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Abstract 
This research aims to observe the influence of generational involvement in 
clan culture and entrepreneurial relationships in family businesses. This 
research employed the quantitative approach by gathering the primary data 
using a questionnaire. The respondents of this research are the members of 
the Universitas Ciputra Family Business class 9 consisting of 115 family 
businesses, and non-probability sampling was used. The gathered data were 
then analysed using hierarchical regression analysis to observe the influence 
of generational involvement moderation in clan culture and entrepreneurial 
orientation relationship, in addition to implementing F-test and t-test to 
discover the significance of the dependent and independent variables. The 
results showed that clan culture had a positive significance over 
entrepreneurial orientation when only 1 generation was involved in the 
company, while the greater number of generations involved in the company 
could weaken the clan culture and entrepreneurial orientation relationship. 
The implementation of a clan culture in a company has a positive impact when 
only one generation is participating in the company. Therefore, family 
companies must consider the number of generations that participate in the 
company before determining the type of corporate organizational culture to 
improve the entrepreneurial orientation of the company. 

Keywords: clan culture, entrepreneurial orientation, family business, 
generational involvement, organizational culture 
 

 Introduction 
Family businesses in Indonesia have an important role in 

determining the country's economy. This is evidenced by the family 
business survey conducted by PwC (2014) that family businesses have 
total assets of US $ 134 billion or contribute around 25% of Indonesia's 
GDP. According to the data (PwC, Family Business Survey, 2014), 
95% of the companies in Indonesia are family businesses. Therefore, 
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it can be concluded that Indonesia's economic activities are dominated 
by family businesses. 

According to Harms (2014) and Donneley (2002), a family 
business is a business with at least 2 generations of family involvement 
and this relationship has a reciprocal influence on a company's policies, 
interests, and goals. 

 
Figure 1 : Challenges in Five Years Ahead 

Resource: PwC, 2014 

Figure 1 explains that one of the main problems that will be 
faced by family businesses is a large number of competitors. The 
increasing number of competitors makes companies have to think of 
ways to get a competitive advantage to survive in the competition. One 
of the ways to get a competitive advantage to excel compared to the 
competitors is by applying entrepreneurial principles (entrepreneurial-
oriented) (Khan and Ahmed, 2019). 

Companies must have entrepreneurial characteristics 
consisting of innovative ideas, taking risks, and being proactive to 
change, or what is commonly referred to as an entrepreneurial 
orientation to gain a competitive advantage to survive in a competitive 
market environment (Khan and Ahmed, 2019). Companies need to 
know how to apply entrepreneurial orientation and what are the main 
factors that affect entrepreneurial orientation. Organizational culture is 
one of the main drives of entrepreneurial orientation and it strongly 
influences entrepreneurial posture (Covin and Slevin, 1991). 

Family organizational culture is an important strategic resource 
that can be used by family businesses to gain competitive advantages 
through entrepreneurial processes and the uniqueness of the 
company's products, goods, and services (Zahra, Hayton, and Salvato, 
2004). A culture that is the most suitable to describe changes in family 
firms from clan family firms to professional family firms is clan culture 
and hierarchical culture, but in a paper written by Marin, Hernandez, 
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del Valle, and Castillo (2016), family businesses have a greater 
orientation towards clan culture (Cherchem, 2017). 

According to Cherchem (2017), family businesses are 
heterogeneous due to the culture of the family organization and the 
number of generations participating in the management. Family 
organizational culture can change significantly depending on the 
number of generations who participate in company management (Dyer, 
1988). This results in the level of entrepreneurial orientation in family 
firms that can differ depending on the culture of the family organization 
and the number of generations involved in management (Cherchem, 
2017). 

