, underscoring their crucial role in sus-
taining these enterprises. Loyalty and honesty are also highly valued,
fostering trust and reliability within the business. Across all samples,
the emphasis on quality and hard work highlights the importance
of product and service excellence and the dedicated effort by fam-
ily members. Additionally, social responsibility and accountability
are particularly noted in the Spanish and Italian groups, reflecting
a strong commitment to community engagement and ethical conduct.
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These values collectively underpin the sustained success and resili-
ence of family businesses (Tapies & Fernandez Moya, 2012).

8.6 SUMMARY OF THE CORE

VALUE PROPOSITION Visible old age positively influences the
brand image (Paek et al., 2020), similarly the involvement of a busi-
ness family (Sharma & Salvato, 2013); and increases trust and per-
ceived reliability and stability (Desai et al., 2008; Pecot et al., 2022).
Although this might depend on the area of business, because Desai et
al. (2008) also found, that their findings relate to the scenario. Success-
ful enduring firms concentrate on an area of expertise (Antheaume et
al., 2013) and do it well (Haag et al., 2023). This supports authenticity,
which, as Cooper et al. (2020) found, can be crucial in businesses like
luxury brands.

TRADITION AND INNOVATION Tradition is a critical element,
but also it’s philosophy of traditional values like employee loyalty,
product quality and customer satisfaction (Kang, 2022). Sharma and
Salvato (2013) note, that enduring firms achieve a duality of pre-
serving core values while allowing flexibility and responsiveness.
These values, that Glowka et al. (2022) identify are not, as one
might suspect, clinging onto outdated technology or practices but
they are innovation and technological progress along independence.
Similarly, core competencies and innovation within a certain area
are the traditions, as well as working established strengths — also
called competency-focused innovation by Le Breton-Miller and Miller
(2011).

CORPORATE GOVERNANCE Internal and external rates of change
are aligned, as suggested by Kwee (2009). This is echoed by (Yamaoka
& Oe, 2021), who identify enduring customer relationships, mutual
respect for the organisation and market alertness as pivotal. Further-
more, studies like (Burgelman & Grove, 2007) highlight the import-
ance of flexible, tolerant management styles that switch between or-
der and chaos (creative phases of less control). Additionally, (Jocic et
al., 2021; Zellweger & Sieger, 2010) discuss how EO and dimensions
such as autonomy and innovativeness contribute to sustained com-
petitive advantage and adaptability across generations (Burgelman &
Grove, 2007).

FAMILY AND CORPORATE GOVERNANCE Transgenerational val-
ues and continuity are foundational elements. De Falco and Vollero
(2015) and Lohde et al. (2020) discuss the trustee mentality and
strategic orientation rooted in preserving the family legacy through
future-oriented governance practices. Studies such as those by
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Lorandini (2015) and Napolitano et al. (2015) emphasize the critical
role of passing down unique skills and values to ensure sustainable
business operations across generations. Antheaume et al. (2013) and
Lumpkin and Brigham (2011) highlight that long-term thinking and
systemic perspective, focusing on succession planning and aligning
business activities with broader societal values, are vital for endur-
ing success. Additionally, (Le Breton-Miller & Miller, 2011) describe
how stable leadership and commitment to resource building contrib-
ute to resilience and adaptability, enabling family firms to manage
both present challenges and future opportunities effectively. Further-
more, (Zellweger et al., 2011) suggest that adopting an entrepreneur-
ial orientation at the family level can create new streams of value,
enhancing the longevity of family firms by fostering innovation and
adaptability (Antheaume et al., 2013).

FAMILY GOVERNANCE Family governance intertwines emotional
commitment and strategic practices to sustain and grow family busi-
nesses, balancing SEW and financial performance. High emotional at-
tachment to the family legacy and firm identity drives strategies that
prioritize reputation and business continuity (Welsh et al., 2023). SEW
emphasizes maintaining family control, even at the expense of higher
business risks (Gémez-Mejia et al., 2007). Family firms face unique
agency problems such as intra-family conflicts and nepotism, which
can be mitigated through strategic planning and external advisors
(Chrisman et al., 2004). Effective governance involves engaging the
next generation, leveraging diverse skills, and fostering mutual trust
(Antheaume et al., 2013; Gilding, 2005). Cohesion and succession
planning are vital, with trust and flexible transfer mechanisms ensur-
ing business longevity (Fernandez-Roca et al., 2014). Values like hon-
esty, credibility, and industriousness are crucial for maintaining high
standards and ethical integrity (Koiranen, 2002). Corporate Social Re-
sponsibility (CSR) and social capital enhance long-term survival by
fostering trust and moral legitimacy (Ahn & Park, 2016). Sustainable
development principles and core values like respect, entrepreneurial
spirit, and stewardship further support the resilience of family busi-
nesses (Antheaume et al., 2013; Tapies & Fernandez Moya, 2012).



SYNTHESIS OF LITERATURE REVIEW FINDINGS

Below are the condensed findings from the literature, sorted in re-
gards to the research questions. Having more literature supporting a
claim does not necessarily mean that it is more true or important.

9.1 COMMON CHARACTERISTICS FOUND IN LITERATURE

Synthesis of the literature reveals several common characteristics
that contribute to the longevity of enduring companies. Stewardship
emerges as a fundamental quality from which most of the following
qualities can be derived.

Enduring firms thrive in cultures that support long-term planning
and stability. The involvement of a family in the business fosters a
sense of continuity with accumulated family experience enhancing
the company’s resilience in each generation. Family governance struc-
tures, such as a family board, support robust management across
generations. Furthermore, a strong sense of belonging among stake-
holders support the preservation of the company’s legacy. Successful
companies adeptly balance short-term operational goals with long-
term strategic planning and continuously develop new business op-
portunities to remain relevant in changing markets. (Arai & Hirota,
2023; Fernandez Moya et al., 2020; Hofstede, 2001; Le Breton-Miller &
Miller, 2011; Tapies & Ferndndez Moya, 2012)

STEWARDS If there is one quality that captures all, it is stewardship.
(Le Breton-Miller & Miller, 2011; Tapies & Fernandez Moya, 2012)

SITUATED IN A LONG-TERM ENABLING CULTURE Companies
that have thrived for centuries are often embedded in cultures that
support long-term planning and are stable. If institutions as well as
the economy are stable and the rule of law, firms are more likely
to grow old. (Arai & Hirota, 2023; Colli & Larsson, 2013; Fernandez
Moya et al., 2020; Hofstede, 2001; Osiyevskyy & Dewald, 2018; Sasaki
& Sone, 2015)

INVOLVEMENT OF A FAMILY IN THE BUSINESS The enduring
success of many long-standing companies can be attributed to their
family business structure, which fosters a sense of heritage and con-
tinuity (De Falco & Vollero, 2015; Sharma & Salvato, 2013; Spielmann
et al.,, 2022; Sraer & Thesmar, 2006). Becoming a business family
would be even better (Xia & Donzé, 2021; Zellweger et al., 2011).
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EXPERIENCE AND LEARNING, FAMILY KNOWLEDGE The accu-
mulation and transfer of experience and knowledge within the family
contribute to the company’s resilience. This includes business as well
as industry knowledge. (de Geus, 1998; Osiyevskyy & Dewald, 2018)

FAMILY GOVERNANCE THROUGH FAMILY BUSINESS INSTITU-
TIONS  Successful business families employ structures, beginning
with the third or fourth generation, to govern the business and the
family (like a board of directors, a family constitution and so on).
(Antheaume et al., 2013; Chrisman et al., 2004; Fernandez-Roca et al.,
2014; Gilding, 2005; Zellweger et al., 2011)

EMOTIONAL COMMITMENT, A SENSE OF BELONGING Emotional
engagement, also to the preservation of the legacy, and a strong sense
of belonging among stakeholders contributes as well. (Antheaume et
al., 2013; De Falco & Vollero, 2015; Fernandez-Roca et al., 2014; Welsh
et al., 2023)

MANAGING FOR SHORT-TERM AND LONG-TERM  Successful com-
panies balance short-term operational goals with long-term strategic
planning. (Glowka et al., 2022; Le Breton-Miller & Miller, 2011; Lump-
kin & Brigham, 2011)

CONTINUOUSLY DEVELOPING NEW BUSINESs These companies
continuously develop new business opportunities, ensuring their
growth and relevance in changing markets. (Welsh et al., 2023; Xia
& Donzé, 2021; Zellweger & Sieger, 2010; Zellweger et al., 2011)

9.2 VALUES CONTRIBUTING TO ENDURANCE

A number of values are contributing to the endurance of long-
standing companies. The maintenance of a robust identity, core val-
ues and their transmission to subsequent generations, is a funda-
mental aspect. Long-standing companies prioritise Socioemotional
Wealth (SEW) over financial gains, valuing family legacy and repu-
tation.

Flexibility in organisational structures enables these companies
to adapt effectively to changing environments and evolving family
needs. An alignment of goals among employees, owners, customers,
and society ensures coherent and sustained operations. Furthermore,
cohesion within the company supports long-term stability. Likewise,
the practice of financial conservatism enables prudent management
of resources, ensuring resilience and stability. (de Geus, 1995; Kwee,
2009; Sharma & Salvato, 2013; Welsh et al., 2023; Yamaoka & Oe, 2021)
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HAVING AN IDENTITY, CORE VALUES AND PASSING THEM ON
(TRADITION) Maintaining strong core values, a distinct identity
and passing them on to the next generation is key to survival. (Conz
et al., 2023; de Geus, 1998; Glowka et al., 2022; Lorandini, 2015; Lump-
kin & Brigham, 2011; Napolitano et al., 2015; Sasaki & Sone, 2015;
Sharma & Salvato, 2013; Yamaoka & Oe, 2021)

VALUE SOCIOEMOTIONAL WEALTH OVER FINANCIAL GAINS
Companies often value SEW over financial gains, prioritizing fam-
ily legacy, reputation, and emotional ties. (Gémez-Mejia et al., 2007;
Welsh et al., 2023)

FLEXIBILITY Adopting flexible organizational structures helps
companies adapt to changing environments (and family needs) (Gild-
ing, 2005; Kwee, 2009).

NATURAL ALIGNMENT OF GOALS OF EMPLOYEES, OWNERS, CUS-
TOMERS AND SOCIETY Alignment of goals across all levels and
stakeholders ensures coherent and sustained business operations.
(Antheaume et al., 2013; Hanusch & Biermann, 2019; van Driel et al.,
2015; Yamaoka & Oe, 2021)

COHESION Cohesion within the company and among stakeholders
supports long-term stability and unity. (Antheaume et al., 2013; de
Geus, 1995; Gilding, 2005)

FINANCIAL CONSERVATISM Practising financial conservatism
helps companies manage resources prudently, ensuring long-term sta-
bility and resilience. (de Geus, 1995; Sasaki & Sone, 2015)

9.3 MEASUREMENT OF SUCCESS

Maintaining family ownership is a significant indicator of success,
emphasizing the importance to persevere. Effective preservation and
transfer of family assets across generations are also crucial for en-
suring the sustainability and longevity of these businesses. (Arai &
Hirota, 2023; Capasso et al., 2015; Glowka et al., 2022; Napolitano et
al., 2015)

BEING SUCCEEDED IS THE MEASURE OF SUCCESS (MAINTAIN
FAMILY OWNERSHIP) Maintaining family ownership is con-
sidered a significant measure of success for enduring family busi-
nesses, emphasizing continuity and legacy. (Arai & Hirota, 2023; Ca-
passo et al., 2015; Glowka et al., 2022; Lohde et al., 2020)
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TRANSFER OF (FAMILY) ASSETS ACROSS GENERATIONS Effect-
ive preservation of wealth and transfer of the assets across genera-
tions is crucial for sustainability. (Napolitano et al., 2015; Zellweger
et al., 2011)

9.4 PRIORITIES AND DRIVERS

Preserving the status quo and maintaining established practices and
values provide stability and continuity. Achieving and maintaining
independence and autonomy, both internally and externally, is cru-
cial for long-term success, often facilitated through entrepreneurial
orientation.

Prioritizing preventive self-care ensures the sustainability of the
company by addressing potential issues proactively. Long-term ad-
aptation to the environment is also essential, as companies must
adjust to external conditions. Balancing explorative and exploitative
activities, through strategy processes enables companies to innovate
while maintaining efficient execution.

Embedding change and innovation as core traditions allows
companies to remain adaptable and resilient in dynamic markets.
(Glowka et al., 2022; Hanusch & Biermann, 2019; Kwee, 2009; Mon-
tuori, 2000; Zellweger & Sieger, 2010)

PRESERVING THE STATUS QUO  Preserving the status quo, or main-
taining established practices and values, contributes to a company’s
stability and endurance. (Glowka et al., 2022; Lumpkin & Brigham,
2011)

INDEPENDENCE/AUTONOMY, INTERNAL AND  EXTERNAL
Achieving and maintaining independence and autonomy, both
internally and externally, is vital for long-term success, often
achieved through EO. (Glowka et al., 2022; Kwee, 2009; Zellweger &
Sieger, 2010)

PREVENTIVE SELF-CARE Companies prioritize preventive self-
care to ensure long-term health and sustainability, addressing poten-
tial issues before they become significant problems. (Montuori, 2000;
Zellweger & Sieger, 2010)

ADAPTATION TO ENVIRONMENT Adaptation to the environment
is crucial for survival, as companies must continually adjust to chan-
ging external conditions. (Conz et al., 2023; de Geus, 1995, 1998; Kang,
2022; Montuori, 2000; Murthy, 2014; Sharma & Salvato, 2013; van
Driel et al., 2015; Welsh et al., 2023)



9.5 ROLE OF TECHNOLOGY

ALTERNATE BETWEEN EXPLORATIVE AND EXPLOITATIVE ACTIV-
ITIES, INDUCED AND AUTONOMOUS STRATEGY PROCESSES  Suc-
cessful companies alternate between explorative and exploitative
activities, balancing innovation with efficient execution through both
induced and autonomous strategy processes. (Burgelman & Grove,
2007; Kwee, 2009; Zellweger & Sieger, 2010)

MAKE CHANGE AND INNOVATION YOUR TRADITION Innovation
and adaptability are embedded as core traditions within these com-
panies. (Cooper et al., 2020; Hanusch & Biermann, 2019)

9.5 ROLE OF TECHNOLOGY

Technical progress is a core value that drives their innovation and ad-
aptation. These companies prioritize competency-focused innovation,
ensuring that technological advancements are aligned with their core
competencies and strategic goals. Continuous improvement is a fun-
damental practice, enabling companies to constantly enhance their
processes, products, and services to remain competitive. (Glowka et
al., 2022; Kwee, 2009; Le Breton-Miller & Miller, 2011)

TECHNICAL PROGRESS IS A CORE VALUE For many enduring
companies, technical progress is a core value that drives their innova-
tion and adaptation strategies. (Glowka et al., 2022)

COMPETENCY-FOCUSED INNOVATION Companies emphasize
competency-focused innovation, ensuring that their technological
advancements are aligned with their core competencies and strategic
goals. (Le Breton-Miller & Miller, 2011)

CONTINUOUS IMPROVEMENT Continuous improvement is a fun-
damental practice, allowing companies to constantly enhance their
processes, products, and services to remain competitive. (Kwee, 2009;
Yamaoka & Oe, 2021)

96 VALUE PROPOSITION

Being perceived as symbols of continuity enhances their reputation
and fosters customer loyalty. Many enduring companies leverage
heritage-based value to strengthen their brand identity and market
position. Delivering high quality through expertise is a core aspect of
their value proposition, ensuring customer satisfaction and long-term
trust. (Haag et al., 2023; Paek et al., 2020; Spielmann et al., 2022)

BEING PERCEIVED AS A CAUSE OF CONTINUITY Long-standing
companies are often perceived as symbols of continuity, which en-
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hances their reputation and customer loyalty (Hanusch & Biermann,
2019; Paek et al., 2020).

HERITAGE-BASED VALUE PROPOSITION Many enduring compan-
ies leverage heritage-based value or Brand Heritage Identity (BHI) to
strengthen their brand identity and market position (Paek et al., 2020;
Pecot et al., 2022; Sharma & Salvato, 2013; Spielmann et al., 2022).

HIGH QUALITY THROUGH EXPERTISE Delivering high quality
through expertise is a core aspect of their value proposition, ensuring
customer satisfaction and long-term trust (Antheaume et al., 2013;
Haag et al., 2023; Tapies & Fernandez Moya, 2012; Yamaoka & Oe,
2021).
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Part III

HENOKIEN’S CASES






DESCRIPTION OF THE HENOKIEN’S CASE
STUDIES

10.1 THE HENOKIENS

The Henokiens are an exclusive association of family-owned busi-
nesses that have been operational for at least two centuries. The Hen-
okiens Association was established in 1981 with a particular focus
on the significance of longevity and family leadership in business.
Membership depends upon the fulfilment of several criteria. Primar-
ily, businesses must demonstrate financial stability, they must be man-
aged by or at least partly led by descendants of the founding family.
Furthermore, they must have been continuously operating for over
two centuries and share similar values. The group is named after
the Biblical figure Henok (or Enoch), symbolising an enduring legacy
and continuity across generations. The Henokiens are distinguished
from other business networks by two key factors: their remarkable
age and their consistent family ownership and management. In con-
trast to numerous other business networks, the Henokiens do not
operate as a conventional business network where members engage
in the exchange of services. Instead, they function as a forum for
the exchange of ideas, fostering a shared philosophy that values the
family business model as a viable alternative to multinational corpor-
ations. The membership comprises individuals from a diverse range
of industries, thereby demonstrating that the principles of long-term
business success transcend sector boundaries (Henokiens, 2024a).
The exceptionally long living companies of the Henokiens Associ-
ation are very relevant to the thesis because they exemplify enduring
business success. This inspired the focus of this thesis on compan-
ies, that have sustained over centuries. These companies represent a
deviation from the usual emphasis on short-term economic growth,
providing a rich source of insights into alternative business values.
By studying the Henokiens, it is possible to gain insight into the role
of which values supported long-term corporate endurance and how.
These values include family stewardship, tradition coupled with in-
novation, and a focus on solid financial health over rapid expansion.

10.2 CASE STUDIES
The Henokiens Association has initiated a project aimed at the cre-

ation of case studies about the family firms, authored by profession-
als. This initiative, known as "Compendium," aims to compile the
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extensive knowledge and experience that Henokiens enterprises have
accumulated over centuries. The objective is to share this wealth of in-
formation with future generations to help them navigate the unique
challenges of managing family businesses.

For for the purpose of a cross section regarding similar topics
it would’ve been very helpful, from a data science perspective, to
conduct all case studies in the same structure. The same questions
answered and quantifiable as much as possible. This would’ve been
only possible for a handful of companies, because not all data is avail-
able in the same way. What we got instead is equally valuable, be-
cause through different scopes, in front of the same theme, we get
many different impressions. Different in time scale, in perspective, re-
garding culture and different value propositions. This allows a deeper
look, even if it is not exactly quantifiable.

These cases, based on interviews with Henokiens members, ex-
plore themes like managing transitions and succession, adapting to
changing markets while preserving identity, and determining the crit-
ical size for family businesses. They are written by distinguished pro-
fessors from renowned universities and business schools, such as IN-
SEAD, Bocconi, IMD, Harvard, Grenoble Ecole de Management, ICN
Business School, Pepperdine University, Palermo University, and Wit-
ten University. This also underlines their seriousness and on a per-
sonal note, I want to invite the reader to read the cases themselves.
They are freely available from the website of the Henokiens (2024a).



THE OUTSIDE

11.1 CULTURAL SHIFTS

Societies change over time, they are not static entities. As Varnum and
Grossmann (2017) describe, these changes occur along axes such as in-
dividualism and collectivism, or conformity, self-esteem and narciss-
ism. They also discuss more recent changes, such as the shift towards
illiberal democracies that has been observed in some societies in re-
cent years. This not only shows that culture is changing on a small
scale today, but also suggests that these seemingly small changes have
occurred throughout history.

The enduring companies of the Henokien cases are living docu-
ments of culture shifts and how they can be overcome and even har-
nessed by businesses to thrive in the long run. Hoshi Ryokan, over
1000 years old, has seen many cultural shifts. As a family business
it handed down the way business was done at home. Traditionally,
employees lived with their employers, received practical training and
were integrated into a wider term family. After the Second World War
the nuclear family became more popular and today employees live on
their own, as well as do grown-up (next generation) successors. This
shift has many implications, on learning and handing over the busi-
ness culture, and on the apprenticeship of employees. At Ho-Shi this
is known that the business in influenced by these ‘temporary modes’
and Ho-Shi develops strategies in response. (Ohara, 2015)

Cultural currents also drive Yamasa Corp.. As lifestyles and prefer-
ences evolve, so too do dietary habits in Japan. The growing particip-
ation of women in the workforce has led to an increased demand for
convenient, quickly prepared foods. Conversely, the ageing popula-
tion is driving a shift towards healthier food options. A review of the
Japanese market for soy sauce indicates a contraction in the overall
market, but a growth in the market for soy sauce-based seasoning,
such as dipping sauces and soup bases. This presents an opportun-
ity for Japanese companies to leverage technological advancements
in order to gain a competitive advantage. (Ohara, 2017) At Yamamo-
toyama Ltd. the shift is noticed as well. They have been selling mostly
high-quality green tea leaves and nori for gifts at department stores,
but due to cultural shifts the market diversified and got smaller.
This is in part due to young peoples decreasing preference for home
brewed green tea. In a fast pacing society the quality promised by
Yamamotoyama Ltd. is in conflict with cheap tea from plastic bottles.
(Ohara, 2020)
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As eloquently stated by Ito (2014) in the case of Okaya Ltd.:

‘In the approximately 350 years of the company’s history,

there have been 14 presidents, who have witnessed

significant changes in the environment surrounding the company.’
(Ito, 2014)

To address cultural shifts, C. Hoare & Co. has been engaged in the
process of adapting its practices to align with the contemporary era.
In recent times, the Bank has made considerable progress in terms of
diversity at both the board and executive levels, as well as within its
partnership composition. The Hoares have emphasised diversity by
increasing gender and age representation and introducing partners
who are not direct descendants of previous partners, including the
first partner without the family surname. Since 1996, only three fe-
male partners have been admitted to the Bank. The 11th generation
is represented by Venetia and Bella Hoare, while the 12th generation
is represented by Amy Rodwell, who became the first member of this
generation. Rennie and Amy, two relatively younger partners in com-
parison to the senior partners, introduce new skills and perspectives
through their millennial thinking. (Labaki, 2022)

Hottinguer S.A. navigates the cultural shifts occurring within so-
ciety through a balanced concept of mutual loyalty, which under-
pins its four relationship systems. As Jean-Philippe elucidates, "the
clients repose trust in us, and in turn, we repose trust in them." For
these networks to function effectively, they must adapt to environ-
mental changes in a timely manner. This entails updating the busi-
ness model and expanding the network of customers, partners, and
broader connections beyond traditional ones to reflect economic and
societal shifts. The most recent iteration of Hottinguer S.A. has suc-
cessfully met this challenge by revitalising the bank over the past
three decades. (Labaki, 2017)

The cultural shifts give us insight that there are changes in society
that affect the core of businesses. This seemingly obvious fact points
to the need for innovation and it’s balance with tradition. Because
one can safely assume that what counts as traditional or what counts
as old is also a cultural perception. On a side note, this also shows
us, that staying relevant, knowing about the current culture and have
an eye on the future, might be good practices for any company that
intends to ‘witness significant changes in the environment’ (Ito, 2014)
in it’s future.

11.2 CHALLENGES FOR THE BUSINESS

Business have to face challenges all the time. From competition of
various degrees to shrinking markets, new technology like electricity



11.2 CHALLENGES FOR THE BUSINESS

to a shortage of talent — there are numerous obstacles to overcome
in order to survive and thrive. Long-standing businesses are no ex-
ception and face challenges that are less common or handled differ-
ently in younger firms. One illustrative example is that the numbers
of shareholders may grow faster than the company itself (Zellweger,
2017). While having a larger family is often perceived as a highly
tulfilling experience, it can also give rise to challenges in terms of
ownership and governance of the family business.

The first challenge that should be discussed is the challenge of fa-
cing cheaper competition. It’s a common threat that many companies
inevitably face. To protect themselves some potential competitors try
to split the market along axis on which everyone can agree on, if
this is legally possible. In the case of Viellard Migeon & Cie, the non-
compete agreement signed between various European manufacturers
of bolts and screws in the early 20th century provides an illustrative
example of such a market split. Each company was assigned a spe-
cific geographical market, with Viellard Migeon & Cie responsible for
the French and French Empire markets. Nevertheless, the agreement
was breached in 1909 when a competitor commenced manufacturing
fasteners in France, thereby introducing direct competition in the des-
ignated territory of Viellard Migeon & Cie. (Battard, 2010)

Hoshi Ryokan faced and is still facing significant pressure from
nearby modern hotels, offering inexpensive packages. In spite of its
illustrious heritage and superior services, Hoshi Ryokan finds itself
unable to compete with the more economical and appealing options
available to prospective customers. (Ohara, 2015)

The traditional distilleries of Friedr Schwarze GmbH encountered
a comparable challenge in the mid-19th century. The rise of new dis-
tilleries utilizing cheaper potatoes instead of cereal presented a for-
midable challenge to the established distilleries. The shift in raw ma-
terials not only lowered production costs for the newcomers but also
forced traditional distilleries to reconsider their production methods
and cost structures to remain competitive. (Calabro, 2015)

The Pollet S.A. company experienced severe difficulties after the
death of Raphaél-Dominique Pollet in 1857. The period that followed
saw a combination of a deteriorating market, outdated machinery,
and internal family disputes that nearly led to the business’s closure.
Notably, the demand for lamp oil plummeted with the advent of gas
and electricity, which served as a significant blow to their core busi-
ness. This situation illustrates how external technological advance-
ments can drastically impact traditional businesses. (Molly & Laveren,
2018)

Yamamotoyama Ltd. has faced declining sales of its main product,
green tea leaves, due to a shift in consumer preferences from tea
leaves to tea bags. Although the company adapted by selling tea
bags as well, it continues to struggle with fierce competition from

65



66

THE OUTSIDE

lower-priced alternatives. This case highlights the ongoing challenge
of adapting to market changes while maintaining a competitive edge.
(Ohara, 2020)

Lastly, Garbellotto S.p.A. has endured not only the challenge of
lower-cost alternatives to it’s products but also changing consumer
tastes and the risk of skill extinction due to the absence of formal
training schools. The coopers’ art, traditionally passed down through
hands-on experience, faced a threat from both technological advance-
ments and shifts in market preferences. (Tomaselli, 2014)

The traditional method of barrel production was challenging due
to a lack of requisite talent. This problem is similar but different for
Toraya Ltd.. The case study indicates that the production of tradi-
tional sweets becomes particularly challenging when there is no suc-
cession in suppliers of traditional cooking tools and ingredient indus-
tries. (Ohara, 2014)

The second industrial revolution and the years that followed
proved to be a challenging period for Pollet S.A.. Despite the suc-
cessful transition to electricity, the company experienced significant
difficulties in recovering and underwent a significant reduction in
size. (Molly & Laveren, 2018)

Other challenges that should be discussed are related to the family
and mindset. They are not family specific, but involve family mem-
bers. Such conflicts frequently arise from the incompatibility between
individual aspirations and the collective interests of the family. This
theme is evident in a number of case studies where internal disputes
and differing mindsets have significantly impacted the sustainability
and success of family enterprises.

At Hottinguer S.A., around 1985, familial cohesion was under-
mined by differing perceptions about the future direction of the bank-
ing profession. The divergence in views regarding the necessity to re-
define their business operations ultimately led to a significant break-
down in family relations, with the potential to threaten the unity
of the family around their eponymous banking institution. (Labaki,
2017)

We now know very well, forty years later, that it worked out well
for the bank.

J.D. Neuhaus GmbH encountered its own set of challenges when
the business underwent a critical period marked by the decline of the
German mining industry. The company’s revenue declined signific-
antly due to the influx of cheaper imported coal, further exacerbating
the ongoing conflict between brothers J. Diederich and Rotger. This
familial discord prevented the necessary strategic repositioning of the
company and aggravated its structural weaknesses. Furthermore, the
equity capital was strained by the buy-out of Rotger, draining sub-
stantial resources and leading to significant financial difficulties. The
case of J.D. Neuhaus GmbH illustrates how familial conflicts can im-
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pede the implementation of necessary business adaptations and stra-
tegic decisions. (Heider et al., 2019)

In the case of C. Hoare & Co., Richard Hoare’s sons struggled to
meet his expectations, particularly his firstborn, named "Richard Ju-
nior" in the case. Despite being established as a merchant and agent,
several factors, such as bad luck excluded him from becoming a part-
ner in the family business. This highlights the pressures and chal-
lenges that not only the firms but also the descendants face in living
up to the family legacy and the potential consequences of failing to
do so. (Labaki, 2022)

Another example regarding C. Hoare & Co. further reveals another,
difficult side of familial wealth and success. The intersection of values
and competencies is highlighted, with religious conformity being a
significant expectation within the family. Those partners who did not
live up to this, such as Henry of Iden, were perceived as having trans-
gressed the moral code, leading to discussions about the possibility
of disinheritance. The perceived arrogance and sense of superiority
among the members of this generation, who were wealthy to an ex-
cessive degree, combined with a lack of understanding of risk, lead
to an actual loss of most of the wealth of the family in one genera-
tion. This event still serves as an illustration of the potential pitfalls
of losing touch with foundational values. (Labaki, 2022)

The business of Garbellotto S.p.A. prospered until the onset of the
First World War, which halted all production activities. The family
home was occupied by Austro-Hungarian troops, who transformed
it into a military emergency headquarters. During this occupation,
the workshop of Garbellotto S.p.A., including its invaluable family
archive, was completely destroyed. The impact of the Second World
War on Garbellotto S.p.A. was similarly disruptive. Production was
once again brought to a standstill, but fortunately, the business re-
sumed its activities after the conflict ended. (Tomaselli, 2014)

Catherineau S.A.S. also faced significant challenges during the
Second World War when Jean-René, the head of the business, de-
parted for the front. The responsibility of maintaining the business
fell to his mother Jeanne, who managed to keep it operational. How-
ever, the company’s large stock of machinery was requisitioned by
the German army, and rampant inflation caused a sharp rise in ma-
terial costs, making it impossible to resume pre-war business activit-
ies. Despite these setbacks, Catherineau S.A.S. adapted by shifting its
focus to manufacturing joinery for buildings and ships, and models
for foundries (Hirigoyen, 2017)

The study of A.E. Kochert GmbH points to the fact that post-war
periods also present challenges. The construction of the Iron Curtain,
situated a mere few kilometres to the east of their Vienna-based busi-
ness premises, proved to be a pivotal turning point in their commer-
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cial fortunes. Significant markets were suddenly and unexpectedly
lost. (Hirt, 2022)

Exemplifying how the Wall Street stock market crash in October
1929 had an cascading effect, shows the case of the D’leteren S.A.. The
crash profoundly impacted Europe and, consequently, the Belgian
car industry. The economic downturn that originated in the United
States as a consequence of the Wall Street crash rapidly dissemin-
ated throughout Europe, thereby exemplifying the interconnectivity
of global markets. The Belgian car industry, which was already thriv-
ing, was significantly affected by the crisis, which brought about price
increases and a sharp reduction in the number of buyers. The eco-
nomic environment had a severe impact on the Belgian bodywork
industry, which experienced a substantial decline due to the influx of
better-quality foreign complete cars. The influx of imported vehicles
effectively deprived local bodybuilders of a significant portion of their
customer base and market outlets, rendering the trade increasingly
unprofitable. Furthermore, the Belgian bodywork industry was con-
fronted with a dearth of skilled labour, which added to the difficulties
encountered during this period. The sector’s dire state, compounded
by the international stock market crisis, marked the first time that
D’Ileteren S.A. experienced a significant impact on its business results.
(Debackere, 2020)

The examples presented show that enduring companies weren’t
shielded from challenges, but were exposed just like other compan-
ies. The cultural shifts, long-term movements in society, also have
been taken into account regularly. As we have seen, they include
changes to the business model and acknowledging ever changing cul-
ture. Overcoming Challenges is a separate section in addition to the
ones described here. They are kept apart form each other in order to
follow the structure of the thesis.

