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Prior Work 
 

In the early 80’s, family firms became the object of study of a new distinctive area of 
research, the family business (Sharma, 2004; Casillas & Acedo, 2007; Moores, 2009). 
Researchers started by trying to establish the frontiers of those firms, their ways of 
functioning and their factors of performance. They showed that family firms are characterized 
by the intermix of three systems « family », « firm » and « individuals »   and that the owning 
family aims at maintaining its influence on the firm over time (Litz, 1995; Chua & ali., 1999; 
Sharma & ali., 2012). These distinctive characteristics  have considerable impacts on the 
strategic orientations of those firms, on their performance and on the way they are managed 
(Habbershon & Williams, 1999; Sirmon & Hitt, 2003; Chrisman & ali.). 

 
Objectives 

 
If many researchers analyze the culture of family firms (” Astrashan & ali., 2002; 

Denison & ali., 2004), the question of the organizational identity of family firms remains 
partly unexplored.  Observations show how the family dimension of the firm and its values 
are important for organizational members, including non family members, who participate 
actively to the building and maintaining of a « family organizational identity ». From this 
point of view, Anderson’s work (1983) offers an interesting perspective. The family firm can 
be seen as an « imagined community » to which individuals strongly identify themselves.   

In this perspective, our objectives is to research the following questions: how is the 
organizational constructed ? do non family members of family firms contribute to build and 
maintain over time the organizational identity of such firms («we are a family firm»)?  To 
which extent ? Through which processes? What are the consequences of such an identity for 
the management of executives and for performance issues? 

 
Approach 

 
Our research draws on family business and organizational identity theoretical 

frameworks. We use the theoretical and methodological approach of « narratives » to analyze 
our data. Our empirical study is based on data collected in two French family firms (2 months 
of observation and 90 interviews). 

 
Results 

 
Our paper will present and illustrate our first findings based on the empirical study 

being conducted. 
 
 



Implications 
 

We will consider  the consequences of such a " constructed identity", mainly 
regarding the management of executives and the performance of the firm. 

 
Value 

 
Research works dealing with issues of organizational identity on family firms remain 

very rare (Zellweger & ali., 2010) . Our research is adressing this gap considering both the 
theoretical and practical aspects of the question. 
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