Kellermans and Eddleston (2006) explain that generational 
involvement refers to the number of family generations who are 
simultaneously involved as administrators in company management. 
Family companies evolve depending on one generation or several 
generations participating in the management of the company and 
influence management style, organizational culture, and governance 
mechanisms. According to PwC data, the 2018 Family Business 
Survey conducted in Indonesia found that 57% of the next generation 
also participated in managerial positions, so it can be concluded that 
Indonesian companies have a high level of generational involvement. 

  
Figure 2 : Family Business Community batch 9 

Resource: data from Family Business Community 

Based on the data gathered from the Family Business 
Community Universitas Ciputra, family firms that are members of the 
family business community of batch 9 are dominated by clan family 
firms. As many as 98 of the 115 members of the Batch 9 family 
business community are clan family firms and 17 members are 
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professional family firms. This research refers to clan culture as the 
organizational culture of the family business to be studied. 

The literature on family entrepreneurship does not appear to 
have theories and empirical investigations that examine generational 
involvement in its effects on organizational culture and entrepreneurial 
orientation (Cherchem, 2017). Therefore, in this research, the effects 
of generational involvement are examined as a moderator on the 
relationship between clan culture and entrepreneurial orientation. 

 Literature Review 
 Entrepreneurial orientation 

Entrepreneurial orientation is considered as a decision-making 
process that results in a company's desire to innovate and become 
more proactive and aggressive compared to its competitors and take 
risks (Miller, 1983). The entrepreneurial orientation according to 
Lumpkin and Dess (1996) refers to decision-making processes, 
practices, and activities that produce something new, including the 
dimensions of the tendency to act independently, the desire to innovate 
and take risks, and the tendency to be aggressive towards competitors, 
and relatively being proactive with the opportunities that exist in the 
market. 

There are several different views on the dimensions of 
entrepreneurial orientation. According to Miller (1983), the dimensions 
of measuring entrepreneurial orientation are proactive, risk-taking, and 
innovation, while Lumpkin and Dess (1996) use 5 dimensions; 
innovation, proactive, risk-taking, autonomy, and aggressiveness. 
However, Miller's view on this matter is more often used to describe EO 
in general. 

Innovation is the tendency of companies to participate in and 
support new ideas, novelties, experiments, and creative processes that 
can produce new products, new services, or new technological 
processing (Lumpkin and Dess, 1996). In this case, a company is 
expected to have creativity in strategizing and periodically create new 
products or strategies. 

Being proactive means looking for new opportunities that may 
not be related to the company's current line of operation in introducing 
new products and brands compared to competitors who are 
strategically eliminating or removing operations that have reached the 
mature stage or have declined (Venkatraman, 1989). Proactivity is also 
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a very crucial dimension in entrepreneurial orientation, and according 
to Lumpkin and Dess (1996), proactive individuals do necessary 
actions to take the concept to a new stage and get the advantage of 
being the first to capitalize on an opportunity. 

Risk-taking is the degree to which managers want to make large 
and risky commitments, with a reasonable chance of failure (Miller and 
Friesen, 1978). Some studies have found that risk-taking has less 
correlation with performance than the other 2 dimensions. However, 
risk-taking has a positive association with other dimensions of 
entrepreneurial orientation (Lumpkin, Rauch, Wiklund, and Frese, 
2004). For example, when a company makes a new product innovation, 
the company will take a risk because the demand for new goods is 
unknown. 

To measure the level of application of entrepreneurial 
orientation in a company (Khan and Ahmed, 2019; Ling, Lopez 
Fernandez, Serrano Bedia, and Kellermans, 2019; Cherchem, 2017) 
using a 7-point semantic scale by Covin and Slevin (1989), nine items 
are prepared consisting of three items representing innovation, three 
items representing proactivity, and another three representing risk-
taking. The following 3 indicators are used: 

a) Innovation  
b) Risk-taking 
c) Proactivity 

 
 Clan Culture 

According to Deshpande and Webster (1989), organizational 
culture is a pattern of shared beliefs and values that helps individuals 
understand organizational functions and provides them with norms for 
behaving in the organization. Meanwhile, family organizational culture 
is produced from a continuous dynamic process of interactions 
between generations that combines the history of the family business, 
industry characteristics, the relationships of each family member, and 
the beliefs and values held by the family (Adiguna, 2015). 