11.3 SUMMARY OF THE OUTSIDE

CULTURAL sHIFTS Long-standing firms excel in recognizing and
responding to societal changes, ensuring their business practices re-
main relevant across generations.

BALANCE OF TRADITION AND INNOVATION These companies ef-
fectively blend long-held traditions with innovative strategies to meet
contemporary demands, preserving their heritage while staying cur-
rent.

RESILIENCE TO TECHNOLOGICAL ADVANCEMENTS They show
resilience by adapting to technological changes, often turning poten-
tial threats into opportunities for growth and innovation.
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RESPONSIVE TO MARKET FLUCTUATIONS These firms remain
competitive by continuously assessing market trends and adjusting
their product offerings to align with evolving consumer preferences.

STRONG GOVERNANCE STRUCTURES They maintain robust gov-
ernance frameworks that can handle the complexities of growing fam-
ily involvement and ensure smooth transitions across generations.

COMMITMENT TO CONTINUOUS IMPROVEMENT Long-standing
businesses foster a culture of ongoing improvement, regularly updat-
ing their practices and strategies to meet new challenges and oppor-
tunities.
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12.1 EMPLOYEES
12.1.1 Employees as success factors

The cases show clearly, that employees are seen as essential ingredi-
ents to their long life by the family firms. As Molly and Laveren (2018)
noted in the Pollet S.A. case.

‘Like any family business, also Pollet SA strongly counts on the capacity of
non-family employees. Treating them well and making them feel good at
work are therefore important priorities for the company.”

The reliability of employees can be attributed to a number of factors.
One can be observed in the case of Augustea S.p.A., where the avail-
ability of professionals is the result of the region’s status as a centre
of maritime businesses. The location and locality of the business are
beneficial factors that can amplify each other. In the case of Augustea
S.p.A., the region from which it originates has been a centre of ship-
building for centuries. (Tomaselli, 2022)

Mellerio S.A. has also identified other methods of attracting talent.
In some cases it only oversees the creation of the jewelery, giving
credit to the artist that created them. Furthermore, they kept their
focus on artistic products and not deviating from its core business,
developing a financial and qualitative model that enables the attrac-
tion of valuable talent. (de Marsac, 2015)

What makes employees valuable to a company that has endured
for centuries? In the Toraya Ltd. case we discover, that a company
is ‘a group of established individuals, not just [...] a chunk.” (Ohara,
2014) which is in a very similar way lived by (de Marsac, 2015), when
they trusted a large number of their creations to their workshops and
craftsmen, as described above (de Marsac, 2015).

‘Sa piit el Papa e un contadin che el Papa solo’

The adage ‘The Pope and a peasant know more than the Pope
alone’ is employed in the case of Garbellotto S.p.A. to illustrate the
necessity for the entire company to consider the input of a less qual-
ified individual, given the potential for a different perspective to
be offered by a person with a different background. This adage ex-
presses, above all, the value of human capital. Garbellotto S.p.A. sees
its human resources, their experience, professionalism and dedication
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as a strength on which to build the company’s identity and direction.
Garbellotto S.p.A., in particular, but not only, has the problem of find-
ing people with unique qualifications, since the talent for building
barrels and casks is no longer so abundant as it used to be. (Tomaselli,
2014)

Yamasa Corp. places a high value on its sales engineers, expect-
ing them to possess a certain level of expertise and experience. They
are required to have gained a solid understanding of product devel-
opment, to be conversant with the intricacies of food science, and to
be able to identify and respond to the latest food trends. Additionally,
they are expected to provide technical assistance to customers (Ohara,
2017). Gekkeikan Ltd. is attached to academic techniques and ‘hired
many engineers with expert knowledge’ (Ohara, 2016).

If we look further back in time, to the Victorian age (1837 until
1901), we find that C. Hoare & Co. already valued the recruitment
process and that ‘only those of impeccable character were recruited
into the ranks’. What we also see is, that these employees not only
were valued in the mind, but also rewarded. The clerks had a higher
salary, better working conditions and more holidays than employees
of other banks. (Labaki, 2022)

This leads us to the next theme, which is evident throughout the
case studies. It becomes evident that employees, on a personal level,
are of significant importance to long-standing companies. This is re-
flected in the manner in which well-chosen employees are treated, the
extent to which they are relied upon, and the extent to which they are
close to the longevity of the family firm, when they themselves are
working there over generations. These kinds of employees, who are
connected to the values of the firm, are also treated very well. The fol-
lowing examples illustrate the respect for employees” work and the
positive treatment they receive.

12.1.2  Positive for employees

The introduction of the Egg21 program at Toraya Ltd. in 1992 exem-
plifies the commitment to employee growth and well-being beyond
the workplace. It offers support for personal dreams and aspirations
such as mountain climbing or acquiring new certifications. The be-
nefit extend into their family lives, with enhanced maternity, elderly
and child care leave policies. (Ohara, 2014)

Hoshi Ryokan, with a traditional family-run business model
evolved from a time where employees had been eating together
with the owner family, to a cultural hallmark of Japanese-style man-
agement. This model emphasized lifetime employment, in-company
training, and robust employee welfare, fostering a deep loyalty and
affinity between the employer and employee - a relationship charac-
teristic of many enduring Japanese firms. (Ohara, 2015)
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In Europe, at Mellerio S.A., there was a recognition of craftsman-
ship where artists like Henry Foullé were not only acknowledged but
celebrated, with their talents formally recognized at major events like
the International Exposition (de Marsac, 2015). This appreciation of
individual contribution underscores a broader ethos of valuing and
investing in employees.

Garbellotto S.p.A. demonstrated exceptional commitment during
economic hardships by choosing not to lay off staff, despite signific-
ant financial losses. This decision was driven by a deep sense of re-
sponsibility towards the families that had depended on the company
for generations (Tomaselli, 2014). Pietro Garbellotto’s approach pri-
oritized human over economic capital, valuing long-term employee
satisfaction and community welfare above short-term financial gains.
He recalls: ‘I could close the factory. What prevented me to do that
was thinking of the families who depended on our business. I de-
cided not to resort to layoffs but to pay salaries to the workers, who
then took care only of the maintenance of the factory for months be-
cause there were no barrels to build. Financially it was a disaster [...]".
(Tomaselli, 2014)

A similar approach had been undertaken by Pollet S.A.. During
both world wars the family decided to keep on paying the employees
and to give them alternative work. (Molly & Laveren, 2018)

Gekkeikan Ltd. and Pollet S.A. provide further illustrations of com-
panies adapting traditional and modern welfare systems to contem-
porary needs. Gekkeikan Ltd., for instance, improved work-life bal-
ance through better housing and revamped old welfare systems like
pensions and health management (Ohara, 2016). Pollet S.A. took an
even more personalized approach by ensuring financial and moral
support during times of personal or collective crisis, thus maintain-
ing a supportive work environment (Molly & Laveren, 2018).

At D’Ieteren S.A. and C. Hoare & Co., the objective was to foster a
sense of community within the workplace, to demonstrate care and
concern for the wellbeing of employees, and to ensure more favour-
able work conditions than in comparable firms. These practices not
only fostered loyalty but also instilled a sense of pride and belonging
among employees. (Debackere, 2020; Labaki, 2022)

Finally, at Okaya Ltd., the utilisation of traditional Bekke (franchise)
and Koken (guardian) systems exemplify the company’s integration
of cultural heritage into employee relations, thereby securing loyalty
through lifetime security and respect even beyond retirement (Ito,
2014).

What we can clearly see in the examples is that successful, enduring
companies frequently invest in their employees’ holistic well-being
and professional development, cultivate strong communal ties within
the workplace, and adapt traditional values to modern contexts. This
approach, which diverges significantly from pure profit-driven mod-
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els, probably contributes to the sustained success and longevity of
these companies.

12.1.3 Employees like Family

In many cases, the relationship between employees and the firm is
characterised by a high degree of familiarity and mutual respect. Not
only do companies invest in their employees, but also several genera-
tions of an employee’s family may work for the same family business.

At Garbellotto S.p.A., the concept of the workplace as a familial
environment is deeply embedded in the company’s culture. The com-
pany’s culture, which has been developed over generations, places
great emphasis on respect, trust, and humility. This familial atmo-
sphere has fostered a sense of belonging among employees, who ad-
here to and defend the company’s principles and vision. The anec-
dote of Piero Tarzaiol, who regards his employer as a paternal fig-
ure, exemplifies the personal care and mentorship that typifies these
relationships. Giovanni Bottega’s experience serves to illustrate this
further, detailing the profound personal and professional support he
received, which extended beyond the workplace into significant per-
sonal life events and challenges. Mario Salvador’s reflection on Pietro
Garbellotto’s leadership style demonstrates an intentional investment
in employees, viewing them as the most valuable asset for the com-
pany. This investment ensured the highest industry salaries and work-
ing conditions. (Tomaselli, 2014)

This theme of familial ties is not limited to this particular com-
pany; it extends to other companies as well. At Catherineau S.A.S.,
the integration of employees into the corporate family reflects a long-
term, trust-based approach to corporate relationships, which some-
times substitutes for formal contracts. (Hirigoyen, 2017)

Similarly, Revol S.A. promoted the construction of housing for em-
ployees and their families in the late 19th century, thereby exempli-
fying a commitment to the welfare of employees and their families.
(Mangematin, 2017)

Hottinguer S.A. offers a contrasting perspective, wherein the fa-
milial relations are not confined to immediate interactions but extend
to a profound identification with the company, fostering long-term
loyalty and sustaining the company over time (Labaki, 2017). This
sentiment is reflected in Beretta S.p.A., where the small company size
and close interactions with the local community contribute to the de-
velopment of a familial corporate culture (Widz & Ward, 2020).

At C. Hoare & Co., the bank implemented various initiatives, such
as film clubs and sports activities, which exemplify an effort to foster
a familial connection, even during transitions such as temporary relo-
cations. Interviews with employees at various stages of their careers
indicate a sense of pride and long-term commitment to the bank, with
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employees viewing themselves as part of an extended family. (Labaki,
2022)

In many family businesses, employees are treated like family, foster-
ing strong bonds and mutual respect that often span generations. At
Garbellotto S.p.A., a familial atmosphere of respect and trust encour-
ages loyalty and a sense of belonging among employees. Similarly,
Catherineau S.A.S. and Revol S.A. demonstrated long-term commit-
ment to their employees through trust-based relationships and wel-
fare initiatives like employee housing. Hottinguer S.A. and Beretta
S.p.A. extend familial ties to foster deep loyalty and community con-
nections, while C. Hoare & Co. uses various activities to strengthen
these bonds, ensuring long-term employee dedication and pride.

12.2 INTERACTION WITH THE OUTSIDE
12.2.1 Business Adaption

The capacity to adapt is a common feature among long-standing busi-
nesses, enabling them to navigate various historical and economic
changes successfully. For example, Beligné S.A.S. has consistently ad-
apted to shifts in the market, from the fall of the monarchy in 1789
to modern economic developments. Similarly, Pictet S.A. has main-
tained a balance between tradition and flexibility, which has allowed
it to thrive in a changing environment. Van Eeghen & Co B.V. ex-
emplifies this adaptive quality by regularly modifying its activities
to align with new circumstances. Continued success and longevity by
D’leteren S.A. can be attributed to its historical capacity to respond ef-
fectively to environmental changes, while simultaneously preserving
its heritage and traditions. (Charlier, 2018; Debackere, 2020; Groth &
Simon, 2022; Mangematin, 2014)

C. Hoare & Co., to give an example, showed adaptability of the
business to the outside close to it’s founding when it switched from
goldsmith to credit intermediary. But they also do smaller adaptions,
like adapting to younger customers by appointing a partner that un-
derstands their needs. (Labaki, 2022)

Some adaptations are the result of a crisis and are not a voluntary
response. Gekkeikan Ltd. observed a reduction in the size of the sake
market by approximately 50% over a decade in the early 2000s. In re-
sponse, the company downsized and improved its efficiency in order
to maintain profitability. (Ohara, 2016)

As Mellerio S.A. recovered from the shock of the 1848 revolution,
they became aware of the crisis that was unfolding in Paris and pro-
ceeded to Madrid (de Marsac, 2015).
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12.3 SUMMARY OF THE INTERFACE

EMPLOYEES AS SUCCESS FACTORS Employees are considered es-
sential to the firm’s longevity. Careful selection, respectful treatment,
and reliance on employees who embody the company’s values are
crucial. Employees often work across generations, contributing signi-
ficantly to sustained success.

POSITIVE FOR EMPLOYEES  Successful firms invest in the holistic
well-being and professional development of their employees. They
cultivate strong communal ties within the workplace and adapt tra-
ditional values to modern contexts, enhancing loyalty, pride, and a
supportive work environment.

EMPLOYEES LIKE FAMILY Employees are treated like family, fos-
tering strong bonds and mutual respect that often span generations.
This approach ensures loyalty, a sense of belonging, and is contribut-
ing to the stability and success of the firm.

BUSINESS ADAPTATION Long-standing firms exhibit a remarkable
capacity to adapt to historical and economic changes. They balance
tradition with flexibility, modify activities to align with new circum-
stances, and respond effectively to environmental changes while pre-
serving their heritage.
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13.1 VALUE PROPOSITION
13.1.1  Brand Image and Reputation

“The Bank ... carried on as a family business . .. is uncomplicated
by branches, unseduced by amalgamations, undisturbed by any process of
change, unshaken by the financial crises of two and a half centuries, being
put to no hazard by excessive ambitions or too much talent for guessing ’

— John Maynard Keynes about C. Hoare & Co., 1938 (Labaki, 2022)

The public acknowledgment of a brand image by an expert, as ex-
emplified by the quote, can be significantly advantageous for any
business. Similarly, family-owned businesses are not exempt. It is
therefore necessary to examine the reputation associated with the
family name and the strategies employed to leverage the enterprises
longevity in brand communication.

Okaya Ltd.’s historical brand image, established in the 19th cen-
tury, reflects its reputation for quality in manufacturing farm tools.
The brand’s ability to attract customers from distant regions also un-
derscores its strong market presence and the trust it has garnered.
(Tto, 2014)

A.E. Kochert GmbH, appointed as the official jeweller to the Aus-
trian Emperor in 1831, exemplifies the manner in which exclusivity
and high-profile clientele can enhance a brand’s charm. A.E. Kochert
GmbH served as the personal jeweller to the Austrian Emperor and
the custodian of the Austro-Hungarian Crown Jewels, thereby estab-
lishing a profound intertwining of the brand’s image with notions of
luxury, exclusivity, and royal patronage. This prestigious affiliation
not only reinforced the brand’s reputation but also established a leg-
acy of unparalleled craftsmanship and heritage. (Hirt, 2022)

Garbellotto S.p.A.’s journey, was similarly marked by its associ-
ation with European nobility. The company’s reputation flourished
significantly when Charles of Habsburg, the future (and last) emperor
of the Austro-Hungarian Empire, commissioned Garbellotto S.p.A. to
repair barrels for his wife, Princess Zita of Bourbon. This prestigious
endorsement led to a series of orders from the House of Austria, pro-
pelling the company to new heights. Such distinguished associations
have fortified Garbellotto’s brand image, positioning it as a symbol
of artisanal excellence. (Tomaselli, 2014)

But even without royalty, a long life can be a reputation on it’s
own. Toraya Ltd. has maintained a brand image of excellence and
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tradition for nearly 500 years. This consistency has enabled Toraya
Ltd. to resonate with generations of customers, fostering a sense of
trust and loyalty that has spanned centuries. (Ohara, 2014)

Whereas the history of Hoshi Ryokan, which can be traced back
to 718, exemplifies a brand that is deeply embedded in cultural and
spiritual traditions. The inn was established by Garyo Ho-shi at the
behest of Taicho Daishi, a prominent Buddhist teacher, with the inten-
tion of providing solace and healing through its hot springs, which
were discovered following a divine prophecy. Over the course of 46
generations, Hoshi Ryokan has managed to maintain its reputation.
This dedication to its foundational values has solidified its brand im-
age as a timeless retreat, sought-after for its historical and cultural
significance. (Ohara, 2015)

Reputation can be earned and brands can be valued. In the case
studies are many examples, where action was taken not only to keep
and grow the reputation by letting time pass, but also by engagement.
The story of Friedr Schwarze GmbH’s distillery highlights a strategic
focus on building a strong regional brand. This dedication was in-
strumental in cultivating a robust market presence. In 1912, Friedrich
Schwarze took a visionary step by seeking legal protection for the
company’s distinctive black and white trademark showing a farmer.
At a time when branding was not widely recognized as a crucial busi-
ness tool, especially in the distillery industry, this move underscores a
forward-thinking approach that significantly bolstered the company’s
brand image. (Calabro, 2015)

Gekkeikan Ltd. was also ahead of times when it embraced tele-
vision advertising in 1956, marking it as one of the pioneers in lever-
aging the new medium. By airing commercials during nighttime base-
ball games, which enjoyed high viewership, Gekkeikan Ltd. signific-
antly boosted its name recognition. The company’s strategic use of
popular celebrities in its ads across various media further enhanced
its visibility and appeal. This innovative approach to advertising
helped Gekkeikan Ltd. establish a strong and recognizable brand im-
age. (Ohara, 2016)

A different approach that benefited the brand can be found in
the case of Mellerio S.A.. Mellerio S.A. effectively leveraged interna-
tional expositions to enhance its brand reputation. By participating
in these global events, Mellerio S.A. not only showcased its exquisite
craftsmanship but also garnered significant accolades, including the
‘Prize Medal’ at the 1862 International Exposition in London, the gold
medal at the 1867 International Exposition in Paris, and the grand
medal of the 1870 Religious Exposition in Rome. (de Marsac, 2015)

In a similar way, Revol S.A. worked on it’s recognition. Revol S.A.”s
strategy of showcasing its products at national exhibitions and collab-
orating with renowned chefs such as Regis Macron helps to transport
the brand image of a commitment to quality and innovation. The
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company’s participation in exhibitions, where it won several honour-
able mentions between 1801 and 1844, highlighted its dedication to
excellence and helped extend its market reach. In the early 1990s,
Revol S.A. began manufacturing products for professional use and
became associated with haute cuisine and luxury restaurants. This
collaboration with high-profile culinary experts further reinforced its
brand image as a producer of premium culinary artifacts. Addition-
ally, Revol S.A.’s website features testimonials from international per-
sonalities, underscoring its up-market orientation and global appeal.
Leveraging tradition while fostering innovation, Revol S.A. has effect-
ively maintained a strong and prestigious brand image. (Mangematin,
2017)

Furthermore, the association of A.E. Kochert GmbH with the Aus-
trian royal family significantly enhanced its brand image. When
Kaiser Franz Joseph commissioned the company to create a set of
27 diamond stars for Empress Elisabeth, known as ‘Sisi’, it sparked
a fashion trend across Europe. This prestigious commission not only
highlighted the exceptional craftsmanship of A.E. Kéchert GmbH but
also linked its brand image to the glamour and elegance of the Aus-
trian court, thereby elevating its status and appeal across Europe.
(Hirt, 2022)

Although the Empress Elisabeth of Austria might have enjoyed
some licorice from time to time, Amarelli S.p.A. took a different ap-
proach to their brand image. Amarelli S.p.A. uses historical family im-
ages to decorate its product boxes. This illustrates a profound connec-
tion to its heritage. Pina Amarelli’s intuition to utilize these archival
photos as a communication tool effectively conveyed the company’s
rich tradition and deep ties to the history of the region of Rossano, Ca-
labria. These images, depicting cheerful moments of everyday life and
the scenic landscape, evoke a sense of nostalgia and cultural pride
and link tradition with the local territory. (Tomaselli, 2018)

A more classical approach to advertisement, but ahead of it’s time
was Okaya Ltd.’s innovative marketing strategy in the 1800s, which
involved using branded wrapping cloth and wooden license tags to
establish its identity and authenticity. The SASASO stamp and the
Owari Domain branded tags served as proof of the company’s le-
gitimacy and quality, which helped build trust with prospective cus-
tomers (Ito, 2014). A similar way of forward thinking in establishing a
unique image took Grondona S.p.A., as they pioneered the use of blue
in its packaging design. This marked a significant departure from the
pastry-industry norm of yellow packaging. This visionary outlook by
Gildo and Orlando Grondona was well-received by customers and
helped differentiate Grondona S.p.A.’s products in the pastry market.
(Labaki, 2023)

Different products need different brand strategies. One of Beretta
S.p.As strategies is showcasing its premium products in exclusive
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boutiques across major cities worldwide. The Beretta S.p.A. Gallery
boutiques in cities such as Milan, London, Paris, New York, and oth-
ers, provide a luxurious showcase for its products, reinforcing the
brand’s association with high quality and exclusivity. (Widz & Ward,
2020)

While is may not be impossible to show your commitment in sea
shipping inside a boutique, Augustea S.p.A. demonstrated it by the
early adoption of the HSQE certification (Health, Safety, Quality, En-
vironment). Being one of the first shipping companies in Italy to
earn this prestigious certification, Augustea S.p.A. has strengthened
its reputation as a world-class leader in innovation and quality (To-
maselli, 2022).

The cases show regarding the brand image and reputation, how
long-living companies often started by establishing a solid founda-
tion based on superior craftsmanship or exceptional service. This res-
onated with their initial customer base and fostered trust and loyalty.
Over time, this commitment to core values allowed them to maintain
a strong market presence and attract high-profile clients, further en-
hancing their brand image. For instance, A.E. Kéchert GmbH’s asso-
ciation with the Austrian royal family and Garbellotto S.p.A.’s work
for European nobility significantly bolstered their prestige, position-
ing them as leaders in their respective fields. Similarly, Okaya Ltd.’s
innovative use of branded wrapping cloth and wooden license tags in
the 19th century established its authenticity and built a strong repu-
tation for quality among customers from distant regions.

These companies have not only relied on their historical legacies
but have actively worked to strengthen and adapt their brand images
to changing times and markets. Participation in international expos-
itions, as seen with Mellerio S.A., and embracing new advertising
mediums, like Gekkeikan Ltd.’s early use of television commercials,
are examples of how these companies leveraged new opportunities
to maintain and enhance their visibility and appeal.

13.1.2  Quality Products and Services

The quality of a product is determined by the extent to which it aligns
with the customer’s expectations. The cases illustrate a profound com-
prehension of the customer and the product and this results in the
product’s remarkable quality. Customers recognise this and reward
it, which is visible through all the cases. Mellerio S.A. is an exemplar
of this as it has served the royal courts of various European countries.
The company has gained a reputation for its high-quality products
and skilled craftsmanship which turned out to be very beneficial. (de
Marsac, 2015)

Serving the Imperial Household of Japan was also a sign of the
highest quality and reputation for Yamasa Corp., when they became
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soy sauce provider in 1895 (Ohara, 2017). Achieving a high level of
quality requires commitment to it and knowing what quality is. At
Toraya Ltd., quality is in it’s business philosophy and it is reflected in
very specific policies, for example: ‘a little bit hard, a little bit sweet,
and have a good aftertaste’. Describing something on this level of
detail is also an example of the relationship to the product and it’s
depth. Furthermore, it can be observed in the case, that for Toraya
Ltd., quality management represents the foundation of their tradition
and creativity. (Ohara, 2014)

Similarly, when Joan Hermann Schwarze relocated the production
and business to another town around 1740, his primary objective was
to concentrate on the core product, traditional production methods,
and to establish a brand based on the high quality of the products
(Calabro, 2015). Here, quality and brand image are recognised and
mentioned together.

J.D. Neuhaus GmbH’ slogan ‘engineered for extremes” shows that
the durability of their products is relevant to the company. This is
not only because the products are produced to withstand high stress
in aggressive environments, but also because of their high quality
(match with customer expectations). (Heider et al., 2019)

High quality of a product seems to be no coincidence. The Italian
company Beretta S.p.A. identifies the source of its core value, ‘quality
without compromise,” in the combination of traditional craftsmanship
skills and the latest technological innovations (Widz & Ward, 2020).
At Garbellotto S.p.A. the establishment of relationships based on fair-
ness, mutual respect and trust was an enabling factor to cultivate a
highly reputable standing among its partners. This reputation was
built upon the company’s reliability as a supplier, its commitment
to prompt payment and its assurance to customers of the safety and
quality of its products. (Tomaselli, 2014)

For Grondona S.p.A., who's products wouldn’t last long on my
shelf, ‘quality is a family value which is fundamental to reach without
compromise’ (Labaki, 2023). The pursuit of the finest ingredients is
also a driving force behind Yamamotoyama Ltd.. The company was
established on the premise, to paraphrase, that the finest Uji tea is so
exquisite, that it has to be shared with everyone. As seen in other cases,
profits are not the first priority, which is reflected in the management
philosophy ‘altruistic mind’, based on Buddhism. (Ohara, 2020) This
goes hand in hand with the assertion of Alexander Hoare, that the
company’s objective is not to pursue growth or maximise profits, but
rather optimize quality (Labaki, 2022).

The case studies also give practical examples of how quality is en-
sured. For Van Eeghen & Co B.V.,, who is also in the infant food mar-
ket, their key is in the logistics, so it handles them and the traceability
of their products themselves (Mangematin, 2014). The Gekkeikan Ltd.
case is more detailed. The company has employed numerous engin-
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eers with specialised knowledge, with the objective of managing ex-
isting methods and exploring new approaches. This has involved the
implementation of academic techniques and a number of key initiat-
ives, including the sale of preservative-free sake, the establishment of
a four-season brewing system, the elimination of the use of brewer’s
sugar, the development of the dissolved-rice brewing method, and
the expansion of production on an international scale. These meas-
ures have addressed various challenges over time and have served to
meet ever increasing quality. It is notable that the four-season brewing
system has been of significant importance in enabling Gekkeikan Ltd.
to mass-produce high-quality sake, with in turn had a notable impact
on the company and the sake brewing industry overall. (Ohara, 2016)

Anne-Sophie Catherineau sees the importance of the highest levels
of quality and customer service. This seems obvious in hindsight,
Catherineau S.A.S. is in the luxury business. But it might be no ac-
cident to be there, but rather a conscious decision. (Hirigoyen, 2017)

The commitment of Grondona S.p.A. to quality is evident in its use
of freshly squeezed lemons, which are used on site for pastry doughs
in place of the natural flavours commonly used in baking companies.
The family is engaged in a continuous search for the most suitable
raw materials. The company does not prioritize the cheapest option;
rather, it seeks out the most suitable ingredients, which it then subject
to rigorous quality control procedures and constant checks to guaran-
tee their origin. Grondona S.p.A. is unwavering in its commitment to
utilising the most premium ingredients available on the market, re-
gardless of their cost. Consequently, they also have a system of trace-
ability in place. (Labaki, 2023)

These examples demonstrate the constant commitment to and de-
livery of quality, as a standard for the products and services. Ranging
from a deep understanding of the product, to having quality stand-
ards and checks in place, we see how much these firms understand
what is important. We also see, that quality is not a new invention,
but it was important throughout the history. The cases feature no ex-
clusively budget products, so we can safely assume, that high quality
is an important value of long-standing, successful companies.

13.2 TRADITION AND INNOVATION

This section is about the seemingly opposing themes of tradition and
innovation. Although they seem to contradict each other we learn
through the cases, that it is how a company handles both, that a be-
nefit is generated. Zellweger (2017) noted that family firms can lever-
age this tension by drawing strength from business heritage (values)
while staying relevant through innovation. More on these interesting
findings will be discussed later on.
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13.2.1 Traditional Product

The enduring nature of a company is almost always underpinned by
a traditional product. Such products or services might have a long
historical lineage, which serves to illustrate the profound historical
connections to basic human needs. For example the first fishing hook
discovered is between 16.000 and 23.000 years old. Although Viellard
Migeon & Cie is not that old, but still old, they successfully produce
fish hooks today. (Battard, 2010)

Toraya Ltd. is another example of such a profound historical con-
nection. There are records of Toraya Ltd. making sweets for the Im-
perial household in the Edo era, during the reign of the emperor Go-
Youzei (1586-1611) (Ohara, 2014). Forbearer of Revol S.A.’s products
are about as old as those of Viellard Migeon & Cie and Revol S.A.’s
company heritage is intertwined with the unique local soil quality of
the Drome region in southeastern France, conducive to ceramic work.
The Revol S.A. family has contributed to this tradition since the 18th
century, setting up earthenware workshops that thrived particularly
during the 19th century (Mangematin, 2017). Similarly, J.D. Neuhaus
GmbH exhibits a profound historical heritage, with a tradition of ar-
tisanal forging that can be traced back through the family lineage for
over a century before it’s documented inception (Heider et al., 2019).

In addition to being artifacts that humanity has known and used
for a very long time, many of the products and services of long liv-
ing companies are culturally rooted in local traditions. Toraya Ltd. is
deeply integrated with it's sweets into the country’s distinctive cul-
tural tradition of gift-giving. Wagashi are inextricably linked with
the practice of exchanging gifts during various seasons and events
(Ohara, 2014). A change in culture and traditions will take place when
we address the decline in popularity of such gifts. This brings us
to traditional hospitality, which has a demonstrated history of more
than one thousand years. This example of Hoshi Ryokan shows cul-
tural integration through its ‘'omotenashi” spirit, which represents a
deep-seated Japanese tradition of hospitality. Guests are greeted by
staff attired in kimonos and welcomed into a traditional setting. They
are offered matcha green tea and Japanese sweets. This experience,
which is designed to be both welcoming and culturally immersive,
begins as soon as guests arrives and is a continuation of a centuries-
old tradition that has become an integral part of the guest experience
(Ohara, 2015).

Cultural embeddings can be beneficial due to regularity of festive
events, and also from the perspective of a market that exists only in
the country of origin. Gekkeikan Ltd. also benefits from Japan’s gift-
giving customs. The involvement of the sake industry in this cultural
tradition has served to insulate it from the downturns of the economic
cycle. During specific seasons and events, sake assumes a significant
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role in gift exchanges, thereby ensuring consistent demand. This cul-
tural backbone has enabled Gekkeikan Ltd. to navigate and survive
various macroeconomic challenges over time (Ohara, 2016). The in-
volvement of Friedr Schwarze GmbH in the production of Korn, a
type of distilled spirit, can be traced back to the 15th century and is
deeply rooted in the local culture of Westphalia. The practice began
as a way to utilise surplus harvests and evolved into a cultural staple.
Historical references, advocating for the health benefits of Korn, il-
lustrate how the product became an integral part of local traditions
and daily life (Calabro, 2015). Grondona S.p.A. has retained its mar-
ket position by adhering to traditional recipes handed down through
generations. The company’s commitment to utilising solely regional
ingredients and adhering to time-honoured Ligurian recipes has en-
abled it to perpetuate the distinctive flavour and aroma of the Lig-
urian region (Labaki, 2023).

Even the most durable, traditional product or service undergoes
an evolutionary process, while maintaining a certain core of itself.
The following few paragraphs aim to shed a light on this process
which might support our understanding of how the companies and
the products have lived through centuries. One thing that is very no-
ticeable is the balance of a classic product and modern business en-
vironments (while adjusting quality to always increasing standards).

Toraya Ltd. is an excellent example of this delicate balance. The
company has committed itself to the painstaking process of creat-
ing classic traditional Japanese sweets that have been passed down
through generations. This dedication requires immense patience and
energy, underscoring the importance of consistency in preserving tra-
ditional methods while still operating in a modern business environ-
ment. (Ohara, 2014)

Similarly, Amarelli S.p.A. has evolved its use of the licorice plant,
which grows naturally on the Ionian Calabrian coast. Historically
known by farmers for its medicinal properties, the Amarelli S.p.A.
family began extracting and commercializing licorice juice around
the 1500s, primarily for pharmaceutical uses. This adaptation from
traditional folk knowledge to a commercial enterprise, from a phar-
maceutical product to sweets, illustrates the evolution of the com-
pany’s approach to liquorice. Initially, liquorice was employed as a
folk medicine to treat blood pressure drops. Subsequently, it was
transformed into a pharmaceutical product, and subsequently still,
into a sweetener for other medicines. Finally, it was further developed
into sweets. (Tomaselli, 2018)

Grondona S.p.A. also exemplifies the integration of evolution and
consistency. The ‘Baci di Dama’, meaning ‘Lady’s kisses’, had been
a traditional pastry of Northern Italy. Focussing on the production
of all their pastry, Orlando Grondona S.p.A. reflects on his father’s
approach to innovation
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“investing in machinery that supports production
without altering the final product’

demonstrates the commitment to maintaining product integrity while
modernising processes (Labaki, 2023). Grondona S.p.A.’s acquisition
of Duca d’Alba, a historic company from Lower Piedmont, further il-
lustrates their strategy of integrating traditional quality with modern
market needs. This acquisition allowed Grondona S.p.A. to expand its
product lines to include health-conscious options like sugar-free bis-
cuits made with virgin olive oil, all while adhering to their stringent
quality criteria. The incorporation of Duca d’Alba’s products, which
are steeped in local confectionery culture, reflects on the facet of an
evolution through acquisition while maintaining the tradition of both
companies (Labaki, 2023).

