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1 Introduction

According to common comprehension there are differences between men and women
related to various aspects, and drawing on multiple knowledge areas (Eagly, 2013). Such
differences include sex differences based on biology and physiology; and gender
differences drawing on knowledge from a variety of fields including anthropology,
sociology, cognitive psychology and social psychology (Costa et al., 2001; Eagly, 2013;
Eagly et al., 2000). Gender differences are hypothesised to develop as a result of both
biological differences as well as social aspects related to values and status and roles
within society, which influence the development of gender identity and attributes (Eagly
and Wood, 1999; Maccoby and Jacklin, 1974). Possible gender impacts could relate to
the management of large and small firms and family businesses, and range from firm
performance to implications on recruitment, job suitability and other issues within this
field. Such understanding of gender differences and their impact have the potential to
serve individuals, firms and society — in the aspiration for happiness, self-actualisation,
and better business performance (Eagly and Heilman, 2016).

Over several decades of gender issue research, there have been mixed results and a
change in the findings (Sonfield and Lussier, 2009). Specifically, research during most of
the 20™ century, commonly resulted in findings that support significant impact from
gender differences in management. However, during the last decade it has been more
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common that findings did not support a significant impact on management issues due to
gender differences (Collins-Dodd et al., 2004; Sonfield and Lussier, 2009; Sonfield et al.,
2001; Watson, 2002). Whether one of those opposing views holds true, plays an
important role in understanding how gender issues impact management, and eventually
firm performance. Moreover, a significant part of recent research has been based on
qualitative rather than quantitative methods, with few family business studies (Danes and
Olson, 2003; Jimenez, 2009). Therefore, there has been a call for further research on
women in the family firm, including their impact on leadership management and other
aspects related to running of the family firm (Jimenez, 2009).

Family businesses constitute a highly important component of most countries’
economies, constituting around 80% of all businesses, and contributing around 60% of
GDPs (Astrachan and Shanker, 2003; Dennis, 2003; Kellermanns et al., 2008; Poza and
Daugherty, 2013). In the USA, an estimated 80% to 90% of businesses are family
businesses (Carsrud, 1994; Kets de Vries, 1993; Poza, 2007) and, on average, have higher
annual sales than non-family businesses of similar size (Astrachan and Shanker, 2003;
Bellet et al., 1995; McCann et al., 1997; Morris et al., 1997). Data from most other
countries support the importance of family businesses, often with even higher
percentages (Morck and Yeung, 2003; Rottenberg, 2002). Family businesses are
particularly important in South America, where 85% of companies are family-owned
businesses, creating 60% of Latin America’s GDP, and employing 70% of the workforce
in the region (Al-Dajani et al., 2014; EY, 2014; Poza and Daugherty, 2013). Although
gender and family business are important areas of research, there have been relatively
few studies investigating the role of gender in family business (Al-Dajani et al., 2014).

This quantitative study examined a variety of important management activities, styles,
and practices of family firms, while testing for variations due to the impact from gender
difference, including management style, decision-making, use of outside advisors, family
involvement in decisions and level of family conflict; with a sample of 210 family
businesses in South America. Findings support the hypothesis that female participation in
the management of family businesses does not have a significant impact on the business.
Our research makes a theoretical contribution to the mixed results in the currently limited
body of literature dealing with gender issues in family business (Danes et al., 2005; Fasci
and Valdez, 1998; Renzulli et al., 2000; Watson, 2001; 2002), using a quantitative
research design. Thus, the research question is: What is the relationship between the
gender of owner-managers of family businesses and the ways in which these businesses
are run in terms of management style? Theoretical and practical implications for the
family business field are presented.

The remainder of the article is structured as follows: The next section presents an
overview on some theories and models that predicted gender differences that apply to the
management domain. We then explain the theoretical framework for the research and
hypotheses. This is followed by the methods, research design, and analysis of results.
Finally, we discuss the findings and their theoretical and practical implications, with
limitations and suggestions for further research.