The organizational culture of the family business is seen as an 
important strategic resource that can be used by family businesses to 
gain competitive advantages through the entrepreneurial process and 
increase the uniqueness of products, goods, and services (Zahra, 
Hayton, and Salvato, 2004). Thus, family businesses have their 
advantages over non-family businesses. 
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The use of organizational culture and clan culture as corporate 
organizational culture is based on research conducted by Marin, 
Hernandez, del Valle, and Castillo (2016) who found that family 
businesses have a greater orientation towards clan culture. Clan 
culture is defined as having tradition, loyalty, and internal maintenance 
that emphasize collaboration and cohesiveness, and supports 
members to embrace the company's values and goals (Cameron and 
Quinn, 2011). 

Research on clan culture assumes that this culture is well 
instilled in family businesses, where companies with a clan culture can 
be easily identified in the shareholder structure. The company has 
family members who control the majority of shares, hold management 
positions, and make major decisions in the company (Sanchez, 
Danvila-del, and Sastre, 2015). According to Andripoulo (2001), 
organizational culture is created through actions, especially from 
leaders and managers who play a major role in maintaining and 
disseminating culture, so that the culture owned by family members 
can influence organizational culture. 

Clan culture in family businesses is based on values and beliefs 
in the internal aspects of the company and organizational flexibility 
(Cameron and Quinn, 2011). Family companies are more oriented 
towards clan culture, where the corporate culture is strongly influenced 
by family values and traditions (Dyer, 1988). Clan family firms have a 
high level of trust, thereby increasing communication and coordination 
within the family (Habbershon and Williams, 1999). 

Clan culture measurement uses the Competing Value 
Framework (Cameron and Quinn, 2011) which offers an effective 
representation of organizational culture at the company level. The 
selection of the Competing Value Framework to measure the clan 
culture of family businesses (Cherchem, 2017) is due to the type of 
culture which is under Dyer's (2006) typology of family businesses. 

The indicator used to measure clan culture (Cherchem, 2017; 
Khan and Ahmed, 2019; Hoque, 2018) is the Organization Culture 
Assessment Instrument (OCAI) developed by Cameron and Quinn 
(2011). This instrument assesses clan culture using 6 questions 
targeting organizational dimensions: 

a) Founder values 
b) Dominant characteristics 
c) Leadership style 
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d) Strategy orientation 
e) Management style 
f) Success criteria 

 
 Generational Involvement 

Generational involvement refers to the number of family 
generations that are simultaneously involved as administrators in 
company management (Zahra, 2005). To measure generational 
involvement in a company, a direct non-ambiguous question is used 
for each participant (Cherchem, 2017): How many generations are 
involved in running a business and making strategic decisions? This 
question can only be answered with 1 generation, 2 generations, or 
several generations (three or more). 

 Variables and hypotheses 

 Relationship between Family Business Clan Culture and 
Entrepreneurial Orientation 
According to Gibb Dyer Jr (2006), clan family firms are usually 

small and are owned and managed by family members of the founding 
generation who are deeply committed to the success of the company 
and the family. According to Habbershon and Williams (1999), the clan 
culture of family businesses has a high level of trust to improve 
communication and coordination within the family. This makes every 
member of the company share ideas. Information and knowledge 
shared make organizational members produce innovative and creative 
ideas (Rahim, Ismail, Thurasamy, and Abd, 2018). In addition, 
according to Buschgens, Bausch, and Balkin (2013), clan culture 
facilitates the entrepreneurial process by improving communication 
and integration of organizational members. 

H1:  Clan culture of family businesses has a significant positive effect 
on the entrepreneurial orientation of the company. 
 