To conclude this section, we can note that products can have an-
cient roots and can be intertwined with the local culture. But we also
know, from J.D. Neuhaus GmbH and Van Eeghen & Co B.V,, that this
doesn’t have to be the case. Products evolve and the high quality rises
to the risen standards of that time. And sometimes it’s the value pro-
position, not the objects that make a company and that rises in quality
as well. Even though we’ve encountered ancient dough, what wasn’t
in the cases was standstill or no development. This brings us to the
next section where we’ll shine some light on the seemingly opposing
poles of tradition and innovation.

13.2.2 Tradition and Innovation

In the Henokien’s case studies, it is observed that tradition and in-
novation are not mutually exclusive, instead they complement each
other. It can be demonstrated that tradition does not impede new de-
velopments and that innovation does not dilute the essence of what
makes the company. In fact, it can be shown that the seemingly op-
posing forces are in fact harmoniously supporting the company over
time. This is evident in the minds of management, as demonstrated
by Mitsuhiro Kurokawa, the proprietor of Toraya Ltd.. It is apparent
that the company aspires to be even more innovative while simultan-
eously incorporating elements of tradition that have been beneficial
over time.

We learn from Haruhiko Okura, current president of Gekkeikan
Ltd.:

"Tradition means innovating.
We have 380 years of tradition because we have innovated continuously.”
— Haruhiko Okura, 14th successor (Ohara, 2016)

Similarly, Orlando Grondona let’s us know that
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‘Our skill ... was not in inventing a new process but in
finding a balance between past and future.’
— Orlando Grondona, 5th generation member (Labaki, 2023)

At Beretta S.p.A., the family has been driven by the founding father’s
motto, ‘Prudence and Audacity,” for the past 15 generations. Each
generation has been characterised by a continuous experimentation
with innovation, while maintaining a commitment to the legacy of
tradition (Widz & Ward, 2020). Catherineau S.A.S. is getting more into
technical details, but describes a similar mindset. Here, the strength
of the company is the result of traditional craftsmanship with state-
of-the-art technologies, between rare wood and composite materials
(Hirigoyen, 2017). And while Pollet S.A. sees innovation as a strength
and driver for survival as well as success (Molly & Laveren, 2018),
Yamasa Corp. declares ‘Continuous Innovation” as the spirit of it’s
management strategy. This strategy reflects their commitment to do
‘What only Yamasa can and dare to do."” (Ohara, 2017).

13.2.3 Innovation

The examination of innovation within long-standing companies re-
veals a consistent theme of adaptive resilience and creative problem-
solving, which gives the impression that they are crucial for sustained
success. These firms, which have been in operation for over two cen-
turies, exemplify a pervasive culture of innovation that permeates
their practices, enabling them to flourish in the face of significant his-
torical and economic shifts.

Toraya Ltd. stands as a testament to the power of innovative adapt-
ation in marketing and operational strategies. During the challenging
periods of the Great Kanto Earthquake in 1923 and the Second World
War, Takeo Kurokawa, the 15th owner of Toraya Ltd. exemplified re-
silience and ingenuity. He introduced new sales promotions and ad-
vertising techniques, including direct mailing, newspaper advertise-
ments, and the use of trucks for delivery. These innovations not only
helped maintain operations but also enhanced Toraya Ltd.’s brand
image during tumultuous times. Kurokawa's initiatives, such as creat-
ing new products and implementing employee training programs, un-
derscored the importance of dynamic leadership and continuous im-
provement in sustaining a business through adversity. (Ohara, 2014)

Similarly, Gekkeikan Ltd. embraced the emerging medium of tele-
vision in 1956, becoming one of the first advertisers to leverage this
platform. By airing commercials during nighttime baseball games,
which garnered high ratings, Gekkeikan Ltd. significantly boosted its
brand recognition. The strategic use of popular celebrities in ads fur-
ther enhanced its appeal, demonstrating the company’s innovative
foresight in media engagement to connect with broader audiences
and strengthen its market presence. (Ohara, 2016)
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The cornerstone of Toraya Ltd.’s enduring success lies in its un-
wavering commitment to quality management. This foundational
principle has allowed the company to uphold its tradition of excel-
lence while continuously innovating (Ohara, 2014). In a similar vein,
Van Eeghen & Co B.V.s proximity to Food Valley, a premier food
research cluster in the Netherlands, has been instrumental in driv-
ing its innovation strategy. By focusing on high-intensity knowledge
products and solutions to emerging problems, Van Eeghen & Co B.V.
stays ahead of its competitors, exemplifying how geographic and
intellectual proximity to innovation hubs can be a significant asset
(Mangematin, 2014).

Moreover, Pollet S.A. emphasizes structured innovation through
its monthly innovation committee meetings. These gatherings ensure
that innovation remains central to the company’s strategy, allowing
for the analysis of market evolutions, scientific discoveries, and cus-
tomer needs. This systematic approach facilitates the implementation
and control of innovative projects, ensuring sustained relevance and
success in a competitive market (Molly & Laveren, 2018). The auto-
mation of manufacturing processes has been a pivotal innovation
for many long-standing companies. For instance, in the 1970s, Viel-
lard Migeon & Cie developed a machine that automated the entire
process of producing treble hooks from steel wire. This innovation
streamlined production, enhanced efficiency, and ensured consistent
product quality, showcasing how technological advancements in man-
ufacturing can significantly contribute to a company’s longevity (Bat-
tard, 2010).

Mellerio S.A. has also been at the forefront of innovation. In 1854,
the company patented a flexible shank for gemstone mounting, a
groundbreaking development that allowed for natural flexibility in
jewellery design. This innovation, which won a gold medal at the
International Exposition of 1855, exemplifies how continuous innova-
tion in product design can maintain a company’s competitive edge
(de Marsac, 2015). Another technological innovation took place at
Catherineau S.A.S.. The company developed and patented a honey-
comb composite material in 1984. This marked a major innovation in
the aerospace industry. This material significantly reduced the weight
of aircraft fittings, highlighting the impact of technological innovation
on product performance and industry standards alike (Hirigoyen,
2017). Technological advancements have often played a crucial role
in the success of long-standing companies.

Less technical but still very beneficial was when, in 1891,
Gekkeikan Ltd. adopted Western bookkeeping methods while retaining
traditional account books. This hybrid approach enabled the com-
pany to better understand and manage costs, significantly contribut-
ing to its rapid progress during the Meiji era. (Ohara, 2016)
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13.3 CORPORATE GOVERNANCE
13.3.1 Business Heritage

The concept of business heritage plays a pivotal role in elucidating
the longevity and resilience of long-standing companies. Such busi-
nesses frequently possess a rich history that is inextricably linked to
cultural and familial traditions, which has contributed to their endur-
ing success. But what means business heritage?

The Hoshi Ryokan Ryokan exemplifies this heritage, dating back
to 718. It was founded by Taicho Daishi, a revered Buddhist monk
who discovered a hot spring through a divine prophecy. The inn has
been managed by 46 generations of the family, thereby demonstrating
a profound commitment to preserving and nurturing the business
across centuries. (Ohara, 2015) Similarly, Toraya Ltd., has a distin-
guished history of producing sweets for the Imperial Household dur-
ing the reign of Emperor Go-Yozei (1586-1611). This long-standing as-
sociation with the imperial family serves to illustrate the company’s
deep-rooted heritage and esteemed reputation. (Ohara, 2014)

In the field of jewellery, A.E. Kochert GmbH has retained its es-
teemed reputation since Alexander Emanuel Kochert joined the com-
pany in 1849. His initials, AEK, are a hallmark of every piece of jew-
ellery produced by the company, symbolising a legacy of craftsman-
ship and excellence that continues to this day (Hirt, 2022).

Revol S.A.’s engagement with the local community of Saint Uze
serves as a further illustration of the significance of business heritage.
The company has been represented by numerous family members
who have served as mayors for a combined term of 63 years since the
19th century. This has resulted in a profound and enduring impact
on the civic and social fabric of the town (Mangematin, 2017). In the
banking sector Hottinguer S.A. also exemplifies a long-standing busi-
ness heritage, as evidenced by the adoption of the original coat of
arms of Jean-Conrad by his grandson Jean-Philippe in 2006. This act
of preserving and emphasising the family’s historical symbols serves
to illustrate the continuity of the founder’s vision (Labaki, 2017).

The majority of business owners demonstrate a strong commitment
to maintaining their companies in the hands of future generations.
This is evidenced by the fact that the majority of business owners
have a multi generational outlook, with a clear intention to ensure
the continuity of their businesses. Jacques Beligné encapsulates this
philosophy, stating that "Our philosophy, since the company’s incep-
tion, has always been to consider ourselves as those who hand the
business over to the next generation" (Charlier, 2018).

In some firms, the criteria for choosing partners also reflect a deep
connection to heritage. A balanced combination of direct descent,
local cultural background, and cultural fit among managers serves
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to highlight the importance of maintaining tradition while fostering
competence (Groth & Simon, 2022). Friedr Schwarze GmbH’s strategy
of keeping acquired brands intact leverages the image, reputation,
and tradition behind them, further cementing the importance and re-
spect of heritage in sustaining business success (Calabro, 2015).

The notion of tradition as continuous innovation is poignantly ex-
pressed by Mr. Mitsutomo of Toraya Ltd. who said,

“Tradition is the continuance of innovations.
Innovative methods allow the business to last long,
thus tradition is created.”

— Mitsutomo Kurokara, 16th owner (Ohara, 2014)

Balancing the old and the new is a recurring theme, as illustrated by
Orlando Grondona, a fifth-generation member, who explains that

‘For two hundred years we kept alive the knowledge of our parents
for the enrichment of our children.

Being custodians of a tradition

did not give us the excuse to stop being surprised.’

— Orlando Grondona (Labaki, 2023)

Finally, the Hoare family highlights the importance of succession in
their success metrics. To put it with Rennie Hoare

"...you've succeeded when you are succeeded.”
— Rennie Hoare (Marsh, 2022)

Which underscores the ongoing pursuit of ensuring the businesses
longevity through careful and deliberate succession planning (Labaki,
2022).

The following quotations exemplify key elements of the legacy and
illustrate the substantial role that the heritage of mindset plays in the
future of long-living, successful firms. The aspiration to be succeeded,
as well as innovation and business knowledge, are transmitted from
the parent generation to the next generation. This is what is meant by
the term tradition.

13.3.2 Renewal

The concept of renewal is of critical importance in the study of long-
living companies. It serves to highlight the ability of these organisa-
tions to adapt and transform in response to changing environments
and market demands. It is different from innovation, as it is rather
concerned with modernisation inside, or updates, and not with bring-
ing in something completely foreign.

Gekkeikan Ltd. has demonstrated a robust dedication to renewal
by persistently embracing novel challenges and adapting to meet the
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demands of the contemporary era (Ohara, 2016). Similarly, Van Ee-
ghen & Co B.V. exemplifies strategic adaptability, having shifted its
business activities on numerous occasions in order to align with the
evolving circumstances. In the 1970s, Van Eeghen & Co B.V. achieved
the position of market leader in the field of dehydrated food ingredi-
ents. However, in 2006, the company divested this business and refo-
cused its efforts entirely on the production of functional food ingredi-
ents, including infant and clinical formulas and sports supplements.
(Mangematin, 2014)

Toraya Ltd. has also embraced renewal over the past two decades,
despite a declining Japanese economy. The company introduced mod-
ern business management techniques and collaborated with external
consultants to analyse and advance its operations. The establishment
of the "Year 2001 TORAYA Vision" marked a significant milestone,
with initiatives such as modernising factories, enhancing employee
training, focusing on environmental issues, and strengthening brand-
ing, as Ohara (2014) describes. Pollet S.A. has a history of reinvention
spanning over two centuries, which has demonstrated its resilience
in the face of market disruptions. The company underwent a trans-
ition from the production of salt, oil, and soap to detergents, driven
by a persistent capacity to link firm renewal with changing market
demands. This adaptability is a testament to the passion and per-
severance that have been hallmarks of the family business (Molly &
Laveren, 2018).

Yamasa Corp.’s dedication to renewal is exemplified by its "Ori-
ginal Recipe Manufacturing" system, which encompasses a cutting-
edge factory designed for the production of bespoke products. This
facility is equipped with advanced production management systems,
flexible production capabilities, various filling machines, and com-
prehensive hygiene and traceability systems, which collectively en-
sure smooth operations and high-quality output (Ohara, 2017). In the
nineteenth century, Friedr Schwarze GmbH exemplified the drive for
renewal when Gottfried Schwarze travelled to America to learn about
new technologies. Upon his return, he implemented modernised pro-
duction processes, introduced new technologies, and enhanced effi-
ciency (Calabro, 2015). Similarly, at the end of the 19th century, J.D.
Neuhaus GmbH expanded from a traditional blacksmith’s shop to a
more sophisticated operation by constructing a new facility and util-
ising muscle-powered machines, thereby enhancing production cap-
abilities (Heider et al., 2019).

In response to the expropriation of their previous workshops due
to an urban sanitation plan, D’leteren S.A. initiated a relocation and
construction project that resulted in the establishment of a model
workshop. This initiative involved the integration of various trades
and craftsmen, exemplifying the company’s commitment to renewal
and resilience (Debackere, 2020). Okaya Ltd.’s internal system re-
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forms under successive leadership from 1764 to the late 19th cen-
tury strengthened the company’s foundations, illustrating a long-
term commitment to internal renewal and stability (Ito, 2014). Pictet
S.A. has a system of management by owners in place. It fosters a dis-
tinctive style of collaboration that facilitates continuous self-renewal.
This unique system ensures the company’s adaptability and longev-
ity by providing new ideas while maintaining a balance in regards to
tradition (Groth & Simon, 2022).

Taken together there is a clear demonstration of the prevalence
of renewal in the case studies. Each company has demonstrated a
distinctive approach to adapting and transforming in response to
evolving challenges, thereby securing their place in history as long-
lived enterprises. This theme connects naturally to the sections about
innovation, business challenges, business adaption and foresight, as
all are about change in one way or another.

13.3.3 Management Philosophy

This review of the Henokiens case studies reveals a common thread:
their unwavering commitment to strong management philosophies.
Viellard Migeon & Cie exemplifies this through it’s loyalty to a
product, the region and the knowledge the company has gathered
over time.

“We have to look towards the future, and be confident,

but never forget that the history of VMC is deeply embedded in the past
and the surrounding towns’

— Christophe Viellard (Battard, 2010)

underlines Christophe Viellard, the president of Viellard Migeon &
Cie in 2010 (Battard, 2010).

Similarly, Pollet S.A.’s management philosophy is proactive and
future-focused. Jean-Nicolas maintains this forward-looking perspect-
ive, consistently planning 18 to 24 months ahead. He is of the opinion
that in order to achieve future advancements, the groundwork must
be laid well in advance. For him, innovation is not merely a means
of generating revenue; it is a strategic vision that ensures sustainable
growth. (Molly & Laveren, 2018)

Beretta S.p.A. demonstrates how a long-standing tradition of dex-
terity — managing internal integration while adapting to external
changes — can become a significant competitive advantage. This dual
philosophy enables family businesses like Beretta S.p.A. to remain
at the pinnacle of their respective sectors, integrating historical com-
petencies with contemporary demands (Widz & Ward, 2020). The
concept of anti-fragility, as portrait in the case of Augustea S.p.A.,
represents a distinctive aspect of adaptability. The company is adept
at transforming challenges into opportunities, viewing obstacles not
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as setbacks but as stimuli for growth. This approach to leveraging
difficulties to foster resilience and innovation distinguishes Augustea
S.p.A. in its field (Tomaselli, 2022).

Management philosophies from long-living companies also often
emphasize stability and continuity as integral elements that under-
pin their enduring success. At Friedr Schwarze GmbH, the family
shareholders maintain their strategic influence by electing represent-
atives to the Beirat (advisory council), a supervisory board with a
five-year mandate. The Beirat guides the firm’s strategic direction.
This structure ensures a balance between long-term stability and a
certain degree of flexibility, which is crucial for adapting to changing
circumstances. Furthermore, continuity breads continuity: ‘As fam-
ily companies are mostly managed by family members, they have to
correct all the mistakes they make by themselves.”. (Calabro, 2015)

The management style of Pictet S.A. can be described as consensus-
oriented, whereby decisions are collectively made by the Partners.
This approach not only enhances the efficiency of decision-making
but also fosters a sense of shared responsibility, particularly when
adverse outcomes are anticipated. The Partners view themselves as
custodians of wealth, emphasising the importance of preserving and
passing on the business without selling it to outsiders or allowing
external investors to gain control. This philosophy ensures the long-
term stability and integrity of the company. (Groth & Simon, 2022)

At Garbellotto S.p.A., the company’s adherence to the philosophy
of maintaining orderliness is evident in its emphasis on business plan-
ning and order. The inscription in Latin at the company’s entrance,
‘serve orderliness and it will be your servant,” encapsulates the belief
that orderliness should be served. This focus on meticulous planning
and structured management practices contributes to the company’s
enduring stability and success (Tomaselli, 2014).

It becomes evident that a long-term vision and responsibility are
pivotal factors in management philosophies of long standing compan-
ies. Yamasa Corp.’s philosophy articulates the fundamental purpose
of the company’s existence. The company places great importance
on originality and differentiation, which it believes are essential for
maintaining a competitive edge in the business world. Furthermore,
it emphasises the importance of contributing to society through busi-
ness activities, thereby serving the public interest. This long-term vis-
ion was further reinforced by Michio, who, during his 33-year tenure
as president, consistently focused on the enduring prosperity of the
company rather than short-term gains. (Ohara, 2017)

Similarly, Pollet S.A. espouses a philosophy that financial wealth
is not the primary objective. Instead, the company endeavours to
achieve a balance between profit and broader societal benefits. This
approach is deeply rooted in the family’s Christian values and hu-
manistic outlook, which inform their actions beyond mere financial
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considerations. The family’s prudent approach to business decisions
reflects their strong focus on maintaining the company’s continuity
and responsible stewardship for future generations (Molly & Laveren,
2018). C. Hoare & Co. demonstrates a clear commitment to a socially-
oriented business model as well. The company is not driven by the
pursuit of maximum profit, nor is it pressured by external sharehold-
ers to meet short-term profit objectives. This autonomy permits the
bank to prioritise the impact on its stakeholders, thereby aligning
with its overarching purpose. This stakeholder-centric strategy serves
to illustrate the bank’s dedication to conducting its business in a so-
cially responsible manner, with a particular emphasis on the social
dimension of its operations (Labaki, 2022).

These examples collectively demonstrate how long-living compan-
ies integrate a long-term vision and a sense of responsibility into their
management philosophies. By prioritising societal contributions, eth-
ical values, and stakeholder impact over short-term profits, these com-
panies ensure their sustained relevance and success over an extended
period of time.

Another recurring theme in management philosophy is the commit-
ment to tradition and community. Viellard Migeon & Cie exemplifies
this by maintaining unwavering loyalty to its product, local area, and
century-old expertise. This steadfast dedication has enabled Viellard
Migeon & Cie to weather economic crises and retain its status as a
global leader, illustrating the resilience that tradition and local allegi-
ance can provide (Battard, 2010). The enduring success of Hoshi Ry-
okan Ryokan can be attributed to a philosophy that emphasises learn-
ing from and relying on nature. The inn’s management philosophy
is inextricably linked to the natural world, reflecting a profound re-
spect for environmental wisdom. One of the key traditional philo-
sophies at Hoshi Ryokan is ‘Learn from water (by oneself)” which
emphasises the importance of self-reflection and continuous learn-
ing from nature’s elements (Ohara, 2015). Garbellotto S.p.A. has es-
tablished a robust reputation through the management philosophy
of relationships that are founded upon fairness, mutual respect, and
trust. This approach has enabled the company to cultivate robust and
enduring partnerships, thereby solidifying its standing within the in-
dustry and community. This philosophy can be traced back to Garbel-
lotto S.p.A.’s commitment to traditional values (Tomaselli, 2014). Hot-
tinguer S.A., under the guidance of Jean-Philippe Hottinguer, a sixth-
generation family member, espouses the virtues of perseverance and
humility in their management philosophy. These virtues have been
fundamental to the bank’s foundational principles, reinforcing a cul-
ture that values consistent, modest progress over time (Labaki, 2017).
Yamamotoyama Ltd.’s management philosophy draws from Buddhist
principles, particularly the concept of ‘altruistic mind (compassion).’
This philosophy prioritizes the benefits of others, embodying a self-
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less approach to business that has guided the company’s operations
and interactions. This altruistic mindset has fostered a strong sense of
community and ethical conduct within Yamamotoyama Ltd. (Ohara,
2020).

Committing to tradition and the community, themes that re-occur
in the section about employees and also in the core section, seem to
be reflected in the philosophy of the management. It is seen in direct
quotes and surfaces throughout the cases generally. Another commit-
ment can be found in the cases. The emphasis on quality and niche
markets emerges as an additional, pivotal factor. Toraya Ltd. has stra-
tegically chosen not to expand beyond its 8o domestic stores in Ja-
pan. This deliberate decision serves to illustrate their commitment
to maintaining exceptional quality and preserving their prestigious
brand image (Ohara, 2014).

On a similar note, Van Eeghen & Co B.V. has demonstrated its
expertise in identifying and capitalising on niche markets. The com-
pany’s functional food ingredients business unit represents the ad-
vent of a new phase in its niche activities. Van Eeghen & Co B.V.
proactively seeks out products with niche potential before they be-
come mainstream commodities. This proactive approach ensures that
the company remains at the forefront of emerging market trends,
thereby maintaining its relevance and competitive edge. The genetic
code of Van Eeghen & Co B.V. is characterised by a commitment to
continuity, with a sustained focus on innovation within their niche
markets (Mangematin, 2014). In the jewellery industry, Mellerio S.A.
has sustained its success by continually seeking new clients, given
that its market comprises a wealthy yet limited clientele. The con-
stant search for new customers is vital due to the high value nature
of their products, which necessitates a targeted approach to main-
taining and expanding their client base (de Marsac, 2015). Grondona
S.p.A.’s management philosophy is inextricably linked to the qual-
ity of its products, which are founded upon the bedrock principles of
tradition, harmony, and simplicity. This concentration on these found-
ational values ensures that the company’s offerings consistently meet
high standards of quality, appealing to a discerning customer base
that appreciates these attributes (Labaki, 2023).

It can be posited that the philosophy of management is predicated
on the assumption that a stable geographical and capital base is a pre-
requisite for fostering innovation. Furthermore, it is prudent to plan
ahead, lay the groundwork early, and adapt and take on transforming
challenges as opportunities arise. The presented examples illustrate
also, how the companies have managed to maintain a long lifespan
and even healthspan, while simultaneously upholding the quality
of their products while maintaining their original commitments. Al-
though the specifics may vary, we can discern a robust managerial
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philosophy that does not impede the company’s growth but rather
provides guidance and allows for its perpetual evolution within time.

13.3.4 Entrepreneurship

One of the most notable characteristics of the Henokiens case studies
is their entrepreneurial spirit. This is evidenced by both historical and
contemporary examples, as well as by overcoming challenges and
many other points in time. Let’s first have a look at some historical
examples of entrepreneurship.

Gekkeikan Ltd.’s origins trace back to 1637 when Jiemon Okura,
the founder, relocated from Kasagi to the flourishing Fushimi district
of Kyoto, a bustling castle town, post station, and port. There, he es-
tablished a brewery named ‘Kasagiya,” producing a sake brand called
‘Tama-no-Izumi’ (Ohara, 2016). This strategic move highlights Jiemon
Okura’s entrepreneurial foresight in choosing a location with signi-
ficant commercial potential. Furthermore, Toraya Ltd. experienced a
significant entrepreneurial shift in 1869 when it decided to open a
store in Tokyo following the relocation of Japan’s capital from Kyoto
to Tokyo (Ohara, 2014). This strategic shift represented a pivotal mo-
ment in Toraya Ltd.’s evolution, exemplifying the company’s capacity
to be entrepreneurial. In 1820, Jean Catherineau, a carpenter entre-
preneur, ventured into a new business by fitting out scows, which
turned out to be very beneficial for the business and showcases his
innovative approach to expanding his family business (Hirigoyen,
2017). Hottinguer S.A. was founded by Hans-Konrad Hottinger in
1786, at the age of 26, marking the beginning of the Hottinger bank-
ing legacy. The following year, his name appeared under the heading
‘Bankers’ in the Royal Almanac of France, thereby signifying the estab-
lishment’s early recognition. Moreover, his role extended beyond that
of a banker, encompassing the presidency of the Compagnie Générale
des Eaux and the Imperial Ottoman Bank, the vice-presidency of
the Chemins de Fer Paris-Lyon and the Caisse d’Epargne de Paris,
and the position of board member at the insurance company ‘La Na-
tionale” (Labaki, 2017). These roles serve to illustrate his considerable
entrepreneurial abilities and his the ability to achieve and do in many
places.

Amarelli S.p.A.’s entrepreneurial journey began in artisanal pro-
duction of liquorice. It had an entrepreneurial push with the estab-
lishment of a proto-industrial plant called ‘concio” in 1731. This facil-
ity was crucial for scaling the production of licorice (Tomaselli, 2018).
The creation of this plant marks a significant step in the industrializ-
ation of Amarelli S.p.A..

Likewise, ].D. Neuhaus GmbH also went through a similar step.
The family’s entrepreneurial legacy dates back to around 1700, with
men in the family initially working as village blacksmiths and farriers.
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Their craft evolved to include the production of winches and screws,
indicating a shift towards specialization in technical devices and also
demonstrating their entrepreneurial capacity in adaptation. (Heider
et al., 2019)

In the case of D'leteren S.A., after gaining sufficient experience and
financial stability, the founder took over a small workshop in Brus-
sels, beginning his independent business journey (Debackere, 2020).
This move reflects the entrepreneurial spirit of seizing opportunit-
ies to create one’s enterprise. Another buy-out business start was
when C. Hoare & Co. was founded by Sir Richard Hoare, who, after
completing a seven-year apprenticeship in 1672, became a freeman
of the Worshipful Company of Goldsmiths. This status allowed him
to trade independently after acquiring the business from his former
master’s widow in 1673. Sir Richard’s achievements extended bey-
ond business; he successfully transitioned from goldsmithing to bank-
ing and served as Lord Mayor of London twice and a Member of
Parliament, highlighting his exceptional entrepreneurial and leader-
ship skills (Labaki, 2022). One of Okaya Ltd.’s entrepreneurial leaps
occurred in 1871 when Sousuke Masayuki decided to market clois-
onné wares internationally. He founded the Aichi Cloisonne Com-
pany with a capital of 30,000 yen, making it the first private capital
company in Nagoya (Ito, 2014). This venture underscores his pioneer-
ing spirit and a significant entrepreneurial spirit by risk-taking in the
history of Okaya Ltd..

Another characteristic of many of the entrepreneurs in the case
studies is expansion into new markets. For example, when Toraya
Ltd. expanded its presence beyond its home market of Japan by es-
tablishing Toraya Ltd. Paris in 1980, where it began producing and
selling wagashi while also running a café (Ohara, 2014). Van Eeghen
& Co B.V,, on the other hand, recognized the potential in niche mar-
kets and, in the early 1960s, invested in the dehydrated vegetables
and culinary herbs sector (Mangematin, 2014). This strategic move al-
lowed the company to diversify its product offerings and tap into spe-
cialized markets, showcasing its adaptive and forward-thinking ap-
proach which is another mark of long-standing companies. Moreover,
in 1951, Friedr Schwarze GmbH demonstrated a similar entrepreneur-
ial mindset by establishing a Coca-Cola franchise, thereby founding
a partnership and new enterprise for the Schwarze family. This ex-
pansion continued with the acquisition of Koenig & Schlichte in 1990,
which brought a portfolio of traditional and established brands into
the family business. The formation of the Schwarze & Schlichte distri-
bution company was pivotal in the successful internationalization of
several brands, highlighting the company’s ability to leverage acquisi-
tions for global growth and demonstrating entrepreneurial spirit (Ca-
labro, 2015). Frangois Mellerio’s entrepreneurial journey commenced
in 1784, when he arrived in France and endured the Revolution. In
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1801, he established a successful jewellery firm. His connection with
the Bonapartists, particularly as a supplier to Empress Josephine, ex-
emplifies the potential for strategic relationships to enhance business
prospects. Mellerio S.A. further consolidated its reputation by attain-
ing the designation of ‘supplier to Her Majesty the Queen of Spain’
in 1860, thereby underscoring the pivotal role of entrepreneurial in-
dustriousness and fine sense for a worthwhile expansion of business
interests (de Marsac, 2015).

A former market can also be a novel market. Catherineau had
already fitted out scows in the 1820s, then at the end of the 1990s
the 28-meter-yacht Mari-Cha and is now diving deeper into the
luxury yacht market under the lead of Anne-Sophie Catherineau
(Hirigoyen, 2017). Beretta S.p.A.’s strategic acquisitions in the new
millennium, including Burris and Steiner, enabled the company to
enter the optics and tactical equipment market. This vertical integra-
tion into scopes, binoculars, laser aiming devices and high-end night
vision and beacon markets highlights Beretta S.p.A.’s entrepreneur-
ial approach to diversification and technological advancement (Widz
& Ward, 2020). A contrasting example for horizontal diversification
is Grondona S.p.A.’s acquisition of the bar-cafeteria Bocchia in 2013,
followed by the relaunch of its product line, illustrates its strategy to
integrate and expand within the food and beverage sector (Labaki,
2023). The subsequent acquisition of coffee roasting expertise also ex-
emplifies the company’s ability to innovate and adapt, which is also
a major topic in long-living and entrepreneurial companies alike.

In addition to diversification and expansion, adaption can also be
done by a strong entrepreneurial mindset. Yamasa Corp., coming
from the production of high quality soy sauce, exemplifies this ad-
aptation and innovation very well. It began leveraging proprietary
enzymes to break down essential bioactive substances like DNAs
and RNAs into nucleotides. This process, combined with the ap-
plication of chemical synthesis methods and bio-enzyme reaction
methods based on biotechnology, allows Yamasa Corp. to develop
and supply a diverse range of nucleic acid compounds globally
(Ohara, 2017). This strategic development into biotechnology high-
lights Yamasa Corp.’s knowledge of it’s product as well as an enorm-
ous ability to innovate, adapt and be an example for creativity and
forward thinking. Augustea S.p.A., over the last decade, has under-
gone a comprehensive restructuring project aimed at strategic reori-
entation. This transformation involved a series of corporate opera-
tions including demergers, disposals, acquisitions, transformations,
and the constitution of new companies (Tomaselli, 2022). This reori-
entation shows an entrepreneurial spirit, interest in the company and
strategic foresight by adapting their business model to the given busi-
ness environments. The entrepreneurial adaptation and innovation of
Giuseppe Grondona is evident in his utilisation of local resources in
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the purchase of a mill in 1820, which he subsequently transformed
into a pasta factory. By utilizing surplus flour from local farmers and
harnessing energy from a nearby stream, Giuseppe effectively max-
imized available resources. Later, in 1850, Francesco Grondona, Gi-
useppe’s son, further expanded the business by moving operations
to the Verde torrent, an area known for its consistent water supply.
This move allowed the production of both pasta and bread, show-
casing the family’s adaptive strategies to optimize production and
entrepreneurship across generations (Labaki, 2023).

Furthermore, it is necessary to consider some of the challenges, that
have been overcome by companies engaged in entrepreneurial activit-
ies. Toraya Ltd. encountered considerable obstacles during its interna-
tional expansion, particularly in establishing its Parisian branch. The
challenges encountered included sourcing ingredients, acquiring the
needed manufacturing equipment, and managing cultural conflicts
between French and Japanese employees. Likewise, the introduction
of the unfamiliar concept of wagashi to the French market presen-
ted additional challenges (Ohara, 2014). Following the Second World
War, Giobatta Garbellotto was among the first to enter Yugoslavia.
He was seeking the valuable wood with few knots in the forests of
the Balkans. This endeavour was not without its challenges. Crossing
the border area occupied by the Allies with a special pass entailed
considerable sacrifices and a certain degree of risk-taking (Tomaselli,
2014). Amarelli S.p.A.’s capacity to surmount obstacles in an entre-
preneurial manner is exemplified by Nicola Amarelli, who steered
the enterprise through challenging periods during the mid- to late-
nineteenth century. Despite adverse conditions, Nicola expanded the
market influence of Amarelli S.p.A., exporting products to England
and the Austro-Hungarian Empire, and received numerous accolades
for the quality of their licorice (Tomaselli, 2018).

The examples show, that entrepreneurial spirits encounter chal-
lenges. In the cases they had been overcome by taking risks and being
brave and maybe some luck, it is shown in the section about overcom-
ing challenges. The Henokiens cases concern family firms. The last
section of entrepreneurship will therefore examine the relationship
between family legacy and entrepreneurship, this is an intersection
that is also common in long-living companies.

Beligné S.A.S.’s legacy showcases how each generation contributes
uniquely to the family business, reinforcing and evolving its core val-
ues and practices with each passing era, a theme which can be also
observed at Hottinguer S.A. (Charlier, 2018; Labaki, 2017). In the Pol-
let family, Raphaél Pollet, at the young age of 25, took control of
the family business during a critical period of desperation. As the
grandson of Raphaél-Dominique, he was determined to revive the
business by introducing necessary new technologies that responded
to the changing market conditions (Molly & Laveren, 2018). His lead-
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ership marked a pivotal turn in the company’s history, illustrating
how entrepreneurial vision can rejuvenate a struggling enterprise.

To come to an end on the discussion on entrepreneurship, let’s
consider the founding case of A.E. Kochert GmbH. Jakob Heinrich
Ko6chert commenced his career when he applied to work for the
French goldsmith Emmanuel Pioté (who resided in Vienna). He even-
tually married into the family and became a partner in the goldsmith
business. He had acquired expertise during his apprenticeship in
St. Petersburg, which he subsequently employed in the mounting of
large gems, thereby significantly enhancing the business’s reputation
and capabilities. (Hirt, 2022)

So he learned the trade, became very good, then was lucky regard-
ing his opportunities and then successfully took over and lead a small
family business. This perseverance and hard work with a long traject-
ory seems typical for the entrepreneurship style of long living busi-
nesses.

To conclude the section on entrepreneurship we can safely say, that
entrepreneurial spirit is very much present in the long-living com-
panies of the Henokiens. Although they seem to be no strangers to
risk, it'd be very interesting to quantify the risks taken, so that some
comparison could be made. But even though we cannot quantify the
risks, they seem to have fit well enough so that the companies are still
with us today and thrive.

13.4 FAMILY AND CORPORATE GOVERNANCE

The case studies show, that the governance of the firm mixes in family
firms with the governance of the family. This goes so far, that for the
purpose of this thesis, three distinct parts need to be described sep-
arately. The chapter on Corporate Governance already showed how
Entrepreneurship and other qualities are influenced by the heritage
and duty not only to the business, but also to the family. In the fol-
lowing section we’ll examine this interface with greater detail. After
the section, we discuss Family Governance in an extra section.

It is generally difficult to draw hard boundaries between family
and business in a family business, as they naturally influence each
other. The decision to divide them as it was done for this thesis, aims
not to divide the themes artificially, but to clarify and support the
understanding of these themes. Furthermore it should be noted, that
the boundaries are fluent over time, different for each generation and
each individual family firm.

13.4.1 Vision

A vision is often related to a greater good, maybe implicit, but guid-
ing. It seems likely that firms that endure, have meaningful visions
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for the future. We have seen very similar occurrences of vision-like
philosophies in other section, linked to at the bottom of this theme.
This section’s purpose is to highlight the importance of a vision and
to show more examples where vision is shown.

Toraya Ltd., as our fist example, has always been driven by vis-
ionary leadership. Mitsuo Kurokawa exemplifies this with his am-
bitious plan to expand the market for wagashi overseas. He is act-
ively working on a business plan that includes a mission statement,
“Yokan (sweet bean jelly) to the World,” highlighting his global aspir-
ations (Ohara, 2014). In parallel, Revol S.A. has demonstrated vision-
ary leadership through its history, for example the third-generation
owner Joseph-Marie made extensive plans for the company’s future.
This long-term planning has continued, with the company actively
addressing new audiences and engaging opinion leaders to promote
their culinary porcelain (Mangematin, 2017). Hottinguer S.A.’s his-
tory and probably first vision dates back to 1783 when Hans-Konrad
Hottinger joined his uncle’s bank in Geneva. Inspired by Jacques
Necker, a prominent financier, Hans-Konrad expressed a strong de-
sire to move to Paris and follow in Necker’s footsteps. He followed
this vision and created the first bank after his family name in 1786
at the age of 26 (Labaki, 2017). The origins of Pollet S.A. are rooted
in the first industrial revolution. The Pollet family, guided by their
strict Christian education, successfully adapted to the new industrial
era. Initially known for their work as ‘maitre graissier,” they did in-
novative work to produce soap. The founders, Léonard-Gilles and his
son Simon-Léonard, are remembered as early visionaries who trans-
formed their family business to participate actively in the industrial
revolution, rather than merely surviving it (Molly & Laveren, 2018).
From Pictet S.A. we learn about a sustained vision. The partners col-
lectively aspire to enhance the bank continuously, thereby ensuring
its perpetuation in the most optimal condition for the next genera-
tion. This forward-looking mindset is indicative of the importance of
sustained vision and continuous improvement within the company
(Groth & Simon, 2022).

Visions have been there and in place at long-living companies. They
can be seen in these examples, and also in the Entrepreneurship and
Management Philosophy section respectively.

13.4.2 Generational Wisdom

Exemplified in the case studies is generational wisdom, acquired by
long-lasting companies and owner-families through time, and how
it plays a crucial role in the longevity and success of these family
businesses. Its serving as a foundation that is continuously passed on
and influences both family and business practices. This sub-theme of
legacy and continuity is illustrated through a number of case studies.
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Van Eeghen & Co B.V.,, for instance, posits that continuity is in-
trinsic to the organisation, suggesting that continuity is not only in-
herited via generations but also bestowed, in a manner analogous to
other forms of talent (Mangematin, 2014). Adding to this, the Viel-
lard family of Viellard Migeon & Cie, exemplifies the advantages of
a long-term involvement in a market. Despite facing market fluctu-
ations, financial losses, personnel downsizing, and crises, their sus-
tained engagement has cultivated a deep understanding of market
dynamics, which has been pivotal to their resilience and expertise.
This wisdom is collected and applied through generations (Battard,
2010). The longevity of Mellerio S.A. is attributed to the dedication of
each generation to surpassing the achievements of their predecessors.
This unwavering commitment to continuous improvement has been
a fundamental factor in maintaining the dynasty’s relevance and suc-
cess over time (de Marsac, 2015). The connection between family val-
ues and innovation, renewal and tradition is visible in the case. While
case study of Hottinguer S.A. exemplifies the intergenerational trans-
fer of both financial and socio-emotional wealth (Labaki, 2017), Ber-
etta S.p.A.’s legacy is sustained by the founding father’s guiding prin-
ciple of ‘Prudence and Audacity.” Over the course of fifteen genera-
tions, the family has managed to reconcile tradition with innovation,
ensuring the company’s evolution while honouring its historical roots.
The generational wisdom of Beretta S.p.A., which has been practised
for over three centuries, is derived from the Buddhist interpretation
of management: ‘to keep pursuing philosophy and truth throughout
life.” (Ohara, 2020).

C. Hoare & Co. gives us concrete examples in the strategic import-
ance of prudent banking practices and maintaining impeccable cus-
tomer credentials. This lesson is rooted in historical experiences such
as the Wall Street Crash. The accumulated knowledge serves C. Hoare
& Co. as a reference for subsequent generations, thereby ensuring in-
formed decision-making in both prosperous and challenging times.
Michael Hoare’s reflection on the role of luck in their enduring suc-
cess serves to highlight the significance of prudent decision-making
and maintaining family control within a stable political environment.
He also suggests that ‘Luck in the original choice of an activity that
is both durable and sufficiently simple for succeeding generations to
be able to adapt to it;” is crucial for a business venture’s longevity
(Labaki, 2022).

In addition to the accumulation of luck and multi-generational ex-
perience, the case studies illustrate instances where generational wis-
dom is generated, particularly in the context of crisis management.
Michio Hamaguchi, the 12th-generation head of the Yamasa Corp.
dynasty, asserts that a crucial aspect of their longevity is the acknow-
ledgment that life is not always a bed of roses. Throughout their his-
tory, they have encountered numerous challenges and ventures that
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did not succeed. For example, they established retail outlets for fish-
ing equipment on the Goto Islands, which ultimately proved unsuc-
cessful. Furthermore, an attempt was made to operate an iron mine in
the northern part of Iwate Prefecture, but this also proved unsuccess-
ful. Likewise, during Michio’s grandfather’s tenure, the company en-
gaged in the trading of marine products originating from Hokkaido,
and suffered significant losses when the market collapsed. This led
to the company’s near acquisition by another entity. Despite these
setbacks, Yamasa Corp.’s enduring legacy can be attributed to their
capacity to learn from these failures and to concentrate on their core
business. This is evidenced by their continued engagement with the
soy sauce business, which has served as a source of resilience over
centuries. Michio’s reflection indicates that while younger employees
may question the lack of diversification, the company’s history of un-
successful ventures has taught them the value of maintaining a focus
on their core competencies. (Ohara, 2017)

Although we have to mention that Yamasa Corp. has successfully
ventured into bio-chemical processes and is now working with phar-
maceutical companies. The venture from food to life-science seemed
to be successful.

The transfer of generational wisdom is also often evidenced by the
delicate balance between innovation and tradition. It is mentioned
here to highlight it's connection to generational wisdom and has it’s
own chapter. Exemplified by Ohara (2014) in the case of Toraya Ltd.,
this balance is evident in it’s history, where the importance of integ-
rating innovation within the framework of established traditions has
been a guiding principle. The current leader is aware that in order to
maintain the company’s longevity, it is necessary to continue to be
innovative while still incorporating the important parts of the tradi-
tions that have lasted throughout the years. This perspective has been
perpetuated through the generations, conferring upon the company
resilience and adaptability during challenging periods. Mitsutomo
Kurokara, the 16th owner, encapsulates this ethos by stating

“Tradition is the continuance of innovations.’
— Mitsutomo Kurokara (Ohara, 2014)

The application of innovative methods enables the business to endure
for an extended period, thereby facilitating the creation of tradition.
This philosophy is now embodied by Mitsuhiro Kurokawa, the 17th
owner, who continues to uphold and evolve the company’s legacy
(Ohara, 2014).

In a very similar matter the case Friedr Schwarze GmbH illustrates
the critical role of learning for generations. Friedrich Schwarze as-
serts that the continuous learning process among family managers is
a crucial factor in ensuring long-term success. He notes that, as family
companies are typically managed by family members, they must cor-
rect all errors made by themselves. In contrast to large corporations,
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which frequently adopt a hire and fire approach or a revolving door
of leadership, family businesses benefit from the cumulative learning
derived from managing their own errors. This process becomes em-
bedded in the organisational culture, fostering a culture that values
perseverance over quick fixes. Such companies are not driven by the
pursuit of immediate success and are less likely to abandon their ef-
forts during periods of crisis. This approach ensures their long-term
viability and stability (Calabro, 2015).

Generational wisdom also lies in lifelong learning and adaption to
circumstances. Adaption will be a separate chapter, but it should be
mentioned in relation to generational wisdom, which spans centuries.
One of the key traditional philosophies espoused by Hoshi Ryokan is
the notion of learning from water (by oneself). This concept is de-
rived from the Japanese words for from water and by oneself, which
share identical pronunciation, mizukara. It argues that we should
learn from water, which exhibits the capacity to adapt its shape to
fit any container, flows from high to low without opposing the force
of gravity, and enters any space it encounters. The concept is some-
what metaphorical, yet with a modicum of imagination, the teaching
can be applied in a multitude of situations. (Ohara, 2015)

Another form of generational wisdom and learning is the mastery
of craftsmanship. This phenomenon is exemplified by Garbellotto
S.p.A.. Since 1775, the profession and art of cooper have been handed
down from generation to generation. The manufacture of barrels is a
craft that must be learned through practical experience. The master
coopers therefore try to convey all the trade secrets to the apprentices
from generation to generation (Tomaselli, 2014). This has implications
on the value of employees, similar to the social networks of the part-
ners of Pictet S.A.. Some qualities might only be gathered through
time and even through generations (Groth & Simon, 2022).

Family values, also in a separate chapter, can take the form of gen-
erational wisdom. Jean-Henri of Hottinguer S.A. left a code of con-
duct regarding bank affairs. The 6th generation of the family still
today adheres to the tenets of these ideas. The bank’s core principles,
as espoused by Jean-Philippe, stress that services provided should be
aligned with the interests of clients, without risking their wealth. This
principle should be particularly emphasised in times of economic
crisis (Labaki, 2017). In beyond the domain of banking, there is also
a wealth of generational wisdom to be found in the realm of family
values. Orlando Grondona, a third-generation member of the family,
compiled a notebook containing historical and original family recipes.
He recorded traditional recipes, confided by local housewives, and
observations of kneading, cooking and baking techniques. These ref-
erences subsequently became a valuable source of knowledge over
time (Labaki, 2023).
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Generational Wisdom, as we learn from the examples, is an essential
characteristic of the family firms. It is reflected in many ways, but is
clearly visible in the ways on how situations are managed, how the
business is run, how affairs are conducted. It consists also of deep
understanding of the markets, the products, production and the busi-
ness partners. It might be the shoulders of the giants that the next
generation might stand on. As such, it is can be a great advantage in
the business world and particularly as entrepreneurs where certain
knowledge is crucial.

13.4.3 Long-Term Thinking

The theme of long-term thinking plays a central role in the analysis
of the strategic decisions and values that have contributed to the sus-
tained success and longevity of several enduring companies. The case
studies reveal a consistent emphasis on continuity, family legacy, and
Forecast and Foresight, which form a foundation of these companies’
philosophies. In the study we see two manifestations of long-term
thinking: the awareness and the practical implementation of long-
term thinking. We will now proceed to discuss the initial manifesta-
tion, which will then be followed by a discussion of the second mani-
festation, which will in turn lead us directly to Long-Term Acting.
For instance, the philosophy of Van Eeghen & Co B.V. is deeply
rooted in the objective of continuity, which has guided its strategic
decisions over the past four centuries. This long-term objective not
only influences their business practices but also underscores com-
mitment to sustainability and risk management (Mangematin, 2014).
Hoshi Ryokan has demonstrated resilience over a period of over 1,300
years, demonstrating the long-term thinking that is also embedded in
the reflections and practices of its current proprietor. He emphasises
the importance of assuming responsibility and persevering through
challenges to ensure the legacy is sustained and the organisation ad-
apts to new societal needs (Ohara, 2015). These cultural shifts often
tangent the core, as has been discussed in the chapter Cultural Shifts.
Michio Yamasa’s leadership for over 33 years exemplifies the im-
portance of prioritizing long-term prosperity over immediate gains.
His approach is a testament to the typical business model of long-
living Japanese corporations, where strategic planning and a forward-
looking mindset are crucial (Ohara, 2017). Joseph-Marie Revol, back
in 1800, showcased visionary leadership by making plans for his
business far into the future. This foresight allowed the company to
navigate through various challenges and continue thriving. Similarly,
the current focus on envisioning the next turn for Revol S.A. under-
scores the ongoing need to prepare for future market dynamics while
maintaining core business strengths (Mangematin, 2017). Pollet S.A.’s
strong will to keep the family business within the same family re-
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flects a deep-rooted commitment to preserving family legacy and con-
tinuity (Molly & Laveren, 2018). D’leteren S.A.’s strategic approach,
which encompasses a forward-thinking perspective of up to ten years,
rather than a narrow focus on quarterly results, exemplifies the signi-
ficance of establishing a long-term vision for future generations. This
perspective, inherited from their predecessors, places a high value on
family and the company’s enduring success (Debackere, 2020). The
blueprints for Yamamotoyama Ltd. that Nami Yamamoto drew over
the next 100 years, with the full support of Kaichiro, demonstrate a
long-term strategic commitment on the part of the company to adapt-
ing to new demands and ensuring its longevity. This initiative rep-
resents a synthesis of tradition and innovation, with the objective of
ensuring long-term success (Ohara, 2020).

In the case of C. Hoare & Co., sustainability is defined as dur-
able business success, family cohesion, and close connections with
the community (Labaki, 2022). We discover similar standpoints at
Grondona S.p.A., as it’s distinctive perspective on continuity, focus-
ing less on profit maximization and more on long-term performance
and stability, sets it apart from its competitors (Labaki, 2023).

The practical side of long-term thinking is equally interesting, as
we whitness how thinking is enabled through various measures. This
can be seen in Van Eeghen & Co B.V.s strategy of limiting risk
and maintaining recovery capabilities by avoiding overinvestment
(Mangematin, 2014). At Viellard Migeon & Cie, innovation is en-
couraged within a strategic framework that prioritises the company’s
longevity. This equilibrium between creativity and long-term plan-
ning enables both employees and managers to take risks while ensur-
ing the firm’s future viability (Battard, 2010). Mr. Schwarze’s recog-
nition of the strategic importance of responsible family shareholders
at Friedr Schwarze GmbH points to cohesive decision-making, aimed
at preserving the firm’s wealth and legacy. In the 20th century, the
firm also consolidated it’s capital by organising the shareholdings in
three groups of the family (Calabro, 2015). Similarly, at Catherineau
S.A.S., the model of focusing on long-term strategy and cognitive gov-
ernance, underscores the importance of organizational structure in
achieving sustainable survival and creating value (Hirigoyen, 2017).

Garbellotto S.p.A.’s careful evaluation of strategic and financial vi-
ability before purchasing new headquarters demonstrates similar to
Mellerio S.A., which does not want to stray from it’s core business
and wants to remain in the artistic domain, a commitment to making
informed, long-term decisions that align with the company’s vision
(de Marsac, 2015; Tomaselli, 2014). Revol S.A. demonstrates long-term
thinking by combining their baseline with new developments in each
period (Mangematin, 2017). Thinking across generations shows also
up in the case of Beligné S.A.S.. While the older generation tradition-
ally ensures that the successor is well prepared to take over the family
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business, we also learn that following the 1oth generation, the next
successors studied business (Charlier, 2018). Grondona S.p.A. pub-
lished a book to it’s 200 year anniversary in 2020, entitled: ‘Our first
200 year-anniversary of Biscottificio Grondona’ (Labaki, 2023). Which
is a humorous note on their intention of keeping their Business Her-
itage well.

In conclusion, the case studies demonstrate that long-term thinking
is a multifaceted characteristic of the firms longevity which encom-
passes strategic planning, family legacy, risk management, innovation
and more. These elements are of critical importance for the sustained
healthspan and longevity of enduring companies, and the case stud-
ies are offering valuable insights into more sustainable ways of think-
ing about business.

13.4.4 Long-Term Acting

There is an advantage to thinking in terms of slightly longer time
scales than quarterly results, and this must be followed by long-term
action. Van Eeghen & Co B.V.’s strategic decisions are profoundly
influenced by its long-term objectives, which have enabled it to ad-
apt and flourish through significant historical changes. One notable
strategy is its commitment to regular diversification, which involves
balancing risks to ensure stability and resilience. This approach was
evident when Van Eeghen & Co B.V. withdrew from the shipping in-
dustry, which was never its core business, and focused on niche mar-
kets, thus reducing its exposure to economic crises such as the one
in 1929. The company’s founding of an international procurement
and consulting firm in 1976, which cooperated with major global or-
ganisations, further demonstrates its skills to adapt and act for the
long-term. (Mangematin, 2014)

The case of Friedr Schwarze GmbH serves to illustrate the stra-
tegic role of the advisory board in long-term decision-making. Reg-
ular shareholder meetings and special events are organised with the
intention of fostering strong relationships among family members in
the future. This is done with the objective of ensuring a sense of be-
longing and responsibility towards the family firm. Furthermore, by
bringing the younger generations together under the umbrella of the
company is a long-term action that is good for the company and the
family cohesion. This practice is of vital importance in order to cre-
ate a solid foundation for future generations and to avoid potential
conflicts. (Calabro, 2015)

Mellerio S.A.’s longevity can be attributed to the dedication of each
generation to improving upon the previous generation’s accomplish-
ments. This dedication, driven by a passion for their profession and
a sense of responsibility to pass on knowledge and expertise, is a
crucial factor in the dynasty’s enduring success (de Marsac, 2015). Al-
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though it does not guarantee, it nevertheless provides support for the
firm’s ability to adapt to new artistic styles and stay relevant for new
customers.

Pietro Garbellotto, when he decided not to close the the factory
throughout a whole year of no orders, despite the resulting enormous
financial deficit, gives an example for the company’s dedication to its
employees and its long-term acting. This decision not only provided
support to employees but also guaranteed the company’s continued
existence. It’s also worth mentioning in this context, that many of
the employee’s families had been working for the company for gen-
erations (Tomaselli, 2014). The emphasis on family governance and
long-term acting is also evident in the case of Pollet S.A.. Antoine
Pollet, cognizant of the intricacies of transferring business ownership,
considered the establishment of a foundation to guarantee the per-
petuation of family ownership. This proactive approach is designed
to prevent conflicts and ensure the firm’s long-term existence, which
is an action to support the long-term existence of the business (Molly
& Laveren, 2018).

J.D. Neuhaus GmbH demonstrated long-term acting through stra-
tegic guidelines, such as sector independence, in achieving long-term
stability and success (Heider et al., 2019). Similarly, D’leteren S.A.’s
participation in international expositions can be regarded as a long-
term act, exposing oneself to a jury, meeting competitors and possible
customers (Debackere, 2020). C. Hoare & Co.’s adherence to a risk
appetite statement that aligns with its values ensures that it takes cal-
culated risks to meet strategic objectives without compromising its
reputation or sustainability (Labaki, 2022).

The practices underline how long-living companies not only think
about the future, but act in many ways to be prepared. This is a clear
sign, that their survival is not an accident but planned and acted
upon. Although this also might not safeguard for unexpected eco-
nomic twists or other surprising events, it can lead to a longer life
and health of any firm.

13.4.5 Overcoming Challenges

The longer a company is in business, the more challenges it has faced.
This may appear to be a self-evident proposition. But it is important to
recognise that each challenge requires time, energy, drive and, on oc-
casion, highly creative solutions and sometimes luck. In the event of
such a challenge, the incumbent director(s), family leaders and share-
holders must make decisions that may result, in the worst case, in the
loss of the business. Furthermore, the pressure from stakeholders, the
responsibility for employees and other partners, is considerable. This
is in addition to the ownership. Similarly to the section on Challenges
for the Business, we will now examine some of the ways in which
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enduring companies have successfully overcome the challenges they
have faced. Amarelli S.p.A. faced significant challenges in the begin-
ning of the 20st century when an American company entered the mar-
ket, offering farmers raw material prices four times higher than the
market rate. This aggressive pricing strategy was beyond the finan-
cial capacity of the smaller Calabrian companies, plunging them into
a crisis that led to the closure of many traditional conci (processing
plants). Despite these adverse conditions, Giuseppe Amarelli resisted
by engaging in a price war, offering higher prices to farmers even at
great personal cost. He sold land, property and even an old mill to
keep the business afloat and maintain the supply chain. (Tomaselli,
2018)

From 1777, a strict management style was introduced at C. Hoare &
Co. under the leadership of Henry Hoare, known as Henry of Mitcham,
who became a partner and dominated the bank’s operations for 50
years. During his tenure, Henry Hoare’s rigorous management ap-
proach helped the bank navigate the turbulent times of the Amer-
ican and Continental Wars. His disciplined handling of the bank’s af-
fairs resulted in a significant increase in deposits during this period.
(Labaki, 2022)

Besides market pressure and turbulent economical and political
times, succession crisis can happen to any firm, family owned or not.
The examples highlight overcoming of such crisis.

In the early 18th century, the Van Eeghen family faced a significant
succession crisis when Christiaan van Eeghen died in 1705. His wife,
Suzanna, took over the business, demonstrating remarkable leader-
ship. Suzanna’s ability to steer the company successfully through this
transition was pivotal, particularly as she had to do so again when her
eldest son died prematurely (Mangematin, 2014). Similarly, the Cath-
erineau family encountered a succession challenge in 1926 following
the death of Jean-René’s father. At the age of only 18, Jean-René was
compelled to abandon his studies in engineering in order to assume
the responsibility of overseeing his family’s business interests. Then,
his mother played a pivotal role during his 18-month absence for mil-
itary service, ensuring the seamless operation of the workshop with
the assistance of her late husband’s former employees. This collabor-
ative effort served to illustrate the resilience and adaptability of the
family in maintaining business continuity through challenging peri-
ods (Hirigoyen, 2017).

The Pollet family business faced a different kind of succession
challenge. Michel Pollet, a talented chemist, struggled to translate
his inventions into profitable ventures, leaving the company in a
weak financial position by the late 1970s. It was at this juncture that
Michel’s son-in-law, Antoine D’Hondt, stepped in. Antoine collabor-
ated closely with two external CEOs to restructure and modernize the
company, implementing a new commercial strategy, relocating and
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updating the production facilities, and developing a new product
range. These changes were instrumental in securing the company’s
future (Molly & Laveren, 2018).

The challenges documented in the Henokiens cases required action
and creativity to overcome. While some of these events are conveyed
in a compact manner, others are written in great detail. In this dis-
cussion we’ll look at both. Toraya Ltd., for example, demonstrated
resilience in the face of significant challenges, including the Great
Kanto Earthquake of 1923 and the adversities of the Second World
War. This resilience was achieved by adopting new sales promotion
techniques and advertising methods. In order to adapt and thrive
during these turbulent times, they employed a number of strategies,
including direct mail, newspaper advertisements, delivery vans, the
creation of new products and the implementation of employee train-
ing programmes. In the aftermath of the Fukushima nuclear power
plant disaster, Toraya Ltd. demonstrated commendable responsive-
ness by taking immediate action. To address public safety concerns,
the company installed radiation detectors to ensure the safety of its
products. This rapid response not only safeguarded the company’s
reputation but also reassured customers, demonstrating the critical
importance of rapid and effective crisis management. (Ohara, 2014)

Van Eeghen & Co B.V. showcased remarkable adaptability during
the French Revolution and the subsequent Napoleonic wars. To mit-
igate the risks posed by the Continental System in Europe, they ex-
panded their business to North America, establishing a bank and
investing in land and infrastructure. This strategic diversification al-
lowed them to continue operating despite the economic disruptions
in Europe, illustrating the benefits of geographical and sectoral diver-
sification in sustaining business operations. (Mangematin, 2014)

Similarly, Viellard Migeon & Cie encountered a competitive chal-
lenge in 1909 when a competitor entered the fastener market in
France, breaching a non-compete agreement. In response, Viellard Mi-
geon & Cie shifted their focus to manufacturing fish hooks, a market
in which the same competitor was already present. By acquiring a
hook brand and manufacturing equipment in England, Viellard Mi-
geon & Cie successfully pivoted and entered a new market, demon-
strating the strategic agility needed to counteract competitive threats.
(Battard, 2010)

In the context of the 1848 Revolution, Mellerio S.A. successfully
navigated the political turbulence in Paris by relocating to Madrid
with their stock of jewellery and precious stones. This strategic relo-
cation, coupled with their ability to secure significant sales to Queen
Isabella, enabled them to overcome the immediate crisis and maintain
their business. (de Marsac, 2015)

The Garbellotto family experienced significant disruption during
the First World War, with the cessation of all production and the oc-
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cupation of their family home by military personnel. The workshop
for the production of barrels and the family archives were destroyed.
Despite these challenges, Giobatta Garbellotto was able to reinvigor-
ate the business by implementing an industrial model and focusing
on cask production, while relocating the headquarters to an area with
better infrastructure. (Tomaselli, 2014)

Later, in 1978, having no orders coming in for a year, Pietro Gar-
bellotto took the difficult decision not to close, but to support the
employees by having them employed and letting them maintain the
factory. Since many employee’s families had been working for the
firm for generations, this move strengthened their trust and loyalty.
Pietro Garbellotto recalls:

1978 was a year without orders in which I could have closed the factory. I
was prevented from doing so by the thought of the families who depended
on our business. I decided not to resort to redundancy but to pay the
workers” wages. It was a financial catastrophe from which we miraculously
escaped thanks to the Gallo order: an enterprising Italian-American
winemaker, who asked us to build 712 vats for his winery in California’

— Pietro Garbellotto (Tribuna di Treviso, 2011)

Catherineau S.A.S. also took action in the face of problems. It had
been significantly affected by the 2015 aviation sector crisis, as it heav-
ily depended on this sector. Major orders had been cancelled and
the whole sector was in slowdown. Catherineau developed an action
plan that included diversification into international markets, revital-
ising historical customer relationships, and improving internal man-
agement and communication. (Hirigoyen, 2017)

Amarelli S.p.A., facing the uncertainties of the Second World War,
maintained their operations through the dedication of the three broth-
ers managing different aspects of the business. Fortunato was re-
sponsible for the administrative aspects of the business, Giuseppe
for the technical aspects, and Pasquale for the company’s public rela-
tions. Despite the challenges they faced, the three brothers were able
to maintain the business’s viability. Of the three brothers, Giuseppe
was the most dedicated to the business. Over the course of the war,
the business continued to flourish, despite the social and economic
ills that Italy was experiencing. (Tomaselli, 2018)

J.D. Neuhaus GmbH was also affected by war. The First World War
brought the production of winches to a near standstill, with only the
repair of existing winches being carried out. Through a realignment
of the business and the resumption of production, the company was
able to become self-sufficient once more. A significant order from the
Central Office of the Reichsbahn (German National Railway) marked
a turning point in its economic development (Heider et al., 2019). C.
Hoare & Co. demonstrated its capacity to cultivate trust and sustain
profitability in the face of crises by maintaining high capital ratios and
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accommodating unexpected increases in deposits. Their performance
during the 2008 financial crisis, when they experienced a significant
influx of deposits (Labaki, 2022).

Sometimes it takes a stroke of luck to win the customer order that
pulls a company out of trouble, and sometimes it takes the family
sticking together to turn things around. Moreover, we discovered how
a good strategy followed by action, coupled with perseverance and
the will not to survive, revived businesses. What we also saw in these
examples was a commitment to the business and it’s responsibilit-
ies. As Pietro Garbellotto said: ‘I was prevented [from closing] by the
thought of the families who depended on our business.”. Or as Toraya
Ltd. resisted several challenges like the Great Kanto Earthquake and
the difficulties of a World War, it tried and succeeded by being re-
sourceful. It can be safely concluded that enduring companies don’t
give up easily. They resist, they get creative and, they show entrepre-
neurial spirit and responsibility and emotional commitment.

13.4.6  Forecast and Foresight

As any other businesses, long-living companies look into the future
and try to find out what might happen. Less than 2% of people are sci-
entifically proven, reliable, so-called superforecasters (Tetlock & Gard-
ner, 2015). Even fewer individuals are able to not only to guess the
short- and medium-term future correctly, which is already very dif-
ficult, but also to have an intuitive insight into it. Foresighting, as
opposed to forecasting, is less analytical, more creative and includes
more strategic thinking than data analysis. In our cases, both beha-
viours can be observed and from what is known, proved to be gen-
erally successful. To describe both phenomena, we’ll use the term
forecast for short to medium-term insights into the future and the
term foresight for long-term thinking and planning.