 Generational Involvement Moderation in Clan Culture 
Relationships and Entrepreneurship Orientation 
Family businesses change from one generation to several 

participating generations and change the management style, 
organizational culture, and governance mechanisms (Sonfield and 
Lussier, 2004). Therefore, an increase in the number of generations 
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who participate in management can change the relevance of the 
influence of organizational culture on long-term entrepreneurial 
orientation (Cherchem, 2017). According to Chiricio and Salvato 
(2016), the participation of several generations of families can cause 
tension, conflict, and differences in interests between family members. 
Thus, according to Cherchem (2017), the participation of several 
generations can hinder the excellence of the clan culture and weaken 
its influence on the entrepreneurial orientation of family businesses. 

H2:  Generational involvement negatively moderates the relationship 
between family firm clan culture and entrepreneurial orientation. 
 

 Conceptual Framework 

 
Figure 3 : Conceptual Framework 

Resource: processed data 

H1:  Clan culture of family businesses has a significant positive effect 
on the entrepreneurial orientation of the company. 

H2:  Generational involvement negatively moderates the relationship 
between family firm clan culture and entrepreneurial orientation. 
 

 Methodology 
This chapter describes the methods used in the research, the 

population, sample, sampling techniques, sources and methods of data 
collection, the operationalization of variables, and data analysis 
methods. 

 Research Type 

This research employed the quantitative approach. According to 
Sugiyono (2011), the quantitative research method is a research 
method based on the philosophy of positivism to examine certain 
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populations and samples, usually random sampling, data collection 
using research instruments, and statistical data analysis to test existing 
hypotheses. 

This research employed quantitative methods because the 
problem has a clear starting point based on previous studies. There is 
also a population studied, the Universitas Ciputra family business 
community. This research also aims to examine the research 
hypotheses based on previous research. 

 Population and Sample 

The population is an area of levelling consisting of 
objects/subjects that have certain qualities and characteristics that are 
determined by the researcher to be studied and concluded (Sugiyono, 
2011). In this research, the population is the members of the 9th 
Universitas Ciputra family business community, with a total of 115 
family businesses.  

The sample is part of the number and characteristics of the 
population (Sugiyono, 2011). This research used non-probability 
sampling, a sampling technique that does not provide equal 
opportunities for each member of the population to be selected as a 
sample member (Sugiyono, 2011) through a saturated sampling 
technique where all members of the population are used as samples.  

 Data Types, Data Sources, and Measurement Scale  

The sources of data in this research are primary and secondary 
data. Primary data are data collected by researchers themselves. The 
primary data in this research were collected through a questionnaire 
distributed to a predetermined sample. The secondary data in this 
research came from previous researches, books, scientific journals, 
and literature related to the research variables.  

The measurement scale used in this research is the 5-point 
Likert scale. According to Sugiyono (2011), the Likert scale is used to 
measure assumptions, perceptions, and attitudes of a person/group 
towards research variables with the following statements:  

1. STS =Strongly Disagree  
2. TS = Disagree  
3. N = Neutral  
4. S = Agree  
5. SS = Strongly Agree  
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 Data Collection Method 

The data collection method used in this research is 
questionnaire distribution. According to Sugiyono (2011), a 
questionnaire is a data collection technique by providing a set of 
questions or written statements to be answered by respondents. The 
completed questionnaire data were then collected and processed using 
the SPSS program. 
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 Variables and Operational Definitions 

Table 1 : Variables and Operational Definitions 

 
 

The decision-making process that 
results in the company’s desire to 

innovate, become more 
proactive, and aggressive than its 

competitors and take risks 
(Miller, 1983). 

- 

Many new goods / services 
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 Analysis Method 

 Validity and Reliability 
The validity test is a data instrument test to find out how accurate 

an item is in measuring what it wants to measure (Priyatno, 2014). The 
test method can use 3 methods; Pearson’s correlation and factor 
analysis. The Pearson correlation method is used by correlating the 
item scores with the total score. If the significance value is less than 
0.05, the item is valid, but if the significance value is greater than 0.05, 
the item is invalid. 