The proprietor of Hoshi Ryokan reflects on the historical evolution
of the family business over 1,300 years, highlighting the influence of
social and family systems. His reflections on past actions, current so-
cietal questions, and advice for future generations provide insights
into the adaptive strategies and new management approaches neces-
sary for the survival of family businesses (Ohara, 2015) Reflection on
the past can facilitate the development of foresight and may result in
the transmission of insights across generations within family-owned
businesses.

In the early 19th century, Friedr Schwarze GmbH leveraged new
technologies just in time to face the growing competition from potato
spirit distilleries. This foresight allowed them to offer competitive
products and maintain their market position, illustrating the import-
ance of technological adaptation in responding to competitive pres-
sures (Calabro, 2015). Similarly, Garbellotto S.p.A.’s decision to move
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to a new, modern plant in the 1960s facilitated a significant increase in
production capacity and the establishment of the largest wood park in
Europe. This strategic move exemplifies how foresight in operational
expansion can lead to substantial business growth and sustained suc-
cess (Tomaselli, 2014).

The story of Yamasa Corp. highlights the forward-thinking vis-
ion of Goryou’s successor, Gihei, who anticipated the rise of West-
ern cuisine in Japan and developed the country’s first Worcestershire
sauce. This initiative reflects the importance of recognizing and capit-
alizing on emerging market trends to stay relevant and innovative.
Additionally, Yamasa Corp.’s introduction of organic soy sauce in
1992, despite the challenges, demonstrates a commitment to sustain-
ability and the ability to foresee the growing consumer demand for
organic products. (Ohara, 2017)

Hottinguer S.A.’s early recognition of the central role banks would
play in a market economy during the industrialization of Europe ex-
emplifies strategic foresight in understanding macroeconomic trends.
This anticipation positioned the bank to capitalize on the burgeoning
financial opportunities of the time (Labaki, 2017). For Pollet S.A., the
concept of perennity is central to their business philosophy. Antoine
D’'Hondt’s focus on ensuring the continuity of the firm within the
family, despite the uncertainty of future generations’ interest, high-
lights the significance of long-term planning and the prioritization of
independence in sustaining business operations (Molly & Laveren,
2018). ].D. Neuhaus GmbH implemented a strategic guideline to
maintain sector independence, ensuring that no more than 30% of
turnover comes from any one sector. This diversification strategy,
born from dramatic past experiences, exemplifies foresight in risk
management and the need for flexibility to navigate industry fluc-
tuations (Heider et al., 2019). Alexander Hoare remarks, ‘We are a
349-year old bank with one eye always on the future,” encapsulates
the essence of foresight long-term business viability (Labaki, 2022).

Many examples show the ability to foresee upcoming develop-
ments. In the early 1960s, Van Eeghen & Co B.V. commenced in-
vestment in the niche market of dehydrated vegetables and culin-
ary herbs. At that time, dehydration, whether by freeze drying or
high-temperature drying, was a novel and safe preservation method
for mass-produced vegetables, herbs, and fruits. This innovation per-
mitted year-round consumption, regardless of the seasonal availab-
ility of crops, thereby establishing Van Eeghen & Co B.V. as a pi-
oneer in a rapidly expanding market and demonstrating their capa-
city to anticipate and meet the evolving needs of consumers. Sub-
sequently, in the early 1990s, Van Eeghen & Co B.V. further demon-
strated its foresight by investing in the nascent functional foods mar-
ket, which had already begun in Japan and the USA. Functional food
ingredients, such as vitamins, minerals, fatty acids like Omega 3,
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and pre- and probiotics, were designed to enhance individual health.
This early investment highlighted Van Eeghen & Co B.V.’s ability to
identify and capitalise on health trends long before they became main-
stream. (Mangematin, 2014)

Similarly, Gekkeikan Ltd. identified the long-term demographic
shift characterised by declining birth rates and an ageing popula-
tion, which has resulted in a sustained health trend. In response to
this demographic shift, Gekkeikan Ltd. released products targeting
health-conscious consumers, such as ‘Zero Sugar’ sake and the non-
alcoholic ‘Gekkeikan Free.” This strategic move enabled Gekkeikan
Ltd. to align its product offerings with the evolving preferences of a
health-focused market (Ohara, 2016). In 1979, Yamasa Corp. anticip-
ated the desire of consumers for authenticity and convenience by re-
leasing the first bottled ready-to-use noodle soup. This product innov-
ation was considered implausible within the industry at the time, yet
it proved to be a significant success, demonstrating Yamasa Corp.’s
capacity to anticipate and respond to consumer trends (Ohara, 2017).

Revol S.A. has consistently integrated its foundational knowledge
with emerging developments across historical periods. For example,
at the turn of the 2oth century, Revol S.A. applied its expertise in
decorative blue’ porcelain to culinary dishes and tableware. This
capacity to anticipate and adjust to novel applications of their core
competencies has been a pivotal factor in their sustained success. As
Revol S.A. persists in its forward-thinking, the primary challenge per-
sists in foreseeing the next significant turn and preparing to address
it. (Mangematin, 2017)

At the outset of the 20th century, D’leteren S.A. made a pivotal de-
cision to transition from the production of Belle Epoque carriages to
that of luxury auto-mobiles. Lucien and Albert D’leteren’s decision
to manufacture car bodies for well-known brands, both Belgian and
foreign, was a risky yet forward-looking move that proved essential
for the future of the family business. This strategic shift highlighted
their capacity to anticipate the decline of traditional carriage manu-
facturing and the ascension of the automotive industry. (Debackere,
2020)

C. Hoare & Co. demonstrated a remarkable degree of foresight dur-
ing the period preceding the outbreak of war, by increasing their cash
ratio. This was in anticipation of the necessity to pay out deposits
as customers moved funds into government securities. By reducing
credit to customers, calling in old loans, and refusing to make new
ones, C. Hoare & Co. has demonstrated a keen ability to anticipate
and mitigate financial risks during turbulent times (Labaki, 2022).

The examples presented illustrate the importance of successful fore-
casting and the ability to anticipate future trends and challenges
as crucial components of long-term business success. By investing
in emerging markets, adapting to demographic shifts, innovating
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products to meet consumer needs, and strategically managing risks,
these companies have effectively navigated their respective industries
and ensured their continued relevance and prosperity.

13.5 FAMILY GOVERNANCE
13.5.1 Emotional Commitment

Emotional commitment to the family and the firm beyond personal
goals has been shown in all of the case studies. At Pictet S.A., the
selection of new partners is treated with great care, paralleling the
gravity of choosing a life partner. As Jacques de Saussure, a former
senior partner, notes, ‘A new partner must be somebody you would
also like to go out for a meal with,” highlighting the necessity for a
emotional, intellectual, and cultural fit which is often mentioned in
the case study (Groth & Simon, 2022).

D’leteren S.A. exemplifies a strong emotional bond between the
company and its employees, creating a positive, familial work envir-
onment. Roland D’leteren emphasises that employees do not work
for an anonymous entity but for Mr. D’leteren, fostering a sense of
personal connection and loyalty. This connection has occasionally res-
ulted in a form of dynastic succession within the company, whereby
sons have succeeded their fathers, and family and external managers
have been closely intertwined. (Debackere, 2020)

Similarly, at Pictet S.A. and other family businesses, management
staff are offered emotional stakes in the company. This goes beyond
financial incentives, allowing them to become equity owners and thus
feel a deeper connection to the firm’s success (Groth & Simon, 2022).
The Garbellotto family’s commitment to their business was evident
when Piero, Piergregorio, and Pieremilio seamlessly continued the
family tradition after their father’s death, driven by a sense of re-
sponsibility and determination (Tomaselli, 2014). The Beligné family’s
approach serves to illustrate this emotional commitment. Jacques,
having gained experience outside the family business, subsequently
joined it out of a personal desire, with his father leaving the decision
to him. This same ethos was passed down to the next generation, with
a new generation, Jérome, joining the family business after gaining
external experience, thereby demonstrating a voluntary and heartfelt
commitment to the family legacy (Charlier, 2018). At C. Hoare & Co.,
successful partners serve as role models, embodying virtues that in-
spire subsequent generations. Partners such as Venetia Hoare view
themselves as trustees for the future, responsible not just legally but
also morally to various stakeholders, including future generations,
employees, customers, and the community. This sense of duty and
emotional investment is echoed across generations, reinforcing the
firm’s long-term stability and ethical foundation (Labaki, 2022).
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The family philosophy of C. Hoare & Co. is characterised by a vis-
ion that transcends generations. This is exemplified by their three
generation-spanning symbol of an old man and a young girl sharing
cookies, which represents the cyclical nature of life, encompassing
infancy, adulthood and old age. The family’s pride in their achieve-
ments is evident, with Andrea Grondona expressing his commitment
by actively participating in market representations. This effort is de-
scribed as driven by passion rather than financial return. This dedic-
ation to maintaining artisanal quality while embracing technological
advancements serves to illustrate the family’s emotional attachment
to their family and business heritage. (Labaki, 2023)

The sustained management of Beligné S.A.S. by the 14th generation
serves to illustrate the significance of transgenerational sustainability
and Socioemotional Wealth (SEW). This continuity reflects a profound
dedication to the family business that extends beyond mere financial
considerations, thereby ensuring the perpetuation of the company’s
legacy for future generations (Charlier, 2018).

It becomes clear, that the emotional commitment is deeply embed-
ded in the family governance. The relation of the owners and the em-
ployees demonstrated as being close, were even employees’ families
work for the family firm over generations. These relationships show
also trust not only in the management, but also in the owner family.
This brings us to the next section where examples of the family as the
basis for the businesses is discussed.

13.5.2 Family as the Basis

The concept of the family as the basis of the business is deeply in-
grained in the longevity and success of companies that have managed
to sustain their operations across generations. This theme is vividly
illustrated in various case studies, highlighting how familial ties and
values have acted as the cornerstone for enduring family businesses.

The Van Eeghen family, for instance, has maintained ownership
and control of their business through successive generations. This
continuity is not merely a matter of financial interest but is deeply
rooted in family identity and tradition. The shareholders are still the
Van Eeghen family, signifying a strong commitment to preserving
family heritage within the business framework (Mangematin, 2014).
This suggests that the sense of legacy and belonging plays a role in
the sustained involvement and dedication of family members to the
business.

A further illustration of the significance of the family basis in busi-
ness is provided by the Viellard Migeon & Cie case study. The Vi-
ellard family, which has been in control of the company for several
generations, provides an illustration of the advantages of maintain-
ing the same family lineage in leadership roles, which can contribute
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to the company’s stability and long-term vision. The business is still
managed by the Viellard family, who originate from the same region
where the fourth generation initiated the industrial fishing tackle firm
(Battard, 2010). This illustrates the manner in which geographical and
familial roots serve to anchor a business, thereby providing a sense
of continuity and purpose.

In the case of Hoshi Ryokan, the decision-making processes within
the family business provide an illustrative example of the distinct-
ive dynamics that characterise family-run enterprises. The Society of
Ie, which emphasises equality and consensus-building among family
members, contrasts sharply with the more hierarchical and majority-
based decision-making systems typical in Western businesses. The
decision-making system in the Society of Ie afforded all family mem-
bers equal consideration and placed significant value on the forma-
tion of consensus through informal communication between family
members of disparate ranks. This approach fostered a sense of unity
and mutual respect, which in turn contributed to the longevity of
the business. Furthermore, the practice of family members eating to-
gether and sharing values at the dining table served to reinforce these
bonds. (Ohara, 2015)

The Friedr Schwarze GmbH case study illustrates how preserving
traditions and values over centuries can solidify the foundation of a
family business. This went so far, that even diversifications of the
business didn’t affect the core traditions and values of the family.
Thus, by preserving traditions and values for more than 350 years,
the family has kept the business together. (Calabro, 2015)

This long-term commitment to tradition is complemented by pro-
active measures to ensure the engagement of future generations.
Friedrich Schwarze’s initiative to organize family events aimed at
educating the younger generation about the business and fostering
better communication among them is a strategic move to maintain
familial cohesion and prepare the next generations (Calabro, 2015).
Such an approach not only strengthens family ties but also ensures
that the business values and knowledge are passed down effect-
ively. Furthermore, the implementation of specific family shareholder
agreements in Friedr Schwarze GmbH, such as the ‘one tribe one vote’
rule, highlights the importance of egalitarian principles within family
businesses. These agreements are designed to balance the interests of
family members with different share percentages, promoting a har-
monious and unified approach to business decisions (Calabro, 2015).
This egalitarian logic underscores the emphasis on family-integrated
decisions over purely business-centric considerations, reinforcing the
idea that the family is an integral driver to the business’s success and
longevity.

The case of Hottinguer S.A. provides a compelling illustration of
the potential for a strong family identity to serve as a strategic com-
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petitive advantage. The trust associated with the Hottinguer name
and the common values it has represented over centuries have contrib-
uted significantly to the bank’s enduring success. Over generations,
not only financial wealth is transferred, but also socio-emotional
wealth, which includes the pride and responsibility of maintaining
the family’s reputation. Jean-Philippe Hottinguer underscores the sig-
nificance of perpetuating the ‘honorable family name’ through ac-
tions that honour the achievements of their predecessors. (Labaki,
2017)

The resilience and agility of the Hottinguer S.A. business model
are attributed to its long-term orientation and the central role of hu-
man capital, which is the backbone of the business. Jean-Conrad Hot-
tinguer, a seventh-generation member, succinctly states, ‘the family
is the backbone of the business” (Labaki, 2017). This enduring family
involvement has not only facilitated the transfer of entrepreneurial
spirit and values but has also provided a source of strength during
crises. The strong familial bonds and shared values might therefore
create a strategic advantage, allowing Hottinguer S.A. to thrive.

In the case of Amarelli S.p.A., the continuation of the family legacy
following the deaths of key family members, Don Geppino and Gior-
gio, highlights the collective effort of the family. Despite their diverse
careers, Franco and Alessandro Amarelli dedicated their skills and
time to the company. Franco applied his legal expertise, while Aless-
andro, a paediatrician, managed production and staff, coordinating
his business responsibilities with his medical practice. Their collabor-
ative effort underscores the family’s commitment to honouring and
continuing the legacy of their predecessors. (Tomaselli, 2018)

A significant moment in the history of Amarelli S.p.A. was the ap-
pointment of a young director, Fortunato, marking a departure from
the tradition of seniority in generational transitions. This decision re-
flects a desire to infuse new energy into the business while maintain-
ing the essence of intergenerational harmony and collective decision-
making. The absence of a search for personal affirmation and the
emphasis on collegial leadership demonstrate the family’s unified ap-
proach to business. Each member evaluates decisions together, recog-
nizing Fortunato’s talents as essential for leadership (Tomaselli, 2018).
This shared vision reflects on how the business remains aligned with
the family’s values and goals.

Pollet S.A. is a prime example of a family business that thrives on
the strength of its familial ties and the SEW it generates. The ambition
of Jean-Nicolas D'Hondt, the current CEO and an eighth-generation
family member, is to multiply the company’s growth while safeguard-
ing the family’s control and independence over the next 25 to 30
years. For Antoine D’Hondt, the company has always been a cru-
cial means to develop and preserve the family patrimony and inde-
pendence. This dual focus on financial success and family continuity
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underscores the company’s commitment to maintaining its family-
owned status. Pollet S.A. is driven by family-oriented motives, re-
flecting a blend of financial and affective goals that exemplify SEW.
Despite occasional involvement of external CEOs, the preference is al-
ways for family members to run the company, provided they possess
the necessary competencies. With this, the example demonstrates that
commitment to the family is there and that it is strong. Furthermore
it shows that if there is a choice, competencies have to be in the family
to take a role in the business. (Molly & Laveren, 2018)

The Beligné family business, with its exceptional durability across
14 generations, exemplifies the balance between socio-emotional and
financial values. This balance has been crucial in adapting the com-
pany to market forces while ensuring the continuity of family control.
From the 13th generation onwards, family members pursued profes-
sional careers outside the business before resuming control, indicat-
ing a strategic approach to integrating external experience and expert-
ise with family traditions. This adaptability and strategic foresight
have been pivotal in the company’s sustained success (Charlier, 2018)
and exemplifies that basis of the family for the enterprise.

J.D. Neuhaus GmbH provides another insightful example, partic-
ularly in its handling of family dynamics and succession planning.
Wilfried Galladé’s entry into the family business is noteworthy here;
he was invited to join the family business by his godfather and uncle
J. Diederich. He had gained valuable external experience before join-
ing, ensuring he brought fresh insights and skills to the table. His
adoption by J. Diederich Neuhaus and his wife and the subsequent
legal heir status ensured the continuity of the family business, ful-
filling J. Diederich’s life purpose of passing the business to the next
generation (Heider et al., 2019). This flexibility gives an important in-
sight into how far a family might be prepared to go. In the case of
Toraya Ltd., we learn that it wasn’t, and still isn’t in some circles, un-
common for sons-in-law to take the family name in order to continue
the legacy (Ohara, 2014).

In 2015, when his turn came, Wilfried Neuhaus began transferring
3 percent of the shares to each of his three children, symbolizing the
commencement of leadership succession to the new generation. This
transfer was preceded by an almost three-year family strategy devel-
opment process. Wilfried and his wife considered various aspects of
family cohesion, the transfer of shares, and the future leadership of
the business. This meticulous planning followed the Witten Model
for family strategy development, ensuring that all family members
were aligned on shared values and processes. They also established
family governance institutions, such as annual family days, regular
shareholder meetings, and shared family trips. By adopting the Ka-
izen philosophy, they continually improved their family management
practices, emphasizing the importance of regular development and
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adaptation of their family governance system. The Neuhaus family
has shown remarkable resilience and creativity in overcoming chal-
lenges across generations. Their ability to find solutions and drive
the business forward can be described as the core of their family’s
business DNA, sustaining their enterprise for over 270 years. This en-
during spirit is rooted in the family’s absolute willingness to work
together and support one another, demonstrating how strong fa-
milial bonds and a collective approach can underpin business success.
(Heider et al., 2019)

The D’leteren family story further illustrates the significance of
family unity and support in business continuity. During the nine-
teenth century, it was common for one brother to sacrifice his am-
bitions to support another. This dynamic was evident when Jean
Joseph D’leteren died in 1831, and his eldest son Guillaume took
over the workshop, allowing his younger brother to study in Paris.
Eventually, Alexandre took over the business with Guillaume’s sup-
port, showcasing how family members could preserve unity and deal
with individual successes. This familial sacrifice and support were
pivotal in maintaining the family business through generations. The
D’leteren family was also known for their intellectual pursuits and
close relationship with their employees. Their commitment to mor-
ality and education was evident in the establishment of their own
coach-building school and their integration into an important net-
work. This moral grounding contributed to the family’s reputation
and the quality of their products, underscoring the role of family val-
ues in business operations and the connection of the family name to
products of the company. (Debackere, 2020)

C. Hoare & Co. presents a unique perspective on family involve-
ment in business. Despite the family spanning between 2,500 and
3,000 members, only a handful are financially bound to the bank.
Most family members do not work for or have a financial interest in
the bank, highlighting a different approach to family business gov-
ernance. This separation allows the bank to maintain professional
management while preserving the family’s legacy and values through
a select group of involved partners. This approach ensures the con-
tinuity of family influence and values in the business without diluting
professional management. (Labaki, 2022)

At C. Hoare & Co., efforts to maintain the emotional attachment
of the family to the bank are meticulously organized by the partners.
These activities include both formal and informal initiatives designed
to unite the family around the bank’s values and mission. Philan-
thropy is a key component in binding the family together, as high-
lighted in earlier sections. The partners also facilitate the sharing of
historical narratives and dissemination of information through a fam-
ily online platform and other digital means. Additionally, meetings,
seminars, and celebrations are organized to reinforce the family’s con-
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nection to the bank. This concerted effort ensures that family mem-
bers remain engaged and aligned with the bank’s goals, fostering a
sense of unity and purpose. For younger family members, initiatives
such as the ‘Cousins Committee,” initiated by Rennie Hoare, play a
pivotal role. These meetings, which have become increasingly struc-
tured over time, occur on a quarterly basis and provide a forum for
cousins with diverse professional backgrounds to engage with the
bank’s activities. Discussions frequently concentrate on the bank’s as-
pirations in relation to matters such as sustainability and digitalisa-
tion. As Amy Rodwell notes, these sessions are valuable for mutual
learning, providing younger family members with the opportunity to
listen, ask questions, and offer fresh perspectives. These gatherings
serve to ensure that the next generation is adequately informed and
emotionally invested in the family business, which is of the utmost
importance for long-term continuity. (Labaki, 2022)

The Grondona family business also underscores the importance
of involving family members from a young age. Carmen Grondona,
wife of Gildo Grondona and a fifth-generation member, played a vi-
tal role in the business as director of production, complementing her
husband’s efforts in sales support and development until 2010. This
partnership highlights how spousal collaboration can enhance busi-
ness operations additionally, as we have seen in other examples in
the thesis. The Grondona family’s involvement in the business from
an early age is particularly significant. Andrea Grondona, a sixth-
generation member, recalls the deeply ingrained nature of the fam-
ily business, saying, “We were born in the dough.” His father, Gildo,
adds, ‘Grondona [the family business] is in the DNA.” These reflec-
tions highlight the intrinsic connection between the family and the
business. From childhood, Andrea was exposed to the production
process, emphasizing the importance of engaging the next genera-
tion early on. He believes that involving young family members in
the business is crucial for increasing their awareness and ensuring
they are prepared to take on future responsibilities. (Labaki, 2023)

An important aspect is the transfer of socio-emotional wealth,
which includes shared values, traditions and a sense of identity. This
non-financial wealth is crucial for maintaining a strong family con-
nection to the business, as illustrated by Hottinguer S.A., where
the emphasis on honourable actions reflects the importance of socio-
emotional continuity. Furthermore, involving family members in the
business from an early age instils a deep-rooted understanding and
commitment, as seen in the Grondona family, where young members
are integrated into production processes, preparing them for future
leadership roles.

In addition, structured family governance mechanisms such as fam-
ily meetings and councils ensure cohesive decision-making and stra-
tegic alignment, as exemplified by the Neuhaus family’s use of the
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Witten model for family strategy development. Another key theme
is maintaining family unity and mutual support, with members often
prioritising the business over personal ambitions, as illustrated by the
D’Ieteren S.A. family’s collective support for educational and profes-
sional endeavours. In addition, philanthropic activities and shared
family events, such as those organised by C. Hoare & Co., strengthen
family ties and maintain emotional investment in the business. Taken
together, these elements - socio-emotional wealth transfer, early in-
volvement, structured governance, adaptability, family unity and phil-
anthropy - form a strong foundation for the continued success and
longevity of family businesses.

13.5.3 Family Values

Central themes of the Henokiens case studies are naturally related to
the families that steered the companies through centuries. They are
something that firms not governed by families can hardly have or
even imitate. The following paragraphs explore the term family values
in detail. Which values these are and how their presence manifests
and has contributed to the endurance of the businesses.

In the case of Garbellotto S.p.A., the Commander Pietro Garbellotto
strongly believed in the importance of a comprehensive education for
his children, integrating both the art of cooperage and moral values.
He asserted that

‘only a good education and respect for moral values
are a guarantee of honourable behaviour.”
— Pietro Garbellotto (Tomaselli, 2014)

This emphasis on moral education underlines a core family value
that prioritizes ethical conduct and holistic development, which in
turn fosters a sustainable business culture. Similarly, Peter Garbel-
lotto emphasized the significance of harmony and proper behaviour
within the company, irrespective of one’s position. He believed that
these attributes were crucial for the cohesion and long-term success of
the business (Tomaselli, 2014). This value of harmony aligns with the
broader theme of family values by promoting a work environment
that mirrors familial respect and unity.

In the Japanese context, the Hoshi Ryokan case study reveals con-
cerns by the current proprietor about the erosion of traditional fam-
ily values. The narrative emphasises the importance of instilling re-
spect for one’s parents and an understanding of the significance of
life within the family setting in children. His proposal to reinstate
these traditional values is intended to enhance educational standards
and, in turn, cultivate a more respectful and unified society. (Ohara,
2015)
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This reflects a deep-seated cultural value that regards familial val-
ues as fundamental to both personal development and societal well-
being. In articulating a vision of perpetuity in family business, Jean-
Philippe Hottinguer of Hottinguer S.A. posits that humility, respect,
and careful observation are essential. He postulates that by incul-
cating these values in successors, the family bank can continue to
flourish for another century in a state of tranquillity (Labaki, 2017).
And the Amarelli family expresses values in the context of leader-
ship qualities. They include dialogue, respect, passion, and a peaceful
character. The family sees them as essential values for effective lead-
ership and that they are deeply rooted in the family’s tradition. This
suggests importance of interpersonal respect and emotional intelli-
gence as ingredients for sustaining business success (Tomaselli, 2018).
A similar impression leaves the case study of Pollet S.A.. The com-
pany’s actions were motivated by a set of Christian values, which in-
cluded abstinence from excesses and a commitment to modesty. The
primary objective of the company has consistently been to achieve a
balance between financial gain and the promotion of the public good,
as well as the interests of its stakeholders and society at large (Molly
& Laveren, 2018).

Trust and historical narratives play a significant role at C. Hoare
& Co.. The deep trust between the bank and its customers, based on
honesty, empathy, and social responsibility, is integral to its long-term
success. An example of trust and also a building block of the same
seems to be the fact, that many employees have been working at C.
Hoare & Co. for over 25 years. (Labaki, 2022)

Beretta S.p.A.’s success has been underpinned by its capacity to
reconcile seemingly contradictory attributes, including the tension
between robots and craftsmanship, the commitment to small-town
roots and a global outlook, and evolutionary versus revolutionary
growth. This has involved a process of balancing the two forces,
which other businesses have attempted to achieve through a similar
approach. The process of balancing these two sets of values might
emerge naturally from the experience of family shareholders, who
are required to navigate the dichotomy of simultaneously function-
ing within the family (with the primary values of love, inclusion, de-
pendence and emotions) and within the business (with the primary
values of success, competition, growth, returns and money). (Widz &
Ward, 2020)

Orlando Grondona emphasizes the importance of involving the
next generation from the beginning, promoting values such as hon-
esty, common sense, and logic. Grondona S.p.A.’s commitment to
quality, even at a higher cost, is a testament to the family’s unwaver-
ing value of excellence. This dedication to quality is seen as a fam-
ily value crucial for maintaining the company’s reputation and suc-
cess over time (Labaki, 2023). This relates to the brand image and
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also strongly to the business heritage in the chapter about corporate
governance. Family values can be reflected in the brand, which also
means in turn, that negative publicity might have a long-lasting effect
on the business.

The seamless transition of leadership from Willem van Eeghen’s
father to him in 1989, as exemplified by the Van Eeghen & Co B.V.
case, represents a common occurrence in long-standing family busi-
nesses, characterised by a smooth succession of leadership. This trans-
ition was marked by an overlapping period during which both the
father and son managed the company, thereby ensuring continuity
and stability. The family’s long-standing tradition of preparing the
next generation for leadership roles is evident in the fact that Willem’s
four children are already being trained in management. (Mangematin,
2014)

The case of Garbellotto S.p.A. underscores the value of meritocracy
within family businesses. Here, the belief that employees should be
aware of and operate within a meritocratic system is emphasized.
This approach encourages every member of the firm to perform their
best, fostering a culture of excellence and dedication. The ethos that
‘none needs to have the pride to be forced to do something that
he/she cannot afford” highlights a respectful and motivating work en-
vironment where individual capabilities are recognized and valued.
(Tomaselli, 2014)

Hottinguer S.A. offers a compelling narrative of how financial
prudence and a unified aspirational ethos have been pivotal in navig-
ating challenges and ensuring longevity. Gerard Hottinguer attributes
their success to a profound respect for the human condition and fin-
ancial consciousness, values instilled by Jean-Henri Hottinguer. This
spiritual testament, passed down through generations, emphasizes
honesty, prudence, and a long-term view in banking operations. Jean-
Philippe Hottinguer articulates the bank’s core principle of aligning
services with client interests, particularly during crises, which has
fostered long-term client loyalty. The bank’s dedication to managing
and transmitting client assets with care and its commitment to non-
speculative, long-term investments illustrate the profound impact of
these family values (Labaki, 2017).

Furthermore, the acknowledgment of Brigitte Hottinguer’s essen-
tial role in the bank’s success underscores the importance of support-
ive family roles in nurturing the next generation. Jean-Philippe’s re-
cognition of his spouse’s contribution to both family and business
values highlights how family dynamics contribute significantly to the
company’s stability and continuity.

‘I sincerely think that my spouse was essential
in the Hottinguer Bank construction.

While I was developing the affairs,

she contributed to the rise of the next generation
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based on the solid values of our family.”
— Jean-Philippe Hottinguer (Labaki, 2017)

In the Pollet S.A. case, the resilience of family-driven leadership
during tough economic times is emphasized. The presence of strong
personalities within the family, committed to restoring and advancing
the company, illustrates the power of family dedication and drive
in overcoming adversity and ensuring business continuity. (Molly &
Laveren, 2018)

Beligné S.A.S.’s financial prudence, reflected in its exemplary credit
rating, aligns with the traditional cautious approach of family small
and medium-sized enterprises. This financial stability is a testament
to the value placed on careful management and long-term planning,
characteristic of enduring family businesses (Charlier, 2018). On a
very similar note, D’leteren S.A.’s case highlights the careful alloca-
tion of resources within family businesses. The company’s cautious
approach to spending underscores the responsibility felt by family
members in preserving the company’s legacy and ensuring invest-
ments are made in ventures they truly believe in. This prudent fin-
ancial management is a hallmark of the long-term success of family
businesses (Debackere, 2020).

At C. Hoare & Co., the involvement of family members in busi-
ness operations has consistently been a fundamental tenet of their cor-
porate philosophy. For instance, Sir Richard Hoare ensured that his
sons were adequately prepared for their roles by encouraging them
to pursue a comprehensive education, learn foreign languages, and
develop essential business skills such as account keeping and writing.
This comprehensive approach to preparation exemplifies the family’s
dedication to upholding high standards and maintaining continuity
within the business. The emphasis on prudent financial management
and mutual assistance, while maintaining fidelity to their Protestant
faith, exemplifies the pervasiveness of family values in their profes-
sional conduct. (Labaki, 2022)

Alexander Hoare’s perspective on the business reflects a commit-
ment to values over profit maximization. By not being answerable
to external shareholders, the company prioritizes sustainability and
ethical practices over short-term profit objectives. Alexander’s state-
ment, “There is a social point to our business,” encapsulates this ethos,
highlighting the company’s dedication to doing the right thing and
rejecting potentially lucrative but inappropriate products. This ap-
proach aligns with the company’s broader philosophy of working
with like-minded customers who share their values, ensuring a har-
monious and value-driven client base. The ethical values of the Hoare
family, deeply rooted in their historical connection to the Anglican
Church, transcend their business practices and philanthropic endeav-
ours. From their early involvement as Church Commissioners to the
sustained support for the Church of England, the family’s commit-
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ment to public service and religious principles has been a guid-
ing force for generations. This historical attachment has not only
shaped their approach to business but also their sense of duty to-
wards the community, as evidenced by their long-standing support
for the Henry Hoare Bible Fund. (Labaki, 2022)

In the case of Okaya Ltd., Sosuke Masazumi’s leadership follow-
ing the reconstruction of the business in the aftermath of the disaster
exemplifies the resilience and adaptability fostered by the strong fam-
ily values that were instilled in him during his upbringing. Masazumi
implemented structural reforms and established a family constitution
and ranks, thereby reinforcing the importance of family governance
and continuity. This ensured the company’s longevity through the
delineation of roles and responsibilities (Ito, 2014).