The reliability test is used to determine the consistency of 
measuring instruments, commonly a questionnaire (Priyatno, 2014). 
The method is commonly used to measure the Likert scale is 
Cronbach’s Alpha. The only items that are tested are valid. Priyatno 
(2014) states that if the reliability of less than 0.6 is not good, 0.7 is 
acceptable, and 0.8 is good. 

 Hierarchical Regression Analysis 
This research used a hierarchical regression analysis developed 

by Baron and Kenny (1986). Hierarchical regression analysis is defined 
as a measure of the moderating effect of another variable in the 
relationship between the independent and dependent variables (Baron 
and Kenny, 1986). In this research, a hierarchical regression equation 
is used as follows: 

Y = β1X1 + e 
Y = β1X1+ β2M1 + e 

Y = β1X1+ β2M1 + β3X1M1 + e 
 
Y = Entrepreneurial orientation performance variable 
X1 = Clan culture variable 
M1 = Generational involvement variable 
X1M1 = Moderation variable β1 = Clan culture coefficient 
β2 = Generational involvement coefficient  
β3 = Moderation coefficient 
e = Error 
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 Findings and Discussion  

 Findings 

 Respondent Characteristics 
The online questionnaire method, in data collection, was 

distributed using Google form to 115 members of the Ciputra University 
9th Generation family business community, which resulted in 104 valid 
questionnaires to be used, as follows: 

Table 2 : Gender Profile 

Gender Frequency Percentage 
Male 59 56.74% 
Female 45 43.26% 
Total 104 100% 
Source: Processed data 

The results show that of the 104 respondents studied, 59 
respondents (56.74%) are male and 45 (43.26%) are female. 

Table 3 : Established Year Profile 

Year Frequency Percentage 
≤ 2000 43 41.35% 
2001-2010 35 33.65% 
>2010 26 25% 
Total 104 100% 
Source: Processed data 

The results show that of the 104 respondents studied, 43 
respondents (41.35%) have companies founded before 2000, 35 
respondents (33.65%) have companies established between 2001 and 
2010, and 26 respondents (25%) have companies above 2010.  
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 Entrepreneurial orientation variable (Y1)  
Table 4 : Entrepreneurial Orientation Results 

No Indicator Item Std. Deviation Mean Note 
1 Innovation Y1.1 0.696 3.740 Agree 

Y1.2 0.775 3.778 Agree 
Y1.3 0.669 3.807 Agree 

2 Proactive Y1.4 0.697 3.634 Agree 
Y1.5 0.760 3.750 Agree 
Y1.6 0.766 3.769 Agree 

3 Risk Taking Y1.7 0.693 3.750 Agree 
Y1.8 0.720 3.817 Agree 
Y1.9 0.717 3.903 Agree 

Entrepreneurial Orientation Variable 3.772 Agree 
Source: Processed data 

The results show that the average value of the entrepreneurial 
orientation variable (Y1) is 3,772, so it can be concluded that the 
respondents agree on the entrepreneurial orientation indicators. 
Indicators Y1.9 and Y1.8 obtain the highest mean value and Y1.4 
obtains the lowest mean value.  

 Clan Culture Variable (X1) 
Table 5 : Clan Culture Result 

No Indicator Item Std. Deviation Mean Notes 
1 Founder values X1.1 0.674 3.971 Agree 
2 Dominant characteristic X1.2 0.733 3.923 Agree 
3 Leadership style X1.3 0.618 3.923 Agree 
4 Strategic orientation X1.4 0.687 3.884 Agree 
5 Management style X1.5 0.684 3.913 Agree 
6 Success criteria X1.6 0.667 3.961 Agree 

Clan Culture Variable 3.929 Agree 
Source: Processed data 

The results show that the average value for the clan culture 
variable (X1) is 3,929, so it can be concluded that on average, the 
respondents agree to the clan culture indicators. Indicators X1.1 and 
X1.6 obtain the highest mean value and X1.4 obtains the lowest mean 
value.  
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 Generational Involvement Variable (M1)  
Table 6 : Generational Involvement Result 

No Indicator Item Frequency % 
1 The number of generations 

that take part in the company 
and make strategic decisions 

1 60 57.7 
2 29 27.9 
3 15 14.4 

Source: Processed data 

According to the results, the number of respondents who have 
1 generation participating in the company and making strategic 
decisions is 60 respondents (57.7%), 2 generations as many as 29 
respondents (27.9%), and 3 generations as many as 15 respondents 
(14.4%). So, it can be concluded that most respondents come from 
companies that have at least 1 generation participating in the company 
and making strategic decisions. 

 Validity Test 
Table 7 : Validity Test 

VALIDITY 
Variable Statement Correlation 

Pearson 
Sig value (2 

Tailed) 
Conclusion 

Entrepreneurial 
orientation ( Y) 

Y1.1 0.706 0.000 Valid 
Y1.2 0.694 0.000 Valid 
Y1.3 0.696 0.000 Valid 
Y1.4 0.551 0.000 Valid 
Y1.5 0.719 0.000 Valid 
Y1.6 0.731 0.000 Valid 
Y1.7 0.569 0.000 Valid 
Y1.8 0.659 0.000 Valid 
Y1.9 0.755 0.000 Valid 

Clan culture (X1) X1.1 0.683 0.000 Valid 
X1.2 0.675 0.000 Valid 
X1.3 0.587 0.000 Valid 
X1.4 0.651 0.000 Valid 
X1.5 0.578 0.000 Valid 
X1.6 0.633 0.000 Valid 

Source: Processed data 

The results of the validity test conducted on the entrepreneurial 
orientation variable (Y1) and clan culture (X1) show that each indicator 
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of entrepreneurial orientation (Y1) and clan culture (X1) has a 
significance value below 0.05 so it is declared valid.  

 Reliability Test 
Table 8 : Reliability Test 

RELIABILITY 
Variable Cronbach’s Alpha Conclusion 

Entrepreneurial orientation (Y) 0.852 Reliable 
Clan culture (X1) 0.704 Reliable 
Source: processed data 

The test results on the entrepreneurial orientation variable (Y1) 
produce a Cronbach’s Alpha value of 0.852, which is greater than 0.06, 
so it can be concluded that the entrepreneurial orientation variable (Y1) 
is reliable and can be used for research. The test results on the clan 
culture variable (X1) produce a Cronbach’s Alpha value of 0.704, which 
is more than 0.06, so it can be concluded that the clan culture variable 
(X1) is reliable and can be used for research. 

 Hierarchical Regression analysis  
Table 9 : Hierarchical Regression Analysis 

Coefficients 
Model Unstandardized 

Coefficients 
Standardiz

ed 
Coefficient

s 

t Sig 

B Std. 
Error 

Beta 

1 (constant) -4.5642E-15 0.072  0.000 1.000 
Clan Culture 0.678 0.073 0.678 9.323 0.000 

2 (constant) -4.9402E-15 0.062  0.000 1.000 
Clan Culture 0.666 0.062 0.666 10.702 0.000 
Generational Involvement -0.386 0.062 -0.386 -6.195 0.000 

3 (constant) -0.10 0.056  -0.182 0.856 
Clan Culture 0.629 0.057 0.629 11.075 0.000 
Generation Involvement -0.397 0.056 -0.397 -7.060 0.000 
Moderation (Clan 
Culture*Generational 
Involvement) 

-0.334 0.068 -0.277 -4.885 0.000 

Source: Processed data 
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The hierarchical regression test was carried out with the 
following equation:  

Y = 0.678X1  
Y = entrepreneurial orientation performance variable  
X1 = clan culture variable 
β1 = clan culture coefficient  

In model 1, the regression equation does not take into account 
generational involvement and moderating variables. In the first 
equation, the clan culture coefficient is 0.678, so it can be concluded 
that every increase in the clan culture variable by 1 point will cause an 
increase of 0.678 in the entrepreneurial orientation variable. 