Grondona S.p.A.’s approach to succession demonstrates the inter-
twining of business acumen and family values. In addition to the
transfer of ownership, the successors also receive the accumulated
knowledge and expertise of the business, which is meticulously docu-
mented in the renowned black notebook and through field experience.
The transfer of knowledge, coupled with the strong family values in-
stilled by predecessors, drives each generation to contribute uniquely
to the business’s growth and innovation. Even the acquisition of Bon-
ifanti SpA, Villafrance Piemonte (Panettone and Colombe producer)
was driven by a shared appreciation for family values and quality.
It further exemplifies how these principles inform strategic business
decisions and expansions. (Labaki, 2023)

Collectively these excerpts about family values in long-living en-
terprises demonstrate how deeply intertwined family values and and
the businesses are. The cases show that education and knowledge
transfer are central to ensure that quality and reputation are main-
tained and a commitment to quality is developed. Moral values, eth-
ics and respect for each other promote a sustainable business cul-
ture and sustained business success through interpersonal respect
and emotional intelligence. This goes hand in hand with supportive
family roles that strengthen business stability and therefore continu-
ity. Some of these values stem from Christian roots, but have equally
ingrained in Japanese Buddhism. These cultural values influence not
only the families, but also a family-firm’s actions towards modesty
and responsibility, ensuring long-term resilience and social respons-
ibility.

Moreover we should add that early involvement of the next gen-
eration has been seen in rather often. This can foster a culture of
excellence and dedication, which leads to quality, stability and also
benefits the cohesion of the family. That in turn can ease the progres-
sion in management and ownership that will come at some point.
The given examples on how to involve the family had been regular
meetings, celebrations and forming groups like a cousins committee.
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136 SUMMARY OF THE CORE

VALUE PROPOSITION Long-standing family firms maintained a
strong market presence and attracted high-profile clients, enhancing
their brand image. For example, innovative advertising strategies en-
abled customers to recognize authenticity, building a strong repu-
tation for quality. Such firms actively adapt their brand images to
changing times and markets, using opportunities like international
expositions and new advertising mediums to maintain visibility and
appeal. A steadfast commitment to delivering high-quality products
and services has been crucial, evident in their deep product under-
standing, rigorous quality standards, and meticulous quality checks.
By avoiding budget products, these firms underscore the importance
of quality as a defining value, ensuring their longevity through con-
tinuous adaptation to evolving market conditions.

TRADITION AND INNOVATION Innovation is pursued strategic-
ally, considering which innovations align with core values to sustain
the business. Innovation does not always relate to the product but
can occur in various aspects, such as understanding market dynam-
ics, collaborating with universities, leveraging employee ideas, and
trusting the next generation to modernize the company. Innovation
is a deliberate part of these firms” cultures, ensuring they remain rel-
evant and competitive. For instance, companies like Hoshi Ryokan
and Toraya Ltd. have demonstrated that innovation can come from
self-awareness and market understanding rather than just product
changes.

CORPORATE GOVERNANCE Corporate governance in long-
standing family firms is characterized by a blend of business
heritage, renewal, management philosophy, and entrepreneurship.
Heritage motivates these firms to maintain their businesses for future
generations. Renewal, tailored to each business, ensures the firm
remains competitive and relevant. The commitment to preserving the
firm for the next generation is a driving force, and employees play a
crucial role in this longevity. Entrepreneurial spirit and responsibility
guide these firms, emphasizing a balance between innovation and
tradition to ensure ongoing success. For example, the Garbellotto
S.p.A. case highlights the significance of employee loyalty and
long-term commitment.

FAMILY AND CORPORATE GOVERNANCE The interplay between
family and corporate governance is a defining characteristic of long-
standing family firms. These firms face challenges that impact both
the family and the business, such as wars and economic crises.
Family wealth and capital are closely tied to the business, influen-
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cing decision-making. Accumulated generational wisdom, long-term
thinking, and sustainable practices are integral, with firms planning
several years ahead. Strategic actions, such as diversification and
risk management, ensure survival and recovery from adversities. Ex-
amples show that long-term planning and conservative foresight
are crucial for enduring success, with firms overcoming challenges
through strategic actions and intelligent planning.

FAMILY GOVERNANCE Family governance in enduring family
firms involves emotional commitment, socio-emotional wealth, and
is deeply rooted family values. Emotional ties between owners and
employees, often spanning generations, foster trust and loyalty. Socio-
emotional wealth, including shared values and collective identity, is
central, ensuring a strong family connection to the business. Family
members are involved from an early age, and structured governance
mechanisms, such as family boards are essential. Family unity, phil-
anthropy, and a commitment to education and moral values contrib-
ute to the stability and longevity of these firms. For instance, the
Grondona family’s involvement in manufacturing and the D’Ieteren
family’s support for education highlight the importance of these prac-
tices. Family values promote interpersonal respect, emotional intelli-
gence, and quality, ensuring long-term resilience and social respons-

ibility.
COMMON CHARACTERISTICS OF LONG-STANDING FAMILY FIRMS

COMMITMENT TO QUALITY Superior craftsmanship and excep-
tional service are core values, ensuring high-quality products and
services.

BALANCE OF TRADITION AND INNOVATION These firms integ-
rate tradition with strategic innovation, maintaining relevance and
competitiveness.

STRONG CORPORATE GOVERNANCE Heritage, renewal, forward-
looking management, and entrepreneurship guide these firms
through time.

INTERPLAY OF FAMILY AND CORPORATE GOVERNANCE Family
wealth and capital are closely tied to the business, influencing stra-
tegic decisions and long-term planning.

EMOTIONAL COMMITMENT AND FAMILY VALUES Deep emo-
tional ties, socio-emotional wealth, and shared values foster trust, loy-
alty, and stability.
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SYNTHESIS OF THE CASE STUDIES

To answer the research questions, condensed and sorted are the find-
ings from the Henokiens’ case studies (Henokiens, 2024b) below. On
a side note, for readability reasons I cite all authors at the end of the
last paragraph, in the mean time, I refer to the website containing all
case studies.

14.1 COMMON CHARACTERISTICS FOUND

Long-living companies share several common characteristics that con-
tribute to their sustained success and longevity. These characterist-
ics include a strong sense of stewardship, deep family involvement,
and a high reputation built on quality and ethical business practices.
Additionally, these companies exhibit foresight in anticipating future
trends, learn effectively from challenges, and continuously adapt to
changing environments. Innovation is ingrained in their tradition and
typically competency-focused. Finally, they benefit from stable loca-
tions that provide a solid foundation for enduring success.

STEWARDS OF CONTINUITY The Henokiens are practical ex-
amples of stewardship. They care about the legacy, reputation, pre-
servation of wealth, Socioemotional Wealth (SEW), stakeholders and
themselves. It's a common characteristic to take responsibility and
maintain or improve on what had been given to them. A lot of com-
mitment, ethical values, motivation and other values are related to
this characteristic. (Henokiens, 2024b)

FAMILY INVOLVEMENT This has to be mentioned, even though
all the Henokiens’ case studies investigated are family businesses.
From the family involvement follows emotional commitment and val-
ues that are hard to introduce in "anonymous’ public companies. So
maybe this is an essential characteristic of enterprises that endure
generations. (Henokiens, 2024b)

HIGH REPUTATION Taking part in history by high-profile clients,
being in a high-profile business and having an overall tendency to
high-quality products is another remarkable characteristic of most
of the firms studied. It shines through that the reputation also comes
from good business practices and care for the stakeholders. A general
impression for all the Henokiens” studies is, that they want to do it
right and that customers value this. (Henokiens, 2024b)
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FORESIGHT Many have demonstrated an ability to anticipate fu-
ture trends and developments. This has included changes in con-
sumer preferences, technological advancements and the emergence
of new market opportunities. While it may be mere chance, it could
have been entrepreneurial intuition. If this occurs frequently, it may
be a sign of the latter. (Henokiens, 2024b)

LEARNING FROM CHALLENGES Itis common, also for long-living
companies to face challenges. What is different though, is that these
firms see or experience the challenges as lessons and they have a
deep-rooted heritage of lessons, a heritage of a very presonal busi-
ness history. Although while the challenge is occurring, it is often as
dangerous to them as to shorter living firms. They also draw from
rich, intergenerational experience. (Henokiens, 2024b)

ADAPTATION, CONTINUOUS CHANGE From the outside it might
seem like an easy life, steering the old vessel through safe waters.
But behind that there is continuous change and adaption. Cultural
and economic realities change, consumer tastes change, markets shift
and so there is always something that these companies change and
adapt, in order to stay relevant. What doesn’t change is the core, the
personality of the firm. (Henokiens, 2024b)

INNOVATION AS TRADITION Tradition does not mean, contrary
to common prejudice, that tools, practices or buildings have to be
old and the owners wear national costumes. On the contrary. Long-
standing, successful firms are highly innovative and have made innov-
ation their tradition. They typically invent along their core business,
but there are also cases, where half-foreign, highly modern products
were developed. An illustrative example is Yamasa Corp., a soy-sauce
maker by origin, who ventured into pharmaceutical products very
successfully (Ohara, 2017). (Henokiens, 2024b)

INDUSTRIOUS LEADERSHIP Leaders of enduring enterprises not
only have a vision but they work on it. They work with dedication on
the innovation, the self-renewal and changes that these enterprises go
through. Some leaders have been very ambitious and became majors,
joined parliaments, were heads of trade unions and held other posts.
This fits very well with the common conception that entrepreneurs
are busy people. (Henokiens, 2024b)

STABLE LOCATION Although change can be beneficial, the loca-
tions of the case study companies are all in stable states, (mostly)
stable economies with the rule of law and a bank-based financial sys-
tem. This stability, as we have seen in the literature, is an essential
characteristic that is also seen here. (Henokiens, 2024b)
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14.2 VALUES CONTRIBUTING TO ENDURANCE

Enduring companies are characterized by a set of core values that
significantly contribute to their longevity. These values include a
strong emphasis on valuing employees, fostering mutual loyalty and
respect, engaging with the community, and upholding social respons-
ibility. Additionally, these companies prioritize family, family values,
and traditions, which play a crucial role in their sustained success.
Through these values, long-standing companies create a resilient and
supportive environment that helps them thrive across generations.

VALUING EMPLOYEES From the selection of employees to their in-
tegration to benefits, employees are valued and this is expressed in
all the Henokiens’ case studies. The firms emphasise lifetime employ-
ment, a familial sense of belonging, improved work-life balance, ro-
bust welfare and very often explicit support during hardships - be it
individual struggles or economic downturns. One notable example is
Garbellotto S.p.A. that didn’t close the factory during a whole year
with no orders (Tribuna di Treviso, 2011). (Henokiens, 2024b)

MUTUAL LOYALTY AND RESPECT Successful long-standing com-
panies are built on relationships. And those are founded in trust,
mutual respect, emotional intelligence. They are sometimes explicitly
rooted in Christian values or Japanese Buddhism. (Henokiens, 2024b)

COMMUNITY ENGAGEMENT AND SOCIAL RESPONSIBILITY
Most of the Henokiens’ firms are deeply rooted in their communit-
ies and do good there, others refer to philanthropy. What shows
consistently is an engagement to do good and to do it well, often
emphasising goodwill over maximum profit. (Henokiens, 2024b)

VALUING FAMILY, FAMILY VALUES AND TRADITION Old family
businesses value family. Intuitively this is reasonable. But we discover
the depth only in glimpses, for example when Mr Hottinguer acknow-
ledges about his spouse that “... she contributed to the rise of the next
generation based on solid values of our family” (Labaki, 2017). Fam-
ily values can mean many things. In the case studies they are, among
other things, altruism, perseverance, humility, financial prudence and
cohesion. Very important is also the traditional transmission of know-
ledge and values across generations. This allows for learning and
getting better at the business across generations. The entrepreneurial
mindset is forged by the family culture. (Henokiens, 2024b)
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14.3 MEASUREMENTS OF SUCCESS

Passing on the company and maintaining ownership within the fam-
ily are key measures of success for long-standing businesses. These
companies often prioritize long-term stability over short-term eco-
nomic gains. Success is not necessarily defined by conventional eco-
nomic measures but rather by the ability to maintain the business
through generations with a focus on long-term goals and stability.

OWNERSHIP One of the most important measures is to keep the
business within the family. To put it with the words of Rennie Hoare:
‘The critical part inside a family business is that you've succeeded
when you are succeeded.” (Marsh, 2022). Successful family businesses
of Henokiens” age often have active family governance bodies. Struc-
tures such as an advisory board, a family fund or trust support the
governance of the family side. They often transcended the idea that
someone in the family has to be the CEO and occupy other positions
in the firm, if any. If a family member expresses interest to take part
in the company, there needs to be an open position and the right
qualification present. To stimulate interest in the business, some fam-
ilies actively engage the next generation in business matters. The
cases show examples like regular family days, cousins committees
and more, which also promote cohesion. (Henokiens, 2024b)

MIXED MEASURES Of course, economical measures are also in
place in long-standing firms. But since the scope is on the long-term,
these measures are not always enforced in short cycles — meaning that
quarterly returns or enormous returns are not the goals. Rather, also
through long-term CEOs, it’s more important to be stable. (Henokiens,
2024b)

sTABILITY This is an important measure and is found in successful
businesses that think about the future. Through foresight and conser-
vative bookkeeping they have liquidity when others struggle, they
work on expansion and innovation when others break. Surely, this is
not always the case and there is no family business in the cases, that
didn’t struggle. But generally, stability is valued and a measure of
wellbeing. (Henokiens, 2024b)

14.4 PRIORITIES AND DRIVERS

Long-living companies are driven by key priorities that ensure their
enduring success. Family cohesion is paramount, as it helps main-
tain the business’s health and legacy across generations. Adapting
to changes is seen not just as a necessity but as an integral part of
entrepreneurial success, allowing these companies to turn challenges
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into opportunities. Stability remains a crucial goal, often taking pre-
cedence over expansion and innovation, ensuring that the company
remains resilient through difficult times.

COHESION OF THE FAMILY As mentioned in the section on own-
ership, keeping the business in the family keeps the family in the
business. This is natural and logical. As stewards of the inherited
responsibility, the current owners want to pass on the legacy in the
same or better condition. In many cases, each generation has added
something to the business. With family cohesion and a structured ap-
proach to family governance, it is much easier (not easy, just easier) to
keep the business healthy and the family together. (Henokiens, 2024b)

ADAPTION TO CHANGES For successful entrepreneurs, it’s not a
chore, it’s what they do. From change comes progress and although
it can be stressful, it can be rewarding, both personally and finan-
cially. Demands for change come from all sides, such as declining or
advancing technology, (declining or advancing) culture, laws, wars,
family, friends and enemies. The companies profiled in Henokiens’
case studies have all adapted to change, constantly and from all direc-
tions. Often quite successfully, as change can open up a new business
opportunity. (Henokiens, 2024b)

sTABILITY We discussed stability as a measure of success. It is also
a goal that has a certain priority. Although it might be fulfilling to
venture out and build new products, the stability has to be there
first. Keeping the backbone up and running, and stable, is one of
the highest priorities. In the cases we see self-sacrifices of siblings,
standing together in tough times, giving up former professions to
keep the family firm alive. (Henokiens, 2024b)

14.5 ROLE OF TECHNOLOGY

Innovation is a key driver for long-living companies, typically fo-
cused on their area of specialization and often incremental. These
companies excel in their fields and find little need to venture into
completely different areas. Furthermore, the use of cutting-edge tech-
nology is prevalent among traditional companies. While craftsman-
ship can provide a competitive edge in niche markets, integration
of modern technology remains a significant factor in their sustained
success.

INNOVATION Innovation is often along the specialisation of the
firms and incremental, with a few exceptions. This is also because the
companies tend to be very good at something, starting a completely
different venture might be not needed. (Henokiens, 2024b)
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TECHNOLOGY The use of cutting-edge technology is common in
traditional companies. They develop and patent technological innov-
ations, as do younger companies. There is no particular need for
craftsmanship to survive for generations, except for niche businesses
with high-value, high-quality products. Craftsmanship can protect
you from competition, because even conglomerates with outside cap-
ital can’t just copy what you do. (Henokiens, 2024b)

14.6 VALUE PROPOSITION

The value proposition of long-living companies extends beyond their
products. Customers receive more than just a product; they engage in
a relationship characterized by trust, quality, and stability. Whether in
banking or traditional goods, these companies offer a level of reliabil-
ity and trust that younger firms struggle to match.

PRODUCT The value proposition is not the product alone. Just as
young companies try to imitate today, at Henokiens, customers get
more than just the product. From what the case studies present, it
was always a relationship that you get with the product. Be it in a
banking relationship, where trust is fundamental, or be it in the tra-
ditional biscuit, where it is expected to get the best ingredients. So
the product is important, but this high quality could be delivered by
younger firms. They simply cannot deliver the stability and trust that
we project onto old firms. (Henokiens, 2024b)

ADAPTION The other real value of the value proposition in success-
ful long-standing companies, lies in the adaption. From the case stud-
ies it can be concluded that these companies adapt to modern techno-
logy and practices where possible and use traditional human values
where they are essential. This spans from banking services to quality
control, experience with materials and processes to accoladed jew-
ellery. (Battard, 2010; Calabro, 2015; Charlier, 2018; de Marsac, 2015;
Debackere, 2020; Groth & Simon, 2022; Heider et al., 2019; Hirigoyen,
2017; Hirt, 2022; Ito, 2014; Labaki, 2017, 2022, 2023; Mangematin, 2014,
2017; Molly & Laveren, 2018; Ohara, 2014, 2015, 2017, 2020; Tomaselli,
2014, 2018, 2022; Widz & Ward, 2020)
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DISCUSSION

15.1 INTERPRETATION OF KEY FINDINGS

In the context of the Research Question, a differentiated picture of
the common characteristics of long-standing companies can be drawn.
As described in the literature, companies possess a personality, an es-
sence, a core (Lumpkin & Brigham, 2011; Sharma & Salvato, 2013).
This concept is prominently observed in the Henokiens” case stud-
ies (Henokiens, 2024b), highlighting it as a quality that the old firms
share. Furthermore, the characteristic of stewardship is well-supported
by the literature (Le Breton-Miller & Miller, 2011; Tapies & Ferndndez
Moya, 2012) and is also prominent in the case studies (Henokiens,
2024b) as well as the interviews (Vetterli, 2024; von und zu Liecht-
enstein, 2024). Here it is highlighted, that much of the spirit, if not
all, comes from the entrepreneurial family behind a business (Vet-
terli, 2024; von und zu Liechtenstein, 2024). These findings suggest
that the identity of the firm are to be governed by an individual but
more likely a family who provides authentic care which makes it the
steward of continuity.

The will to survive and to keep this identity alive comes from a
culture and economic environment that values long-term thinking,
planning, and stability. Furthermore, the studied long-living compan-
ies are located in stable economies and states (Arai & Hirota, 2023;
Colli & Larsson, 2013; Fernandez Moya et al., 2020; Henokiens, 2024b;
Hofstede, 2001; Osiyevskyy & Dewald, 2018; Sasaki & Sone, 2015). Al-
though the data is skewed, the seed, the intention to preserve some-
thing that has been built a long time ago, possibly the sense of herit-
age and duty, depends on what is valued in a cultural environment.

The family-business structures are very beneficial to fostering a
long and healthy life. This stems from emotional connections to the
business as well as accumulated business knowledge not only as a
craft but also in terms of how to do business in the long run (De Falco &
Vollero, 2015; Henokiens, 2024b; Sharma & Salvato, 2013; Spielmann
et al., 2022; Sraer & Thesmar, 2006; Vetterli, 2024; von und zu Liecht-
enstein, 2024). These values are hard to summon artificially in public
companies which connects well with themes of bank-based versus
market-based economies and personal responsibility. This suggests
that emotional connection and ownership, even from the level of the
employee, play a critical role. It is something deeply human and
might relate to pre-modern societies of humans with active mutual
support. This concept is however not related to the noble savage but
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rather a real, and therefore even more impressive, observed behaviour
in pre-state societies (Scott, 1976).

Another common characteristic of family involvement is long-time
learning from mistakes and challenges. The whole company benefits
from the accumulation of experience in the family (de Geus, 1998;
Henokiens, 2024b; Osiyevskyy & Dewald, 2018). This supports resili-
ence and long life and contributes to the identity that the company
has and that get’s passed on by traditions (Conz et al., 2023; de Geus,
1998; Glowka et al., 2022; Lorandini, 2015; Lumpkin & Brigham, 2011;
Napolitano et al., 2015; Sasaki & Sone, 2015; Sharma & Salvato, 2013;
Vetterli, 2024; Yamaoka & Oe, 2021). Based on the findings it can be
concluded that what is important is the tradition to pass on values. It
can be stated that this procedure is exclusively the case in family busi-
nesses. Over the years, early exposure to the business, building the
emotional commitment and manifesting the personal relationships
fosters internal motivation in family members, to carry the company
and take good care of it (Vetterli, 2024; von und zu Liechtenstein,
2024).

Successful long-living companies adapt to changes in their environ-
ment. They continuously develop new businesses and keep up with
technology through innovation and use of modern machinery as well
as techniques like lean management and flexible governance struc-
tures (Henokiens, 2024b; Welsh et al., 2023; Xia & Donzé, 2021; Zell-
weger & Sieger, 2010; Zellweger et al., 2011). They see innovation
as their tradition, declaring change as their business model (Henoki-
ens, 2024b), which keeps them relevant, interesting, and on top of
their industry — even if they pivot from their original business model.
For example, companies like ].D. Neuhaus GmbH, which transitioned
from a village smith to an engineering firm, illustrate the importance
of adaptability (Henokiens, 2024b). This is not always the case or a
treat that comes by long-term survival, as the interviews clarify: ‘I
would say no, because success brings with it the danger of standing
still. Good entrepreneurial families, yes. In that sense, it is an ambi-
valent relationship.” (von und zu Liechtenstein, 2024); ‘Of course, you
have the very old businesses in wine-growing or restaurants or hotels,
which of course then stay with that. They also exist, but there is very
limited growth.” (Vetterli, 2024)

Similarly, success is measured, as the literature, the case studies
and the interviews show, by keeping ownership within the family
and passing the firm to the next generation (Arai & Hirota, 2023; Ca-
passo et al., 2015; Glowka et al., 2022; Henokiens, 2024b; Napolitano
et al., 2015; Vetterli, 2024; von und zu Liechtenstein, 2024; Zellweger
et al,, 2011). While this might not be surprising, it is key to note
that survival is certainly no coincidence but one of the main goals
of many, if not all, owners. This drive to pass something on that is
more than alive but is a prospering, modern company, well-adapted
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to its current environment and challenges, is a significant character-
istic of these companies (Henokiens, 2024b; Kang, 2022; Montuori,
2000; Murthy, 2014; van Driel et al., 2015; Welsh et al., 2023). Interest-
ingly, family governance helps a lot to create a flexible structure that
supports the individual needs of families. Older businesses, from the
fourth or fifth generation onward have governance mechanisms in
place for exactly this reason (Vetterli, 2024; von und zu Liechtenstein,
2024).

The role of technology is also a common characteristic among these
companies. While long-standing successful companies embrace mod-
ern technology and invent and use it if it benefits the business, they
are not particularly oriented towards or away from modern or artis-
anal craft. Decisive factors are technological progress and continuous
improvement (Glowka et al., 2022; Henokiens, 2024b; Kwee, 2009; Le
Breton-Miller & Miller, 2011; Yamaoka & Oe, 2021). It is safe to as-
sume that the core of these companies is not the technology itself,
and none of the companies relies on a particular technology to thrive
through centuries, but it is their ability to transform their knowledge
with technology into successful business opportunities (Vetterli, 2024;
von und zu Liechtenstein, 2024)

Another common characteristic is a high aspiration in quality and
the commitment to it, to be the best and to take care of the value pro-
position and the customers (Haag et al., 2023; Henokiens, 2024b; Paek
et al., 2020; Spielmann et al., 2022). High quality typically stems from
their extensive, long developed expertise (Antheaume et al., 2013;
Haag et al., 2023; Henokiens, 2024b; Tapies & Ferndndez Moya, 2012;
Yamaoka & Oe, 2021). It can be observed that enduring companies
very often occupy a niche with the triplet high quality (reputation),
high margin and high (long time) expertise. Something that can’t be
easily copied by a public company with more capital. This is seen in
the Henokiens’ cases and reflected in both interviews. For example
Vetterli (2024) ‘If you think about it, a business with small margins is
extremely capital-intensive.’
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IMPLICATIONS FOR PRACTICE

This study highlights practical implications for businesses aiming for
long-term survival. Below are a few initial questions that anyone in-
terested in the longevity of their own firm might find useful. They
are structured along the Theoretical Framework.

THE

THE

THE

OUTSIDE
Do you integrate cultural shifts to your benefit?

In what way does your company engage with the local com-
munity?

How did you overcome external challenges?

INTERFACE

What measures are in place to ensure that your company re-
mains adaptable and resilient in the face of future challenges?

Do your employees feel a sense of belonging to the company?

How does your company balance maintaining traditional prac-
tices with embracing innovation and modern techniques?

CORE
Are you a family business?

How does your (business-) family maintain its core values and
identity across generations?

How is your family governance set up and is it working for
you?

How is your product quality, do you occupy a niche?
Do you have the tradition to innovate along your expertise?

Does your company approach long-term planning and sustain-
ability?

Do you like what you're doing and does it transfer to the next
generation?

What steps do you take to ensure the knowledge and values of
the family are passed down through generations?
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LIMITATIONS AND FUTURE RESEARCH

17.1 LIMITATIONS OF THE STUDY

This study, while comprehensive in its exploration of the character-
istics contributing to the success of long-standing companies, is only
a tiny window into the whole problem space. These limitations arise
from the inherent constraints of the inductive research approach, the
selection of case studies, and the scope of the research. The study
prioritised the which common characteristics, not really discovered is
mostly why these characteristics are critical and if they stay critical in
the future. Similarly, themes from the qualitative analysis had to be
skipped for the thesis, namely, education of successors, reasons for the
family/business to keep going, philanthropy and local community support
(reciprocity), mergers and acquisitions, and more.

Expanding on this limitation, this study appears small in scope
and depth — in comparison to the task. Understanding these limit-
ations is crucial for contextualizing the findings and for identifying
areas where further research is needed to enhance the robustness and
generalizability of the conclusions drawn.

17.1.1  Methodological Limitations

The study’s methodology, while thorough, has inherent restraints.
The qualitative analysis involved iterative coding and theme gener-
ation, aiming to extract reliable insights from the data. However, the
coding was performed by a single researcher, which introduces sub-
jectivity and limits the interpretative depth. Additionally, the case
studies, sourced from the Henokiens Association (Henokiens, 2024b),
were authored using varying methods, potentially affecting the con-
sistency of the analysis. Furthermore, the literature is biased towards
family firms and should be analysed in greater depth in order to ap-
propriately sort out for which economies, time scales, firm sizes et
cetera the findings are valid and what is missing to which extend.

17.1.2 Data Limitations

The data utilized in this research comprised case studies, scientific
papers, and expert interviews. The case studies, selected on the basis
of longevity criteria, were obtained from a society of long-living insti-
tutions, thereby introducing a survivor bias by excluding companies
that did not endure or are not part of this society.
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This focus on surviving companies aligns with the study’s theme
but limits the exploration to successful entities of a certain kind. The
predominance of family firms within the data set, while clearly cor-
relating with longevity trends, may skew the findings towards the
characteristics unique to such businesses. Furthermore, the qualitat-
ive analysis relied on secondary sources, which varied in compre-
hensiveness and reliability, potentially omitting critical, undisclosed
insights.

17.1.3  Scope Limitations

The predefined boundaries of this study — focusing on companies
over 200 years old, excluding conglomerates, and including both glob-
ally and locally operating firms — impose limitations on the generaliz-
ability. The exclusion of businesses that underwent significant pivots
for example, narrows the scope to entities that have maintained con-
sistent operations. Moreover, small and local enterprises are a minor-
ity, while government organizations, NGOs, and sole proprietorships
are absent, which means the results may not be applicable to these
types of institutions. The study’s reliance on historical documents
and narratives further constrains the ability to draw universally ap-
plicable conclusions.

17.2 RECOMMENDATIONS FOR FUTURE RESEARCH

Future research should address two significant areas unexplored in
this study: longevity promotion of family businesses, business famil-
ies without legacy business and longevity in non-political community
institutions with long operational histories.

Investigating longevity promotion can provide extended insights
into supportive governance and structures, operational strategies,
and cultural factors that contribute to enduring success. This re-
search could explore how organizations maintain continuity, adapt
to changes, and uphold their core values over extended periods.

Additionally, further exploration of business families, despite
already extensively studied by (Zellweger, 2017; Zellweger & Sieger,
2010; Zellweger et al., 2011) and others, remains essential. Unique
characteristics and diverse approaches of individual business families
necessitate further study of the promotion of longevity. It'd be highly
interesting to find out how to induce and support longevity from a
practical standpoint as well as from an abstract, high-level view.

Understanding these facets will enhance the already existing know-
ledge of sustainable business practices and provide a broader per-
spective on the elements contributing to long-term (environmental)
sustainability. This includes benefits for businesses, the environment,
and the families themselves.



CONCLUSIONS

18.1 KEY FINDINGS

COMPANY PERSONALITY AND ESSENCE Long-standing compan-
ies possess a unique personality or essence, a core characteristic high-
lighted in case studies of Henokiens. This core identity is maintained
and nurtured over time. (Henokiens, 2024b; Lumpkin & Brigham,
2011; Sharma & Salvato, 2013; von und zu Liechtenstein, 2024)

STEWARDSHIP  Effective stewardship, characterized by authentic
care and commitment to continuity, is a vital characteristic of endur-
ing companies. This stewardship is often observed in the governance
structures of these companies. (Henokiens, 2024b; Le Breton-Miller &
Miller, 2011; Tapies & Ferndndez Moya, 2012; Vetterli, 2024; von und
zu Liechtenstein, 2024)

LONG-TERM AND STABILITY These companies thrive in cultures
and economic environments that prioritize the long-term and stability.
They are often located in bank-based economies, stable states and
resilient economies, which also culturally support perseverance and
heritage. (Arai & Hirota, 2023; Colli & Larsson, 2013; Fernandez Moya
et al., 2020; Henokiens, 2024b; Hofstede, 2001; Sasaki & Sone, 2015)

FAMILY BUSINESS STRUCTURES Family involvement fosters emo-
tional connections and long-term responsibility, which are crucial for
long-term success. Their structures often support a sustainable busi-
ness model and a beneficial organizational long-term culture. (De
Falco & Vollero, 2015; Henokiens, 2024b; Sharma & Salvato, 2013;
Spielmann et al., 2022; Sraer & Thesmar, 2006; Vetterli, 2024; von und
zu Liechtenstein, 2024)

LEARNING FROM CHALLENGES The accumulation of experience
and learning from past challenges enhances resilience in the future
and contributes to the company’s identity and traditions. This con-
tinuous learning process is integral to their long-term survival and
prevalent with family ownership. (Conz et al., 2023; de Geus, 1998;
Glowka et al., 2022; Henokiens, 2024b; Lorandini, 2015; Lumpkin &
Brigham, 2011; Napolitano et al., 2015; Osiyevskyy & Dewald, 2018;
Sasaki & Sone, 2015; von und zu Liechtenstein, 2024; Yamaoka & Oe,
2021)
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ADAPTABILITY AND INNOVATION  Successful long-standing com-
panies are adept at adapting to changes in their environment, con-
tinuously developing new businesses, practice competency focused,
incremental innovation and integrate modern technology and man-
agement techniques. This flexibility keeps them relevant and com-
petitive. (Henokiens, 2024b; Vetterli, 2024; von und zu Liechtenstein,
2024; Welsh et al., 2023; Xia & Donzé, 2021; Zellweger & Sieger, 2010;
Zellweger et al., 2011)

FAMILY OWNERSHIP AND SUCCESSION Maintaining family own-
ership and successfully passing the company to the next generation
is a common measure of success. This continuity ensures the preser-
vation of the company’s core values and is supported, after a certain
generation, by family government structures. (Arai & Hirota, 2023;
Capasso et al., 2015; Glowka et al., 2022; Henokiens, 2024b; Napolit-
ano et al., 2015; Vetterli, 2024; von und zu Liechtenstein, 2024; Zell-
weger et al., 2011)

ROLE OF TECHNOLOGY Successful old companies embrace mod-
ern technology and continuous improvement is crucial. These com-
panies leverage technology to benefit their business without being
solely dependent on any particular technology. (Glowka et al., 2022;
Henokiens, 2024b; Kwee, 2009; Le Breton-Miller & Miller, 2011; Vet-
terli, 2024; Yamaoka & Oe, 2021)

COMMITMENT TO HIGH QUALITY A strong commitment to high
quality and excellence is a defining characteristic. These companies of-
ten occupy high-quality, high-margin niches and focus on delivering
superior value propositions and customer satisfaction. (Antheaume
et al., 2013; Haag et al., 2023; Henokiens, 2024b; Paek et al., 2020;
Spielmann et al., 2022; Tapies & Ferndndez Moya, 2012; Vetterli, 2024;
von und zu Liechtenstein, 2024; Yamaoka & Oe, 2021)

18.2 SYNTHESIS OF RESULTS

The synthesis should condense and clarify the findings of the re-
search to make them tangible and useful. This thesis reveals that long-
standing companies, much like humans, reflect the principles of care
and stewardship. If nurtured well, these companies can endure for
centuries.