Y = 0.666X1 - 0.386M1  
 
Y = entrepreneurial orientation performance variable  
X1 = clan culture variable 
M1 = generational involvement variable 
β1 = clan culture coefficient  
β2 = generational involvement coefficient 

In model 2, the regression equation includes clan culture and 
generational involvement as predictors of entrepreneurial orientation 
variables. In this equation, the clan culture coefficient is 0.666, so it can 
be concluded that every 1-point increase in the clan culture variable 
provides an increase of 0.666 in the entrepreneurial orientation 
variable. The generational involvement coefficient is -0.386, so it can 
be concluded that each increase in the generational involvement 
variable is 1 point and it will decrease -0.386 in the entrepreneurial 
orientation variable. 

Y = 0.629X1 - 0.397M1 -0.277X1M1 
 
Y = entrepreneurial orientation  
       performance variable 
X1 = clan culture variable 
M1 = generational involvement  
         variable 
X1M1 = moderating variable  

β1 = clan culture coefficient 
β2 = generational involvement      
        coefficient 
β3 = moderation coefficient 
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In model 3, the regression equation includes clan culture, 
generational involvement, and moderation as predictors of 
entrepreneurial orientation variables. In this equation, the clan culture 
coefficient is 0.629, so it can be concluded that every 1-point increase 
in the clan culture variable gives an increase of 0.629 in the 
entrepreneurial orientation variable. The generational involvement 
coefficient is -0.397, so it can be concluded that every 1-point increase 
in the generational involvement variable gives a decrease of -0.397 in 
the entrepreneurial orientation variable. The coefficient of the 
moderating variable is -0.277, so it can be concluded that each 
increase in the moderating variable by 1 point will give a decrease of -
0.277 in the entrepreneurial orientation variable. Explanations are 
adjusted to management science, not just reading statistics. 

 Discussion 

 The Relationship of Family Business Clan Culture to 
Entrepreneurial Orientation  
The results of this research are consistent with research 

conducted by Cherchem (2017), where this research also found that 
clan culture had a significant positive effect on entrepreneurial 
orientation. The high value of clan culture in this research is also under 
research conducted by Marin, Hernandez, del Valle, and Castillo 
(2016) which states that family companies have a greater orientation 
towards clan culture. 

Statement X1.3 discusses a leadership style that focuses on 
teamwork and participation with a high score of 3.923. A high level of 
teamwork and participation makes the information to be well utilized for 
the benefit of the company (Zahra and George, 2002) in strategy 
formulation so that the level of company entrepreneurial orientation 
also increases. In statement X1.5 of management style, "emphasizing 
the development of human resources, trust, openness, and 
participation", a score of 3.913 is obtained. This management style 
allows members of the organization to share their ideas, and also the 
high level of participation in an organization makes information and 
knowledge spread well in the organization. According to Rahim Ismail, 
Thurasamy, and Abd (2018), information and knowledge distributed to 
all members help to generate innovative and creative ideas. According 
to Cohen and Levinthal (1990), a personal atmosphere and a mentor 
leadership style that support information sharing and communication 
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are important characteristics of innovation. This is following X1.1 and 
X1.2 about mentoring leadership and a sense of kinship in 
organizations. 

Based on the results of this research, the first hypothesis in this 
research, family business clan culture has a significant positive effect 
on the entrepreneurial orientation of the company, has been accepted. 