The key findings illustrate that companies possess a unique per-
sonality or essence, often maintained through effective stewardship.
This stewardship, characterized by authentic care and commitment, is
essential for longevity. Companies that prioritize long-term stability
and operate in supportive economic environments thrive. Family in-
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volvement fosters emotional connections and responsibility, creating
a sustainable business model and a beneficial organizational culture.

Long-standing companies learn from challenges, enhancing their
resilience and contributing to their identity and traditions. Adaptab-
ility and innovation keep these companies relevant, allowing them
to integrate modern technologies and management techniques while
maintaining their core values. Successful family ownership and suc-
cession ensure the preservation of these values and support continu-
ity.

Commitment to high quality is a defining characteristic of these
companies. They often occupy high-quality, high-margin niches, fo-
cusing on delivering superior value propositions and customer satis-
faction.

In conclusion, the synthesis highlights the importance of a stable
base, effective stewardship, and the ability to adapt while preserving
core values. Long-term success is achieved through a combination of
family governance, continuous learning, and a commitment to excel-
lence. These elements collectively contribute to the endurance and
prosperity of long-standing companies.

183 FINAL THOUGHTS

This study has explored the characteristics contributing to the sus-
tained success of long-standing companies. Although there are limit-
ations, by examining the common values, governance structures, and
adaptive strategies of these companies, this research provides a nu-
anced understanding of the common characteristics of long-standing
companies. The findings emphasize the importance of stewardship,
emotional commitment and continuous innovation which is present
in successful family firms and business families.

184 PERSONAL REFLECTIONS

Conducting this research has been an enlightening journey. I have
gained deeper insights into the intricate dynamics that enable com-
panies to thrive for centuries. The process of analysing historical data
and contemporary practices has broadened my understanding of sus-
tainable business models. The challenges encountered during the re-
search, particularly in synthesizing diverse case studies, have honed
my analytical and critical thinking skills. This experience has rein-
forced my appreciation for the complex interplay of business and
families in long-lasting businesses.
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18.5 FUTURE OUTLOOK

Looking ahead, the insights from this study can inform future re-
search and I hope, practical applications. As businesses navigate an
increasingly dynamic and uncertain environment, the principles iden-
tified in this research offer valuable guidance for fostering successful
long-term resilience. Continued exploration into the longevity of fam-
ily and non-family organizations alike and the evolving strategies of
business families will further enrich the field. Ultimately, this research
contributes to a broader dialogue on sustainable business practices,
highlighting the enduring value of balancing economic viability with
emotional and cultural commitments.
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ACRONYMS

BHI Brand Heritage Identity

CEO Chief Executive Officer

CSR  Corporate Social Responsibility
EO Entrepreneurial Orientation
UHNW Ultra high net worth

SD  Sustainable Development

SEW Socioemotional Wealth

SME Small and Medium Enterprise
Note: For definitions, see:
e SEW: Definition

e EO: Definition
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LIST OF FIGURES

Figure 1 Visualisation of the main themes . . . ... .. 7
TABLE
COMPANY EST. TYPE OF BUSINESS
A.E. Kochert GmbH 1814 Jeweller
Amarelli S.p.A. 1731 Liquorice Producer
Augustea S.p.A. 1629 Sea Shipping
Hottinguer S.A. 1786 Private Merchant Banking
Pictet S.A. 1805 Private Banking
C. Hoare & Co. 1672 Private Banking
Catherineau S.A.S. 1750 Interior Crafts for Jets, Yachts
D’leteren S.A. 1805 Automobile Distribution
Beretta S.p.A. 1526 Arms Maker and Accessories
Friedr Schwarze GmbH 1664 Spirits and Liqueurs Producer
Garbellotto S.p.A. 1775 Maker of Barrels, Vats, Casks
Gekkeikan Ltd. 1637 Sake Producer
Grondona S.p.A. 1820 Biscuits Maker
Beligné S.A.S. 1610 Cutlery Distributor
Hoshi Ryokan 718 Hot Spring Inn
J.D. Neuhaus GmbH 1745 Maker of Hoists and Cranes
Mellerio S.A. 1613 Jeweller
Okaya Ltd. 1669 Real Estate Management
Pollet S.A. 1763 Cleaning Products
Revol S.A. 1768 Culinary Porcelain
Toraya Ltd. 1600 Confectionary Maker
Van Eeghen & Co B.V. 1662 Functional Food Ingredients
Viellard Migeon & Cie 1796 Fish hooks, Welding Products
Yamamotoyama Ltd. 1690 Green Tea and Nori Producer
Yamasa Corp. 1645 Soy Sauce Maker

Table 1: List of the Henokiens’ case studies companies.
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D.1 BENJAMIN VETTERLI

The interview has been edited as little as possible. Edits are made vis-
ible [by the use of brackets]. Numbers in the brackets are a reference
to the transcripts, as due to different technicalities notation of time
was difficult.

D.1 BENJAMIN VETTERLI

25-27 MOTIVATION FOR THE LGT BANK TO RAISE AWARENESS
ABOUT FAMILY GOVERNANCE [t is extremely important to the
Princely Family because these family businesses — as you said — they
are the backbone of our economy. They see that many of them are
having difficulties in the third generation and they don’t want that to
happen because they also think very long term. Raising awareness is
an important issue — you should sit down with a specialist to address
the issue. ... The difficult thing is to get the process moving. Every-
one knows it’s important, but it’s not urgent in that sense, but it is
important. We can be the catalyst to get the discussion going.

49-58 RECURRING CHALLENGES I don’t just have families that
are still in the green field, but what we also have are families that are
already in the fourth or fifth generation, where a process is beginning
again. They know about the importance and often have very specific
questions that they would like to have answered, where they need a
sparring partner. ... They are already very advanced, they know the
problem. You don’t have to lay the foundations, you can go straight
into the depths and look at it with them.

66-75 REASONS FOR LONGEVITY That’s a good and legitimate
question that I always ask at the beginning. Of course it’s legitim-
ate to say that you'll split up and go your own way. That’s fine, but
it doesn’t have to be. I think what you sense is that many of these
families have the entrepreneurial gene in them. It doesn’t necessarily
have to be about keeping the company going. I think it's something
that’s inherited, this willingness to be independent. ... I see that, this
entrepreneurial fire, it is inherited, very often.

81-85 BUSINESS HERITAGE There is a certain amount of pride
there (it’s also a burden, will I be able to carry on, you don’t want
to be the generation that ends up destroying it). But if you introduce
the next generation to the company early enough and have touch
points and do it well, then they want to do it too and identify very
strongly with it. Especially if the family name is in the brand, then
you grow up with it, with all the advantages and disadvantages.

96-108 DEALING WITH CULTURAL CHANGE, THE CORE [ think
successful families see this cultural and technological change not as
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a threat but as an opportunity. So I mean, if you look at the baby
boomers and Gen Y, you can see that as a threat. The values, culturally,
are different: the focus is not so much on work but rather on purpose.
You can say: they don’t want to work any more, and only see the
bad, you can. But you can also see it in a positive light. ... If you see
that the next generation understands it, has grown up with it, thinks
globally, thinks in networks, and sees it as an opportunity, then that’s
a strength. If you can see the strengths and the threats and fade them
out a bit. I think what remains with many of these companies, and
I see this particularly with the long-standing ones, is this focus on:
what is our set of values, what do we stand for as a family and as a
company; that is then independent of technology and change. That
you have such a core as you want to do your business.

109-113 STEWARDSHIP, CORE  You also see very often that many
family businesses are very reluctant to lay people off. They see them-
selves as responsible and that is something that runs through. They
say, yes, we stand by our people and we are aware of our responsib-
ility. That remains and that is also a strength. I see less change there.
Strong companies have that. What they produce now is not so import-
ant, but how they approach business is crucial and that is also passed
on over generations.

121-122 EMPLOYEES LOYALTY Yes, the loyalty is two-way. If the
employer is loyal, then the employees are loyal too and don’t look at
the short term, but the long term.

164-169 LEGACY BUSINESS Henkel is typical. Henkel has many
brands that they build up and sell. They go through cycles, position
new brands on the market, build them up and then they go out again
and do something new.

177-182 LEGACY BUSINESs?  Of course, you have the very old
businesses in wine-growing or restaurants or hotels, which of course
then stay with that. They also exist, but there is very limited growth.
They are then very old, but they have said, we don’t want to make a
restaurant chain, we’re making this restaurant, we’ve had it for 500
years, but then you are very limited.

194-200 RISK AND STEWARDSHIP The first generation takes a lot
of risks. The appetite for risk is huge at the beginning. ... Of course,
as soon as you have sold something and are doing something new,
your appetite for risk naturally decreases. The role is then also dif-
ferent, you see yourself as a steward. The capital has been created
and you actually want to preserve it. In the best case, you want to in-
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crease it, preserve it and pass it on. The willingness to take risks then
automatically decreases, you can see that, it's a natural development.

212-224 LOOSING DRIVE? It's completely natural. You start out,
you come from a humble background, you build up your life, you're
successful. What do you do with your next generation? You usually
give them exactly what you didn’t have yourself. But they still have
their parents as a role model, every day. What you see with parents
is that they still behave the way they started out. Very modest, con-
servative in their values. But then you are the parent generation, you
grew up in a lot of prosperity, you didn’t experience those difficult
times at the beginning. And now you are the role model for the next
generation. That is difficult. To solve this, you have to make sure that
the grandparents have a lot of contact with their grandchildren. That
a lot is said about values, that stories are told about how things were
built up, that this is how the transfer of values is achieved. You have
to actively do this. You have to actively encourage the next generation
to talk about values, history, development and so on. Otherwise you
simply have parents who grew up very wealthy with children who
grew up very wealthy, and that’s a different mix.

242-249 PRODUCT QUALITY If you think about it, a business with
small margins is extremely capital-intensive. That’s difficult for fam-
ilies. It’s also very often the limiting factor that the capital is missing,
where you then open up, where you go public. ... Don’t get me wrong.
I think you also have families that are in a low-margin business, but
it is of course difficult to grow old and big. Very few manage to do
that.

263-265 INNOVATION These companies are very good at improv-
ing products in an existing area or creating new processes. They are
very good at innovating on what already exists. They may not be
so good at creating something completely new. [There is a good ex-
ample of a family that is now a world market leader. They said that
they come from agriculture, they know the field. They have invested
in research for a very long time and are now on the market with a
product that cannot be easily copied.] That is very typical.

286-292 TRADITION, BURDEN OR BENEFIT What's a shame is
when you think in terms of tribes: our tribe has to be on the board of
directors, provide the CEO and so on. Even if the people are perhaps
not so talented and not so well educated. That often comes to grief
and those who survive in the fifth or sixth generation then see: OK,
we just have to have the best people. Internally and externally, we
have to prepare and train our next generation and put them in the
right positions. You go through a lot of pain and many family busi-

179



180

APPENDIX: INTERVIEW

nesses no longer stay together, but those that stay together and are
successful recognise that.

305-308 SUCCESSION  So [many families clearly say: just because
you bear our name, you have no right to a job]. They are very large
families. They have to have an open position, you have to be qualified
and willing. Otherwise it will be given to someone outside the family.
That’s not a problem. Succession from the family is not mandatory.

328-335 HOW TO KEEP THE FAMILY TOGETHER There are so
many small things you can do. You don’t always have to make a
family constitution. Of course that would be ideal, but you can also
take small measures that take a lot of pressure and emotion out of the
equation. You can make a dividend policy where you say that 10% of
the profits will be distributed - simple. You can make an employment
policy that defines what you have to bring in order to get a job. Who
decides on salary, bonus, promotion — better not the father, right?

339-347 HOW TO LIVE FOREVER Every transfer from one genera-
tion to the next has the potential to be a disaster. Only 3% survive to
the fourth generation. I think that once you have overcome this bar-
rier, once you have made several transfers of generations, then you
will automatically, at the latest in the fourth, have your governance
mechanisms in place. Because you have already experienced so much
pain, gained so much experience, that by the fourth generation at the
latest you will have your committee and your policies and mechan-
isms in place, and you will look at this again and again with each
generation.

174-182 THE TREATS OF WORKING WITH FAMILY BUSINESSES |
like helping people in difficult situations. And for me it’s always ex-
citing when they come in and then, after a short while you can really
help to put things back in order with simple means. The other thing
that I also find very exciting is something I notice very strongly at
LGT. I have contact with families from Switzerland, from the Middle
East, Latin America, from everywhere. The cultures are different. I
can learn a lot about cultures, which I find very, very exciting. It’s a
lot of fun.

401-406 ONE ADVICE TO LIVE FOREVER Invest in the next gen-
eration early on. Prepare them for such roles. Don’t just look at the
business, but hand it over early on. [Many families hand over at the
age of 35], so you should trust your children more and give them
responsibility as quickly as possible.
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This appendix presents a selection of illustrative quotes drawn
from the qualitative analysis of the 25 Henokiens’ case studies (Hen-
okiens, 2024b) of long-standing companies. These quotes serve as ex-
amples for the various codes and themes identified during the re-
search process.

Qualitative analysis involves examining non-numerical data, such
as interviews or written texts, to uncover patterns, themes, and in-
sights. In this study, I employed an inductive approach, which means
I began without predefined categories or hypotheses. Instead, I al-
lowed the data to guide the identification of themes and codes,
thereby ensuring that our findings are rooted directly in the exper-
iences and perspectives of the companies studied.

The following quotes have been categorized according to the key
themes that emerged from our analysis. They highlight the values,
practices, and strategies that have contributed to the enduring suc-
cess of these companies. By including these quotes, I aim to provide
a richer, more nuanced understanding of the factors that promote
corporate longevity.

THE OUTSIDE

Cultural Shifts

[10044-10257]  Cultural shift, o4 HO-SHI, File:
04_Case_study_HO-SHI.pdf

Ho-shi was already present in the Society of Ie period, and it survived
the subsequent changes in society such as introduction of the "house-
hold" system and acceleration of the nuclear family after World War
II.
[24393-24564] Cultural shift, o4 HO-SHI, File:
04_Case_study_HO-SHI.pdf

As long as Ho-shi is part of economic society, its business will be
influenced by temporary modes. Thus it must develop strategies for
response to these temporary things.

[11334-11664] Cultural shift, 10 Yamasa, File:
10_Case_study_Yamasa.pdf

As our lifestyle choices and preferences change, what we eat is also
becoming increasingly diverse. In Japan, the growing presence of wo-
men in the workforce is increasing the need for convenient foods that
can be prepared quickly, while the reality of fast-aging population is
stimulating people to make healthier food choices.

[21641-22414] Cultural shift, 20 Yamamotoyama, File:
20_Case_study_Yamamotoyama.pdf

Kaichiro’s hobby is to interact with new technologies. They can be
tools that make us understand the present time that is constantly
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changing by increasing acceleration. One of his hobbies is taking pho-
tos with the latest iPhone model. Kaichiro, who does not forget the
sense of the common people, often walks around the Nihonbashi
neighborhood with sandals and wooden clogs, greets his neighbors,
and enjoys the changing seasons. One Friday evening, remember-
ing the busy week’s events, and looking at the beautiful sunset that
Utagawa Hiroshige would have been seen from here, he could not
help feeling how fast the times changes. He happened to find an air-
plane and its contrails in sunset sky on the photos that he took with
his iPhone.

[1432-1627]  Cultural  shift, 24  Okaya, File:
24_Case_study_Okaya.pdf

In the approximately 350 years of the company’s history, there have
been 14 presidents, who have witnessed significant changes in the
environment surrounding the company.

Challenges for the Business

[22203-22399] Business challenges, o5 Friedr_Schwarze,
File: o5_Case_study_Friedr_Schwarze.pdf

There was a particular increase of new and modern distilleries using
the cheaper potatoes instead of cereal, which confronted the tradi-
tional distilleries with severe challenges. [in 1844]

[58884-59275] Business challenges, o7 Garbellotto, File:
o7_Case_study_Garbellotto.pdf

Over the last century, the art of cooperage has faced several chal-

lenges: the changing tastes of consumers, the advent of new materials

to build containers at low cost, and the risk of extinction linked to the

absence of a school where to learn and mature the skills required, that

can be transmitted only on the field, directly from master coopers.
[13263-13876] Business challenges, 14 Pollet, File:
14_Case_study_Pollet.pdf

In the period that followed after the death of Raphaél-Dominique Pol-
let until the end of the 19th century, the company and the economy
were going through rough times, almost leading to the closure of the
family business. In fact, it was a combination of a deteriorating mar-
ket, the aging of the firm’s machinery, unsuccessful successions and
differing strategic visions within the family that heavily impacted
on the company. Especially the demand for lamp oil significantly re-
duced during this period, with the introduction of gas and electricity
as a deathblow for this activity.

[33196-33910] Business challenges, 16 Neuhaus, File:
16_Case_study_Neuhaus.pdf
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Wilfried entered the business at a critical time. From the mid-8os, the
mining industry in Germany declined due to cheap imported coal,
which was up to 30 percent cheaper than domestic coal. JDN’s rev-
enue dropped accordingly from 1985 to 1990, the height of the crisis,
by about 50 percent. At the same time, the business was weakened
by the continuing conflict between the brothers J. Diederich and Rot-
ger, which prevented the necessary repositioning and alleviation of
structural weaknesses. The business’ equity capital had been seri-
ously stretched by the buy-out of Rotger, substantial resources had
been drained and loans had been taken out.

[97637-97878] Business challenges, 23 C-Hoare-Co, File:
23_Case_study_C-Hoare-Co.pdf

Reflecting on the dark side, mainly through the seventh generation,
Michael G. Hoare observes that after amassing riches and an import-
ant place in society over 200 years, the family lost most of its wealth
in one generation.

THE INTERFACE
Employees

Employees as Success Factors
[11628-12057] Employees as success factors, o1 Toraya, File:
o1_Case_study_Toraya.pdf

Mitsuhiro Kurokawa emphasizes, "We need to think of a company as
a group of established individuals, not just as a ‘chunk’. I believe that
a company becomes strong when each individual becomes strong,
uniting without compromise. At TORAYA, we need to focus on hu-
man resource development so that unique individuals will grow. As
a result, TORAYA will become a strong company."

[45334-45570] Employees as success factors, 06 Mellerio,
File: 06_Case_study_Mellerio.pdf

Remaining in the artistic domain, it has not wished to stray from its
core business and can today find a financial model which allows it to
attract the finest talents and remain at the top of its business sector
throughout the world.

[22536-22696] Employees as success factors, 07 Garbellotto,
File: o7_Case_study_Garbellotto.pdf

The enhancement of human resources and their heritage of experi-
ence and professionalism are a strenght on which the company roots
its identity and direction.

[14370-14610] Employees as success factors, 08 Gekkeikan,
File: 08_Case_study_Gekkeikan.pdf
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Gekkeikan has also actively enhanced employee welfare, ensuring a
sound work-life balance for its employees by improving their living
environment in the forms of dormitories, company housing, etc., as
well as by making other improvements.

[48007-48224] Employees as success factors, 14 Pollet, File:
14_Case_study_Pollet.pdf

Like any family business, also Pollet SA strongly counts on the capa-
city of non-family employees. Treating them well and making them
feel good at work are therefore important priorities for the company.

Positive for Employees
[9769-10285] Positive for employees, o1 Toraya, File:
o1_Case_study_Toraya.pdf

In 1992, TORAYA introduced a self-development support program
called "Egg21" to those who wanted to grow, achieve their dreams,
and live a fulfilling life. This program supports its employees through
time and finance, even if the time and finance spent by its employees
is not directly related to their duty in TORAYA. Employees have been
utilizing this program to climb the Himalaya Mountains, or obtain a
certain license and/or certificate, and so on.

[8954-10036] Positive for employees, o4 HO-SHI, File:

04_Case_study_HO-SHI.pdf

However, some of the characteristics of traditional families (Ie), such
as the single-heir-policy, persisted in the business entities run by local
ruling families or wealthy farmers. Although blood relatives were
gradually removed from the management of these family-run busi-
nesses, as the business size grew, the relationship between the master
and the employee did not become heterogeneous. Rather it grew in af-
finity, creating a culture whereby the master protected his servant and
the servant swore allegiance to his master. This affinitive relationship
developed in Taisho and Showa eras, and consequently the corporate
family or business family system was born. This in turn led to the
creation of lifetime employment, in-company training, the employee
welfare system and other key elements of what is called "Japanese-
style management." Successfully growing loyal and self-motivating
employees, this culture was also accepted by small and medium en-
terprises run by an owner-manager.

[14611-14792] Positive for employees, 08 Gekkeikan, File:
08_Case_study_Gekkeikan.pdf

Additionally, it has revised many old systems such as employee sav-
ings schemes, pensions, insurance, health management, etc., and in-
troduced systems in alignment with the new era.
[54149-54419] Positive for employees, 18 Dleteren, File:
18_Case_study_Dleteren.pdf
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His son Pierre was known for standing very close to his employees.
He was very much present on the shop floor and thought the value
of being close to his employees very important. In this period, celeb-
rations of employees” birthdays took a start, too.

[99905-100387] Positive for employees, 23 C-Hoare-Co,

File: 23_Case_study_C-Hoare-Co.pdf

While humorously referring to themselves as the Association of the
Sons of Toil, Hoare’s clerks generally enjoyed a higher salary, longer
holidays, and more favourable working conditions than their cler-
ical counterparts. Recent conversations with non-family employees
in other positions stressed further the favourable working conditions
and atmosphere as compared to other workplaces, which allude to
the distinct human resources management practices since that time.

Employees Like Family
[16214-16404] Employees are family, oy Garbellotto Coder:
default, File: o7_Case_study_Garbellotto.pdf

Garbellotto always considered itself a great family where the owners
and employees have grown up together and where humility respect
and trust have always been core values. By cultivating these values,
employees have always developed a sense of belonging, recognizing
the principles of the company, also fully respecting and sharing the
formal rules, and defending the corporate vision.

[18763-19980] Employees are family, oy Garbellotto Coder:
default, File: o7_Case_study_Garbellotto.pdf

Giovanni Bottega, has been a cooper and also the personal driver of
the Garbellotto family. He started to work at Garbellotto at the age
of 14 and recalls the time when at evening, after working all the day
in the plant, he drove the Commander Garbellotto around Italy in
Piedmont, Tuscany, since at that time there was not a sales netowork
as it is nowdays. ... To me mr Pietro has been much more than an
employer. He has helpd me in many circumstances. I was a very shy
person and I was ashamed because of my hare- lip. ... Mr. Pietro al-
ways told me: you do not have to be ashamed, only ignorant persons
give attention to certain things, good people do not even notice them.
... When I was about 40, he convinced me to solve the problem of
my hare- lip. He introduced me to a specialist from Bologna and then
he paied for the cirurgical intervention. ...Later on he also helped
me when I bought my house. ... I also had the pleasure to teach the
secrets of the art of cooper to mr. Pietro’s children, who made sum-
mer work during vacations from school. ... Nowdays, my son works
here at Garbellotto, he has taken my place.

[19982-20651] Employees are family, oy Garbellotto Coder:
default, File: o7_Case_study_Garbellotto.pdf
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Mario Salvador, who has been Pietro Garbellotto’s alter ego and per-
sonal counselor during the sixties of the last century, recalls: mr.
Pietro has been a master to me, he has taught me everything I know
in any field. ... He was very demanding with himself and his col-
laborators. He cared personally the selection process of workers. In
his idea, a good worker had to be a passionate for this job, he had to
love it, otherwise, better he looked for a different job. He always said
that workers are the best investment. Salaries and work conditions at
Garbellotto have always been on the top of the industry.

[6131-6344] Employees are family, 19 Berreta Coder: de-
fault, File: 19_Case_study_Berreta.pdf

The small size of the company and close contact with the local popu-

lation of the town, which speaks a distinctive local dialect, has always

contributed to the intimate, family-like corporate culture.
[87674-87966] Employees are family, 23 C-Hoare-Co
Coder: default, File: 23_Case_study_C-Hoare-Co.pdf

Exchanging with two non-family employees of the Bank, a newcomer
and a senior member, allows to immediately witness the expression
of joy of work, pride, and satisfaction. Both have plans to pursue their
career in the Bank and perceive themselves as part of the extended
family.

Interaction with the Outside

Business Adaption
[2439-2579] Business adaption, 15 Beligne, File:
15_Case_study_Beligne.pdf

Beligné has constantly adapted to market changes, whether the fall
of the monarchy in 1789, or recent economic developments.

[55256-55359] Business apaption, 18 Dleteren, File:
18_Case_study_Dleteren.pdf

D’leteren has always successfully adapted, without renouncing its
own history or traditions.

[22767-23082] Business adaption, 06 Mellerio, File:
06_Case_study_Mellerio.pdf

The firm recovered from the shock of the 1848 Revolution thanks to
the combined and complementary talents of Frangois” two sons, Jean-
Frangois and Jean-Antoine. Recognizing the context of crisis reigning
in Paris, they left for Madrid with the stock of jewellery and precious
stones.

[1915-2027] Business adaption, 08 Gekkeikan, File:
08_Case_study_Gekkeikan.pdf
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Haruhiko became president of the company in 1997 at the time Ja-
pan’s sake shipments began falling rapidly. The country’s sake mar-
ket was reduced by half over the following decade, so Haruhiko
downsized his company and improved its efficiency in order to re-
main profitable despite slumping sales.
[20196-20383] Business adaption, 13 Amarelli, File:
13_Case_study_Amarelli.pdf

To resist and restart, the Amarelli had once again to sacrifice another
part of the family patrimony, which was sold to find the financial
resources necessary to support the investments.

THE CORE
Value Proposition

Brand Image and Reputation
[2990-3442] Brand image and reputation, oy Garbellotto,
File: oy_Case_study_Garbellotto.pdf

In those years, the reputation of Garbellotto grew so much to count
among its customers even Charles of Habsburg, the future emperor
of the Austro-Hungarian Empire. He commissioned Garbellotto to re-
pair the barrels in the estate of his wife, the Princess Zita of Bourbon,
triggering a series of orders to provide the House of Austria. What
made the company prosper until the early twentieth century.

[1217-1511] Brand image and reputation, 22 AE-Kochert,

File: 22_Case_study_AE-Kochert.pdf

In 1831 the firm was appointed the official jeweler to the Austrian
Emperor ("k.u.k. Hof- und Kammerjuwelier") and remained the per-
sonal jeweler of the Austrian Emperor and his court, and the keeper
of the Austro-Hungarian Crown Jewels, until the end of the Austro-
Hungarian Empire in 1918.
[28005-28273] Brand image and reputation, 24 Okaya, File:
24_Case_study_Okaya.pdf

Among SASASQO'’s key products in the 1800s were farm tools, which
had been selling well enough to attract customers from as far away
as the Hokuriku area. To put it in modern terms, the SASASO brand
had become established in the country.
[22905-23282] Brand image and repu-
tation, 05 Friedr Schwarze, File:
o5_Case_study_Friedr_Schwarze.pdf

In 1912, Friedrich Schwarze (10th generation), at the time running the
family firm, claimed legal protection for the "typical black and white
image" of showing a farmer as trademark of the Schwarze Company
and Brands. At that time, this was a very visionary step, as branding
had not been established as typical business tool yet, especially not
in the distillery industry.
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[31907-32219] Brand image and reputation, 06 Mellerio,
File: 06_Case_study_Mellerio.pdf

Mellerio successfully participated in numerous International Exposi-
tions. The firm won the "Prize Medal" at the International Exposition
of 1862 in London, the gold medal at the International Exposition of
1867 in Paris, and the grand medal of the Religious Exposition of 1870
in Rome.

[31255-31375] Brand image and reputation, 15 Beligne,
File: 15_Case_study_Beligne.pdf

The business becomes an extension of the family, and its leading mem-
bers seek to maintain the family’s good reputation.

Quality Products and Services
[21042-21362] Quality of products, o5 Friedr_Schwarze,
File: o5_Case_study_Friedr_Schwarze.pdf

The newly set-up distillery focused on its core product Korn, main-
tained the traditional and proven methods of production and care-
fully cultivated the regional market with a strong focus on building
a brand on the high quality of their products and the strong family
commitment. (in 1740)

[39611-39954] Quality of products, 25 Grondona, File:
25_Case_study_Grondona.pdf

"Quality is a family value which is fundamental to reach without com-

promise". Emphasized and reiterated multiple times in the interviews

with the family members, this statement is enacted in two ways.
[38199-38322] Quality of products, 23 C-Hoare-Co, File:
23_Case_study_C-Hoare-Co.pdf

According to Alexander Hoare, "We are not interested in growth or
maximising profits, we are trying to optimise quality"
[39956-40234] Quality of products, 25 Grondona, File:
25_Case_study_Grondona.pdf

First, the family engages in the continuous search for the best raw
materials where they grow, not the cheapest, and constantly check-
ing them to guarantee their origin. Grondona never compromises on
using the finest ingredients available on the market even if they are
more expensive. For this reason, a system of traceability has been
developed for the entire production chain.

[9008-9227] Quality of products, 10 Yamasa, File:
10_Case_study_Yamasa.pdf

For its superior quality, Yamasa soy sauce was selected by the Im-
perial Household Ministry (current Imperial Household Agency), in
1895, as the first soy sauce purveyor to the Imperial Household from
the Kanto region.
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Tradition and Innovation

Traditional Product
[7208-7385] Traditional product, o1 Toraya, File:
o1_Case_study_Toraya.pdf

Japan has a unique culture where many people there exchange gifts at
each season and events, and the wagashi industry is deeply involved
in that culture.
[2559-2948] Traditional product, o4 HO-SHI, File:
04_Case_study_HO-SHI.pdf

Guests are welcomed by kimono-clad staff at the entrance of the
wooden building. Upon entering through the entrance, one will see a
large, tatami-mat area facing a graceful Japanese garden. All guests
are treated by maccha green tea and Japanese sweets in this area. This
is the beginning of the 1,300-year-old "omotenashi" (hospitality) spirit
the guests will enjoy during their stay.

[1767-2396] Traditional product, 11 Revol, File:

11_Case_study_Revol.pdf

Genealogical records show that the family settled in the northern
Drome area in south-eastern France, but archaeology reveals regional
roots as far away as the city of Lyon. The region in between the south
of Lyon and Drome has been associated gastronomic vitality and a
variety of local products. Pottery has developed in the region because
of the unique quality of its soil. Ceramic work has been present here
throughout history, peaking during the 19th century. Revol inherited
that tradition and contributed to its development. Pierre Revol’s fam-
ily set up their earthenware workshops in the 18th century.

[8128-8492] Traditional product, 13 Amarelli, File:
13_Case_study_Amarelli.pdf

Licorice plant, that grew and still grows spontaneously on the Ionian
Calabrian coast, was known by the farmers as a cure for the prob-
lems of blood pressure drops especially in periods of intense heat. It
is around 1500 that the Calabrian feudal families, among these the
Amarelli, begin to extract the juice and commercialize it mainly for
pharmaceutical uses.

[13176-13345] Traditional product, 16 Neuhaus, File:
16_Case_study_Neuhaus.pdf

Today, hoisting loads is still the central focus of the business’ activities,
even if the demands made of the product have changed dramatically
over the last 200 years.

Tradition and Innovation
[63618-63762] Tradition and innovation, 25 Grondona, File:
25_Case_study_Grondona.pdf
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As Orlando Grondona reveals, "Our skill (...) was not in inventing
a new process but in finding a balance between past and future"
(Zanon, 2020).

[15767-16085] Tradition and innovation, o9 Catherineau,
File: o9_Case_study_Catherineau.pdf

The strength of the company is the result of the subtle marriage
between traditional cabinetmaking and state-of-the-art technologies,
between rare wood, leather and composite materials, between crafts-
manship and computer-aided manufacturing. The techniques used to
equip a boat or an aircraft are the same.

Innovation
[21945-22377] Innovation, 17 Pictet, File:
17_Case_study_Pictet_EN.pdf

Lastly, what makes this model so unique and so successful is the man-
ner in which it combines experience with youthful energy, continuity
with a spirit of Innovation, and a family environment with external
influences.

[31199-31847] Innovation, 06 Mellerio, File:
06_Case_study_Mellerio.pdf

With a view towards the International Exposition of 1855, MELLERIO
dits MELLER freres filed a patent on 3 August 1854, for a flexible
shank for mounting all types of gemstones: "The purpose of this re-
quest is to gain ownership of an application forming an entirely new
jewellery item insofar as it imitates natural hanging fruit with no stiff-
ness, which no one has been able to do until now [...]". This discovery
constituted significant progress; it would make it possible to give nat-
ural flexibility to floral arrangements which until that time had been
rigid. The Mellerio firm was awarded a gold medal for this.

[6193-6528] Innovation, 08 Gekkeikan, File:
08_Case_study_Gekkeikan.pdf

Despite the widespread support of the barreling method, which las-
ted until the dawn of the nineteenth century, where the sake brewer
placed sake barrels in front of the store and poured the liquor into
carafes for sale, Gekkeikan focused on bottling sake and invented a
new selling method using bottled sake free from preservatives.

[25712-26059]  Innovation, 18  Dleteren,  File:
18_Case_study_Dleteren.pdf

It’s only by the end of the nineteenth century that the horse was
about to being replaced by the car. While continuing the production
of horse-drawn vehicles, the D’Ieteren family was among the first to
start building car bodies. On the 31st of December 1897 they delivered
the first electric cart to Camille Jenatzy, a Belgian race car driver.
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[8259-8425] Innovation, o9  Catherineau, File:
09_Case_study_Catherineau.pdf

In 1984, Alain introduced a major innovation: the development of a
patented, honeycomb composite material that significantly reduced
the weight of aircraft fittings.
[16957-17275] Innovation, 10 Yamasa, File:
10_Case_study_Yamasa.pdf

Today, Yamasa is considered one of the world’s premier providers of
nucleic acid products in supply capability, production technology and
quality. It is expected that the pharmaceutical business will become
anotherkey pillar of Yamasa business portfolios next to, or potentially
equaling, the food business in size. (the soy sauce company is becom-
ing a high tech pharma supplier)

Corporate Governance

Business Heritage
[1844-2319] Business heritage, o4 HO-SHI Coder: default,
File: 04_Case_study_HO-SHI.pdf

Ho-shi Ryokans dates back to 718, when Taicho Daishi (a great
teacher of Buddhism), who established Natadera Temple, found a
hot spring by following the divine prophecy of Hakusan Daigongen
(the deity of Mt. Hakusan). He ordered his disciple Garyo Ho-shi to
build and run an inn for people seeking cures for their illnesses. This
hot-spring inn, named "Ho-shi" after its first innkeeper Garyo (the
first Zengoro), has continued for 46 generations.

[20970-21141] Business heritage, 12 Banque Hot-

tinguer Coder: default, File: 12_Case_study_Banque

Hottinguer_uk.pdf

The unique characteristics of the loyalties across systems is that they
are predominantly multigenerational, being perpetuated from one
generation to another.

[24378-24655] Business heritage, 15 Beligne Coder: default,

File: 15_Case_study_Beligne.pdf

Finally, the intention to bequeath the business to future generations

(R) is found in Jacques Beligné’s observation, our philosophy, since

the company’s inception, has always been to consider ourselves as

those who hand the businessover to the next generation.
[44313-44614] Business heritage, 22 AE-Kochert Coder: de-
fault, File: 22_Case_study_AE-Kochert.pdf

Alexander Emanuel Kochert joins the company. Under his steward-
ship, Kochert is destined to become one of Europe’s foremost jewelry
houses. To this day, every piece of jewelry which leaves the workshop
at the company’s headquarters on Neuer Markt is hallmarked with
his initials, "AEK". (1849)
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[108754-109213] Business heritage, 23 C-Hoare-Co Coder:
default, File: 23_Case_study_C-Hoare-Co.pdf

For the Hoares, the success metrics for succession lie in the ongoing
pursuit of the process. As Rennie Hoare suggests, "you've succeeded
when you are succeeded" (Marsh, 2022).
[6976-7264] Business heritage, 25 Grondona Coder: de-
fault, File: 25_Case_study_Grondona.pdf

In the spirit of balancing the old and the new, Orlando Grondona,
s5th generation member, explains: "For two hundred years we kept
alive the knowledge of our parents for the enrichment of our children.
Being custodians of a tradition did not give us the excuse to stop
being surprised".

Renewal
[767-1445] Renewal, o1 Toraya, File:
o1_Case_study_Toraya.pdf

For the past 20 years while the Japanese economy was declining, he
had a new vision for the business and actively introduced technical
business management into this traditional company which was estab-
lished 480 years ago. For the first 10 years, he technically analyzed
TORAYA together with an outside business consulting company. In
1992, he established "Year 2001 TORAYA Vision" and helped TORAYA
take a step toward advancement. He established the business policy,
set the long-term sales goals, modernized its factories, strengthened
the training of employees, put more focus on environmental issues,
and strengthened branding.

[454-745] Renewal, 02 Van_Eeghen, File:

02_Case_study_Van_Eeghen.pdf

A typical quality of the company has been its strategy and capacity
to change its activities numerous times whenever it felt the need to
adapt itself to new circumstances. It has therefore subsequently ex-
panded or contracted the size of its operations many times.
[1103-1524] Renewal, 02 Van_Eeghen, File:
02_Case_study_Van_Eeghen.pdf

In the seventies, they become leaders on the market of dehydrated
food ingredients. Meanwhile, after having divested the dehydrated
ingredients business in 2006 their core activity consists entirely of
functional food ingredients: infant & clinical formulae and sports &
nutritional supplements.
[35870-36292] Renewal, 14 Pollet, File:
14_Case_study_Pollet.pdf

Over more than two centuries, Pollet SA reinvented itself several
times, going from salt, to oil, to soap, and to detergents to stay relev-
ant. From the moment markets got disrupted, and for example lamp
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oil was replaced by electricity, or the black soap industry totally dried

up, the company had no other choice to reinvent itself. And every

time they found within the family the capacity to renew.
[19314-19672] Renewal, 16 Neuhaus, File:
16_Case_study_Neuhaus.pdf

Although at that time, JDN still had not expanded its operations bey-
ond a traditional blacksmith’s shop manufacturing winches, Louis
was very successful in expanding the business. He had the old smithy
torn down and erected a new and more spacious one next to his res-
idence, in which the first muscle-powered machines were deployed.

Management Philosophy
[4681-4827] Management philosophy, 02 Van_Eeghen, File:
02_Case_study_Van_Eeghen.pdf

Thus VE'’s functional food ingredients Business Unit forms the begin-

ning of yet a new cycle in the evolution of its niche activities.
[5209-5372] Management philosophy, 02 Van_Eeghen, File:
02_Case_study_Van_Eeghen.pdf

And as this market matures Van Eeghen continuously searches for
those products possessing a niche character before they may turn
into commodities.
[14104-15354] Management philosophy, o4 HO-SHI, File:
04_Case_study_HO-SHI.pdf

An important traditional philosophy at Hoshi is "Learn from water
(by oneself)" (the Japanese words for "from water" and "by oneself"
have the same pronunciation, mizukara). We should learn from wa-
ter, which changes shape to fit any container, flows from high to low
without going against gravity, and enters any space it encounters. The
concept is somewhat metaphoric, but with some imagination we can
apply the teaching in many different situations. For example, when
we join an organization we should first absorb the ways of the or-
ganization and try to adopt them; we should change ourselves to
fit the current environment (short-term adjustment of the business,
continuation of reform); and we should test byways in order to pos-
sibly break away from fixed views. The family and employees of Ho-
shi have experienced the abundant blessings of nature and learned
life lessons from them. Thus, "learn from water" indeed represents
an emotional, philosophical, sustainable management approach that
is as effective and valuable as the academic management theories
taught today. Also, "learning by oneself" means learning from one’s
own experience in addition to being taught.

[14683-15102] Management philosophy, oy Garbellotto,
File: oy_Case_study_Garbellotto.pdf
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While competitors pointed to profit, Pietro put in the first place the
satisfaction of customers, suppliers and employees. He argued that
the key to building relationships of trust and continuity was in fact
the "win with" (win together) and not the payout, which presupposes
a defeat of the other party; he had to "do business in two", drawing
benefits for both parties.

[1057-1332] Management philosophy, 10 Yamasa, File:

10_Case_study_Yamasa.pdf

A significant contributor to the country and his community, Goryou
literally built the foundation of Yamasa as "the company that aims
to make valuable contributions to society," which later became its
corporate philosophy, and formed the ethical views of Japanese com-
panies.
[24637-24831] Management philosophy, 12 Banque Hot-
tinguer, File: 12_Case_study_Banque Hottinguer_uk.pdf
They always looked for efficacy without excess (Gerard, 1972, p. 425).
They were "the guardians of traditions", adapting their activities to
the new requirements across the centuries (p. 411).
[38799-39763] Management philosophy, 14 Pollet, File:
14_Case_study_Pollet.pdf

"If family descendants are not able to handle industrial revolutions,
you get into trouble." (Antoine)
[50574-50687] Management philosophy, 14 Pollet, File:
14_Case_study_Pollet.pdf

"Family members are never purely driven by financial motives, but
more by Christian persuasion and human values"
[21286-21492] Management philosophy, 17 Pictet, File:
17_Case_study_Pictet_EN.pdf
Just like many other heads of families, the Partners see themselves as
custodians of wealth. Wealth is passed on, and the business may not
be sold to outsiders, or other investors allowed to buy into it.

Entrepreneurship
[5643-5813] Entrepreneurship, 12 Banque Hottinguer, File:
12_Case_study_Banque Hottinguer_uk.pdf

The red thread that ties seven generations, determined for success, is
ultimately the entrepreneurial spirit combined with a strong sense of
family identity.
[8765-9079]  Entrepreneurship, 13 Amarelli, File:
13_Case_study_Amarelli.pdf

Don Geppino, at the time the business” leader, was a tenacious man
and, after a brief moment of despair, decided not to give up. "I de-
cided that I will not bind my name to the closure of an industry that
has been operating for over two hundred years. So let’s move on. To
the bitter end. Let’s start immediately to modernize, let’s move back
the activity in the old family home."
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[12469-12574]  Entrepreneurship, 14 Pollet, File:
14_Case_study_Pollet.pdf

Luckily, a young engineer of 25 years old, Raphaél Pollet, grandson of
Raphaél-Dominique, was ready to turn around the family business’s
desperate situation. Apart from the soap business, he developed
between the 2 World Wars new activities, such as Corona, the fam-
ily’s paint business in Valenciennes (France), and Sicomac, the plant-
ation business in Congo. Especially the paint business was strongly
developed, as it served a new market for Pollet’s oil manufacturing.
Instead of supplying this resource to the paint industry, Raphaél de-
cided to start with the production of paint himself. In less than 15
years Corona became the second paint manufacturer in France. In
1966 the company was partly sold to Americans and totally left the
family’s hands in 1983.

[0297-9549] Entrepreneurship, 23 C-Hoare-Co, File:

23_Case_study_C-Hoare-Co.pdf

In 1672, he completed a seven-year apprenticeship and became free-
man of the Worshipful Company of Goldsmiths, which permitted
him to trade in his own name upon the acquisition of the business
from his former Master’s widow in 1673.
[1628-1804]  Entrepreneurship, 24  Okaya, File:
24_Case_study_Okaya.pdf

What has enabled t he company to survive turbulent times is the
corporate culture that has developed excellent leaders with steadiness
and entrepreneurship.

Family and Corporate Governance

Vision
[6237-6581] Vision, 12 Banque Hottinguer, File:
12_Case_study_Banque Hottinguer_uk.pdf

Originally from Zurich, Hans-Konrad Hottinger joined in 1783 his
uncle Johan-Heinrich in Geneva to train at the bank Passavant, de
Candolle, Bertrand & Cie. Soon after, he expressed his desire to go
to Paris to follow the footsteps of Jacques Necker, a Geneva financier
who became General Director of the Royal Treasury from 1776 to
1781.

[21108-21285] Vision, 17 Pictet, File:

17_Case_study_Pictet_EN.pdf

An unwritten but unanimous objective among the Partners is to con-
stantly improve the bank and to pass it on to the next generation of
Partners in the best possible condition.
[2299-2847] Vision, 20  Yamamotoyama, File:
20_Case_study_Yamamotoyama.pdf
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For a long time, Nihonbashi had been well known as the starting
checkpoint of the largest road, Tokaido, which connected Edo and
Kyoto, the Japanese capital at that time. Nihonbashi also had often
become a starting place for new culture as it was developed with full
and free open minds. In order to discuss the history and the corporate
culture of Yamamotoyama, one cannot miss the fact that the main
store had been in the center of Nihonbashi since its establishment.
[21315-21632]  Vision, 20 Yamamotoyama, File:
20_Case_study_Yamamotoyama.pdf

Kaichiro Yamamoto, the 10th generation owner says, "Stash tea busi-
ness might be the key for the next 100 years. It takes time to be a
"milestone" product, and it is said that it will take three generations
for the thoughts to take shape. I think all I can do is entrusting the
thoughts to the younger generation."
[23129-23299]  Vision, 20  Yamamotoyama, File:
20_Case_study_Yamamotoyama.pdf

For Kaichiro Yamamoto, the succession of the family business is to
pass the intention (dream) to the next era, and to keep innovating to
"provide unconventional values."

Generational Wisdom
[2603-2955] Generational wisdom, o1 Toraya, File:
o1_Case_study_Toraya.pdf

he knows that he must continue to be more innovative while still in-
corporating the important parts of the traditions in the business that
have lasted throughout the years. This understanding and knowledge
was passed down to him from previous generations who had run the
company throughout tough times.

[6505-6873] Generational wisdom, o4 HO-SHI, File:
04_Case_study_HO-SHI.pdf

Ho-shi also goes by the philosophy of "shouyoku chisoku (... less
greed and realization of enough)". One should not be self-centered
and must remember that one’s being is at the mercy of nature and
other people, and should seek a balanced life with them. Ho-shi has
practiced this, which is the one of secrets as to why it has survived
for 1,300 years.

[13836-13913] Generational wisdom, o4 HO-SHI, File:

04_Case_study_HO-SHI.pdf

"Springing hot water is the only constant, and everything else has
changed,"

[84754-85370] Generational wisdom, o5 Friedr_Schwarze,
File: o5_Case_study_Friedr_Schwarze.pdf
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Friedrich Schwarze is convinced that the learning process among fam-
ily managers in a family firm is the key to long-term success: "As fam-
ily companies are mostly managed by family members, they have to
correct all the mistakes they make by themselves. While big compan-
ies execute on the ‘hire and fire’ or ‘change figures or faces” principle,
they do not profit from learning effect of management errors. Further-
more, old companies integrate this process of learning and restarting
into their DNA. They do not believe in overnight success and will not
give up in a crisis"

[11221-11569] Generational wisdom, o9 Catherineau, File:

09_Case_study_Catherineau.pdf

Anne-Sophie: "I preferred to make my own way first, I wanted to be
independent, but also to bring real added value to the company" she
continues, adding that she intends to lead by bringing her "touch of
modernity while keeping the essentials: the values of my Catholic
family: honesty, respect for employees and customers."

[17826-19371] Generational wisdom, 10 Yamasa, File:
10_Case_study_Yamasa.pdf

So, what are the key elements of a company that lasts long? This
is Michio’s answer: "Any company with a history of over 300 years
certainly knows that life is not always a bed of roses. We ventured
out to the Goto Islands and set up stores for fishing equipment, only
to fail. We also tried, in vain, to operate an iron mine in the north-
ern part of Iwate Prefecture. In my grandfather’s time, the company
traded marine products from Hokkaido and suffered a big loss when
the market collapsed. Yamasa was almost acquired by someone else.
Some of our young employees wonder why we don’t diversify. How-
ever, the fact is that we did try many different things over the course
of our long history, and after all of them failed, we were left with
the soy sauce business. However, this doesn’t mean we only need to
protect our current business, because we won't last forever by think-
ing like that. Over time, customers change, technologies change, and
society as a whole changes. A strong commitment of the manage-
ment to ‘'make the company last forever’ is a necessary condition, but
not a sufficient condition, for creating a long-lasting company. What
determines the fate of the company is whether the management is
sensitive to changes in the environment and able to respond to these
changes quickly. However, I believe our corporate history also agrees
that we need to change only with respect to the way we operate our
core business, and business attempts in areas that have nothing to do
with our core business will fail."

[108158-108752] Generational wisdom, 23 C-Hoare-Co,
File: 23_Case_study_C-Hoare-Co.pdf

Decoding the past, Michael Hoare suggests in his writings that "luck
must also take its bow. Luck in the original choice of an activity that

199



200

APPENDIX: QUALITATIVE ANALYSIS CODES

is both durable and sufficiently simple for succeeding generations to
be able to adapt to it; luck in both always attaining critical mass and
also keeping small and simple enough for the family to stay in full
control; luck in never running out of capital; luck in avoiding diver-
sification or selling; luck that each generation has thrown up at least
one long-lived, competent and committed banker, luck in Britain’s
political stability...".

Long-Term Thinking
[924-1101] Long-term thinking, o2 Van_Eeghen, File:
02_Case_study_Van_Eeghen.pdf

The philosophy of the company is centered on continuity. Such a long
term objective deeply influences the strategic decisions along its ex-
istence over the last four centuries.
[46387-46713] Long-term thinking, 18 Dleteren, File:
18_Case_study_Dleteren.pdf

"It has gotten a bit out of fashion since the Stock Exchange wants
quarterly results, but we think in the longer term. We think in terms
of 5 to 10 years. With our family business we want to create a vision
for the next generation. That is something we got from our prede-
cessors: the value for family and for the company.”
[8811-9115] Long-term thinking, o2 Van_Eeghen, File:
02_Case_study_Van_Eeghen.pdf

It has been a corner stone of the strategy: limiting risk, maintaining
recovery capabilities in case of market slow down by limiting sunk
costs and over investment within one market. The company may limit
profits to maintain continuity and prefer adaptability to market cre-
ation.
[32589-32751] Long-term thinking, 06 Mellerio, File:
06_Case_study_Mellerio.pdf

It was during the 20th century that the firm truly consolidated its
capital, by organizing the shareholdings at each generation around
three family groups
[33344-34416] Long-term thinking, 23 C-Hoare-Co, File:
23_Case_study_C-Hoare-Co.pdf

Second, this model is set up so that family ownership is not diluted
over time. Whereas the transmission of ownership in the early be-
ginnings was traditionally from father to son, more recently it pro-
gressively shifted by embracing the wider family, including women,
to adapt to the changing family landscape. Moreover, only descend-
ants from the founder are eligible to own unlimited liability shares,
which trade at par, if unanimously appointed by the other partners
and work full time in the business. This reduces the chance of having
the individual shareholders lose interest because they are not closely
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involved. The partners do not have the right to appoint heirs to inherit
their shares. Whenever a partner retires, the ownership is handed
back to the Bank to be reallocated. As a result, according to Venetia
Hoare, today only seven out of nearly 4,000 descendants of the Bank’s
founder are owners (and Partners).

Long-Term Acting
[9117-9201] Long-term acting, o2 Van_Eeghen, File:
02_Case_study_Van_Eeghen.pdf

The company also keeps a reasonable degree of diversification to bal-
ance the risks.
[12641-12904] Long-term acting, o2 Van_Eeghen, File:
02_Case_study_Van_Eeghen.pdf

Later, with the introduction of steamships and accompanying huge
investments, Van Eeghen withdrew from shipping (which never was
its core business) and moved into niche markets. It has been reducing
the company’s exposure to crisis (1929).

[53367-54449] Long-term acting, o5 Friedr_Schwarze, File:
o5_Case_study_Friedr_Schwarze.pdf

In addition to these official shareholder meetings, there have been sev-
eral other events lately — initiated by Friedrich Schwarze and one of
his sisters — to bring the 16 members of the next generation together
and to properly introduce them to the company by e.g. visiting the
production sites or learning about brands and the industry. As family
ties among the five tribes are not very strong, it is necessary to create
strong relationships between the family members of the 13th gener-
ation and also with regard to the family firm. Through these events,
Friedrich is trying to develop a feeling of belonging and responsibility
as shareholders of the family firm.

[17799-18220] Long-term acting, 12 Banque Hottinguer,
File: 12_Case_study_Banque Hottinguer_uk.pdf

A non-family partner testifies of the extreme and rare honesty and
prudence that the Hottinguer Bank is able of when it comes to coun-
seling the customers.
[10394-10911] Long-term acting, 23 C-Hoare-Co, File:
23_Case_study_C-Hoare-Co.pdf

In 1690, Richard moved to new premises on Fleet Street, one of the
most important places for the goldsmiths” trade in the City of Lon-
don, which was at that time the largest capital city in Europe. Not
only the London move led to an increase in business and the develop-
ment of valuable and strong connections, but it also allowed Richard
to concentrate on banking by offering payment services, loans, and
brokerage to the customers.
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[97150-97352] Long-term acting, 23 C-Hoare-Co, File:
23_Case_study_C-Hoare-Co.pdf

"finding the brightest and best family members has been part of the
C. Hoare & Co. formula from the beginning", according to Alexander
Hoare not without notable exceptions though.

Overcoming Challenges
[11965-12427] Overcoming challenges, o2 Van_Eeghen
Coder: default, File: 02_Case_study_Van_Eeghen.pdf

Just after the period of the French revolution, Van Eeghen tried to
reduce the risk of the French domination (Continental System) on
Europe by developing the business in North American. Therefore,
they start loaning in North America, and then founded a Bank. They
also bought lands in New York and Pennsylvania and invested in new
infrastructure ventures. They keep doing this activity as business in
Europe stopped during the Napoleonic wars.

[15299-16140] Overcoming challenges, 14 Pollet Coder: de-

fault, File: 14_Case_study_Pollet.pdf

[Michel was a very creative and talented chemist, but] despite these
inventions, Michel did not manage to translate this created new
product stream into business sales, bringing the company in a weak
financial position at the end of the seventies. It’s at this point when
Michel’s son-in-law Antoine D'Hondt offered help in restructuring
and financing the family business, in close collaboration with two
consecutive external CEO’s, Patrick van Houtryve and Christophe
Maisonneuve. Over the following period of 30 years, the urgently-
needed changes were made, such as the introduction of a new com-
mercial strategy, the relocation and modernization of the production
facility and the development of a new enzyme product range. They
form the base of the success the company experiences today under
the leadership of Antoine’s son Jean-Nicolas D’"Hondlt.

[17149-18090] Overcoming challenges, 13 Amarelli Coder:

default, File: 13_Case_study_Amarelli.pdf

The characteristics of glycyrrizia glabra, naturally 30-40 times sweeter
than the ones that grows in other areas, makes it a precious raw ma-
terial for the American industrial giants. The Mac Forber broke onto
the market and, in a desperate attempt to grab as much raw mater-
ial as possible, it offered farmers four times higher prices than the
market at that time. Those prices were way too high for the small
Calabrian companies, which were heading toward a crisis that, just
before the second world war, led to the closure of almost all the char-
acteristic "conci". It was a difficult time for the Amarelli company.
Giuseppe, stubbornly resisted, engaging with the American colossus
a battle that led him to offer farmers systematically higher prices. In
order to achieve this and to keep the manure alive, he had to sell land,
properties and even the old mill for milling olives.
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Forecast and Foresight
[17007-17224] Foresight, 01 Toraya, File:
o1_Case_study_Toraya.pdf

The mission statement, "yokan, the main product of TORAYA, to the
world", was presented and TORAYA is currently in the process of
planning their next 10 years of business strategies in the global mar-
ket.

[7892-8115] Foresight, 12 Banque Hottinguer, File:
12_Case_study_Banque Hottinguer_uk.pdf

He was the first to imagine the central role of banks in a market
economy at nascent stages, foreseeing the industrialization in Europe
and the key role to be played by the financial bourgeoisie in the face
of capitalism. (in about 1799)

[37256-37640] Foresight, 16 Neuhaus, File:
16_Case_study_Neuhaus.pdf

In the course of realignment, a strategic guideline was defined: sector
independence as far as possible. Consequently, one of the business’
goals is never to have more than 30% of turnover in any one sector.
This goal can be understood as a strategic formula to guarantee sur-
vival, which Wilfried made on the basis of his dramatic experiences
when he entered the family business.

[113698-114006]  Foresight, 23 C-Hoare-Co, File:

23_Case_study_C-Hoare-Co.pdf

At all times, the future has remained the focus of Hoare’s Bank
through a strategic orientation that foresees and addresses challenges
in accordance with its line of thought and action. As Alexander Hoare
observes, "We are a 349-year old bank with one eye always on the fu-
ture".

[26291-27029] Foresight, 18 Dleteren, File:
18_Case_study_Dleteren.pdf

By the start of the twentieth century, a very important decision was
made. Alfred D’Ieteren’s sons, Lucien and Albert, took up the torch.
They resolutely turned towards luxury car manufacturing, building
bodies for many well-known brands, both Belgian and foreign. As
for the Belle Epoque carriages, which had been the success of their
workshops for more than a century, they disappeared for good in
the turmoil of the First World War. It turned out that their decision —
which was both risky, as with respect for tradition, built on the past
and in line with the core activity - turned out to be of paramount
importance for the future of the family business. The page was turned.
A new era was dawning.
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Family Governance

Emotional Commitment
[11271-11553] Emotional commitment to the firm, oy Gar-
bellotto, File: oy_Case_study_Garbellotto.pdf

His death in November 27th 2011 has not destabilized the fate of
the family business: his three sons Piero, Piergregorio, and Pieremilio
picked up the baton with determination and sense of responsibility,
determined to continue the long family tradition

[29308-29758] Emotional commitment to the firm, 15 Be-
ligne, File: 15_Case_study_Beligne.pdf

Jacques, a business school graduate, began his professional career out-
side the family business in a large international group, and it was
only a few years later that he expressed his interest in taking over
the family firm. When he spoke to his father about the possibility, his
father replied, "If you want to, you can join the family business: it’s
up to you." This clearly shows that Jacques’ commitment is mainly
emotional.

[13831-14599] Emotional commitment to the firm, 17 Pic-
tet, File: 17_Case_study_Pictet_EN.pdf

The importance of personal relationships is also evident in the man-
ner in which new Partners are appointed. It is not just a matter of
"buying into" the company: new Partners have to be unanimously
nominated by the existing Partners. And as they know they are likely
to be working together for the next 20 years or so, this decision is
probably given more consideration than many marriages. The Part-
ners certainly have to get on well with each other, but this, in itself, is
not sufficient. What is needed is the right match at an emotional, in-
tellectual and cultural level, together with a high degree of expertise.
According to Jacques de Saussure, a former Senior Partner, "A new
Partner must be somebody you would also like to go out for a meal
with."

[29958-30209] Emotional commitment to the firm, 25
Grondona, File: 25_Case_study_Grondona.pdf

Andrea not only expresses pride about the company’s achievements
but takes responsibility in pursuing the journey of the family business
which he joined it in 2012, while illustrating with these words, "I am
very proud to refill the luck".

Family as the Basis
[4534-4670] Family as basis, o1 Toraya, File:
o1_Case_study_Toraya.pdf

As in other countries, Japan has seen the meaning of "family" change
with the changes in society. The "Society of Uji (lineage)" that began
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in or around the first century was based on families sharing the same
ancestors. In the eleventh century, the "Society of Ie (family)" emerged,
being centered on communities of people living together, and the
tradition developed during the Tokugawa era and continued until
the Civil Code of Meiji was enacted. Characterized by the culture
of "close relationships" as opposed to individualism, the Society of
Ie focused on the relationships between individuals. It was also an
extreme blood society, having a hierarchy in which families adopted
children and couples in order to strengthen military force.
[26735-27406] Family as basis, 13 Amarelli, File:
13_Case_study_Amarelli.pdf

With the death of don Geppino and Giorgio it [was then] up to Franco
and his wife Pina together with their cousin Alessandro to continue
the family legacy, despite having chosen different careers. Franco put
his legal competences at the company’s service. Alessandro, a pedi-
atrician, began to dedicate each day a few hours of his time to the
company, taking them away from his medical office in order to co-
ordinate and supervise the production and management of the staff.
It was a choral effort of the whole family, in which everyone put their
time and talent on the table with the intent to honor and carry on
Geppino and Giorgio’s legacy.

[27884-28693] Family as basis, 16 Neuhaus, File:

16_Case_study_Neuhaus.pdf

[After a consultation process] the family agreed on shared values, pro-
cesses and basic attitudes for the future development of succession,
share transfers, treatment of each other and the family business. At
the same time, family governance institutions were established. These
include, inter alia, an annual family day, regular shareholder meet-
ings, inheritance management sessions and shared family trips. Since
2018, the family has worked on the further development of their fam-
ily strategy or Family Governance System at regular intervals. They
apply the Kaizen philosophy to family management.

[50017-50760] Family as basis, 18 Dleteren, File:
18_Case_study_Dleteren.pdf

During the nineteenth century, it was not unusual that one brother in
a way ‘sacrificed” himself to be of help for the other brother, and it
seemed this also holds true for the D’Ieteren brothers of the second
generation, company historian dr. Rommelaere believes. When Jean
Joseph D’Ieteren died in 1831, his eldest son Guillaume first took over
the workshop in the Rue du Marais, while his younger brother got the
opportunity to follow courses in Paris. Eventually, it was Alexandre
who took over the business, supported by his brother Guillaume. It is
a good example of how family unity was being preserved, and how
family members were able to deal with the success of another family
member.
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[13999-14379] Family as basis, 25 Grondona, File:
25_Case_study_Grondona.pdf

Andrea Grondona, 6th generation member, observes, "We were born
in the dough" while Gildo Grondona, 5th generation member, adds,
"Grondona [the family business] is in the DNA (...). He further re-
calls, "Since I was a child, a 10-year-old boy, I used to see my father
making natural small dough over the weekends". Andrea also remem-
bers, "I used to go to the production area in the summertime and
observe each part of the production." Suggesting that "it is key to
involve the next generation since the beginning", he points out the
important role the family plays in increasing the awareness of the
next generation, leading the way by example.

Family Values
[23966-24205]  Family  values, 14 Pollet, File:
14_Case_study_Pollet.pdf

As history further shows, during rough times from an economic and
business perspective, there has always been a family member with
a strong personality, who was family-driven, and who absolutely
wanted to restore the company.
[52717-52865] Family values, 23 C-Hoare-Co, File:
23_Case_study_C-Hoare-Co.pdf

"We reject loads of rich prospective customers — we only want the
like-minded ones", as explained by Alexander Hoare.
[29202-29464] Family values, oy Garbellotto, File:
oy7_Case_study_Garbellotto.pdf

The Commander was strongly convinced that, while learning the art
of cooperage, his children should receive good comprehensive edu-
cation, because "only a good education and respect for moral values
are a guarantee of an honorable behavior ".
[12292-12592] Family values, o4 HO-SHI, File:
04_Case_study_HO-SHI.pdf

He also questions the meaning of family in Japan today. Children
should be taught in the family setting to respect their parents and
recognize the importance of life, but this is not the case now. He
suggests that the traditional values of family should be restored as a
way to improve education.
[48911-49199] Family  values, 14 Pollet, File:
14_Case_study_Pollet.pdf

Many initiatives they took were driven by their Christian values
which included among others: no excesses and not showing off. Their
main goal has never been to create financial wealth, but to find a
middle ground between profit and doing good for stakeholders and
society as a whole.
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[20610-29821] Family values, 25 Grondona, File:
25_Case_study_Grondona.pdf

Suggesting that "it is key to involve the next generation since the
beginning", he points out the important role the family plays in in-
creasing the awareness of the next generation, leading the way by
example.
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