 Generational Involvement Moderation in Clan Culture 
Relationships and Entrepreneurship Orientation  
The results of this research are consistent with research 

conducted by Cherchem (2017), as this research also found that 
generational involvement negatively moderates the relationship 
between clan culture and entrepreneurial orientation. 

Clan culture has a positive influence on entrepreneurial 
orientation when only 1 generation participates. The addition of a 
generation that participates in company management can trigger 
conflicts, tensions, and differences in the interests of each family 
member (Chiricio and Salvato, 2016), hence, it inhibits and reduces the 
influence of clan culture on entrepreneurial orientation. Companies with 
a high clan culture also uphold tradition highly (Cameron and Quinn, 
2011), and adhere to traditional values and family principles, so that 
the involvement of several generations of families can strengthen these 
traditional values that can hinder entrepreneurship (Cherchem, 2017).  

Based on the results of this research, the second hypothesis in 
this research, generational involvement negatively moderates the 
relationship between family business clan culture and entrepreneurial 
orientation, is acceptable and following previous studies. 

 Managerial Implication 

This research can be an additional reference for family 
companies wishing to have a high level of entrepreneurial orientation. 
Family companies can consider the company culture to enhance 
entrepreneurial orientation. However, family firms also need to 
consider generational involvement before changing their corporate 
culture.  
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Table 10 : Managerial Implication 

Variable  Managerial Implication 
Clan culture The clan culture has a positive influence on 

entrepreneurial orientation. The application of a clan 
culture in the company can improve the entrepreneurial 
orientation of the company, therefore, family companies 
should consider implementing a clan culture in 
management style, leadership and formulating 
strategies to create entrepreneurial-orientation family 
companies. 

Clan culture * 
Generational Involvement 

The implementation of a clan culture in a company has 
a positive impact when only one generation is 
participating in the company. So, family companies 
must consider the number off generations that 
participate in the company before determining the type 
of corporate organizational culture in order to improve 
the  entrepreneurial orientation off the company. 

Source: processed data 

 Research Limitations 

The research has limitations that can be improved for future 
research as follows:  

1. This research has limitations in terms of the number of 
references which are still rarely found.  

2. The organizational culture of the family business is limited to 
clan culture.  

3. The research sample is limited to members of the 9th Batch 
family business community, so it does not necessarily represent 
family businesses in general.  

4. The research uses Google form for collecting data so that the 
answers given by the sample do not necessarily correspond to 
the actual situation. 
 

 Conclusion and Recommendations 

 Conclusion 

Based on the research results regarding the effects of 
generational involvement as a moderator of the relationship between 
clan culture and entrepreneurial orientation, it can be concluded that:  

1. Clan culture has a significant positive effect on the 
entrepreneurial orientation of family businesses.  
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2. Generational involvement negatively moderates the relationship 
between clan culture and entrepreneurial orientation.  
 

 Recommendations 

 Recommendations for Universitas Ciputra Family Business  
The subject of research is the Universitas Ciputra family 

business community, so this research is expected to provide additional 
references and input for the Universitas Ciputra family business 
community to improve its entrepreneurial orientation, where 
organizational culture is one of the important attributes influencing 
entrepreneurial orientation. The most dominant organizational culture 
in family businesses is clan culture. 

Clan culture has been shown to have a significant positive effect 
in increasing the entrepreneurial orientation of family businesses, so 
that family businesses can consider implementing a clan culture as 
their corporate organizational culture. Clan culture can change 
depending on generational involvement or the number of generations 
of families who are simultaneously involved as caretakers in company 
management. The addition of generations can trigger conflict in family 
businesses, thereby weakening the influence of the clan culture on 
entrepreneurial orientation. Family companies that have high 
generational involvement should consider hierarchical culture and 
professionalization to prevent inter-family conflicts. 

This chapter concludes the article as a whole, as well as the 
implications of the results of research or problem-solving. The 
implications of the study include theoretical and managerial 
implications. Suggestions for future research can be expressed by the 
author in this chapter. 
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