2 Gender differences in management

Gender differentiation is an important element that affects many aspects in life including
management within the business sector. The research literature has developed several
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concepts and theories, including psychological, biological, and sociostructural fields, to
explain the development of differences between men and women (Bussey and Bandura,
1999). Most concepts on gender difference assume that they are the result of evolutionary
development in which each sex has faced different roles and problems to cope with
(Buss, 1997; Buss and Schmitt, 2011; Bussey and Bandura, 1999). These social roles
provided women with psychological and emotional benefits to enrich their interpersonal
skills, while creating less enriched in other areas (Ruderman et al., 2002). In this section
we discuss: social role theory, hunter-gatherer hypothesis, leadership and management
style, other business-related gender differences, and cultural variability in gender
differences.

2.1 Social role theory

Social role theory suggests that some behavioural differences between men and women
are the result of their social roles, at home and other places, in response to societal norms
and expectations (Eagly, 1987; Bussey and Bandura, 1999). Such roles may include
parent and spouse roles, household and community engagement, as well as occupation.
Over time, such stereotype roles have developed into behavioural differences that are
passed on along generations. Thus, women and men are expected to develop different
capabilities in areas in which they have faced different challenges over human
evolutionary period (Bussey and Bandura, 1999; Schmitt et al., 2008). As a result,
women developed traits that manifest communal behaviour built on tendency to be
expressive, friendly, affectionate, helpful, sympathetic, and more cooperative and
collaborative (Eagly and Johannesen-Schmidt, 2001; Eagly and Wood, 1991; Eagly et al.,
2000). Those feminine communal attributes are in contrast to male behavioural attributes
that are agentic in nature (Eagly and Johannesen-Schmidt, 2001). The necessity to cope
with multiple demands from the environment has created positive outcomes manifested
in psychological attributes, such as expansion of personal skills to handle multiple
roles. Such enhanced personal resources and skills serve also for unique female
characteristics within the management domain, including leadership and management
style, handling multiple tasks, risk taking and social capital; as described below (Eagly
and Johannesen-Schmidt, 2001).

2.2 Hunter-gatherer hypothesis

The hunter-gatherer hypothesis (H-G hypothesis) leads to a similar understanding about
gender differences as the social role theory. However, from a biological perspective,
rather than from social science perspective, the H-G hypothesis assumes that the
differences between female and male are the result of ‘natural selection’ whereby
organisms tend to better adapt to their environment for survival. Accordingly, men who
were tasked with hunting, developed better spatial abilities as well as being more prone to
take risks and to seek social dominance; whereas women developed gathering-related
skills, being more cautious and having communal behaviour (Buss, 1997; Eals and
Silverman, 1994). For example, while men needed to concentrate on a single task of
hunting, women who stayed behind needed to develop the capability to handle
simultaneously several tasks (Eagly and Johannesen-Schmidt, 2001; Silverman et al.,
2007).
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2.3 Leadership and management style

As derived from the above mentioned theories, and the specific attributes and skills that
women have developed, scholars identified several gender differences in leadership and
management style (Eagly and Johannesen-Schmidt, 2001, Vadnjal and Zupan, 2009).
First, women tend to use a democratic management style, which allow subordinates to
participate in decision making, drawing on their communal attributes of cooperative and
collaborative (Sonfield and Lussier, 2012). Second, women tend to use an interpersonally
oriented leadership style, rather than a task-oriented style, following their attitude to be
affectionate, helpful and sympathetic. Third, women are said to have a transformational
leadership style, which is built on trust between leader and followers, rather than
transactional style that utilises instruction and reward systems (Eagly and Carli, 2003;
Eagly and Johannesen-Schmidt, 2001; Vadnjal and Zupan, 2009). However, other
scholars have advanced a different view, asserting that gender differences in management
are not universal but rather depend on context (Eagly and Carli, 2003; Eagly and Carli,
2007; Powell, 1990).

2.4 Other business-related gender differences

Several other gender differences, in relation to the management domain, grounded in the
above mentioned theories, have been suggested and researched, including:

o Conflict-handling style: as an outcome of their communal attributes, women are
more likely to use an integrating style of conflict-management, showing high level of
concerns for others and building understanding among the parties involved (Brewer
et al., 2002; Havenga, 2008).

e  Risk taking: there is research supporting the hypothesis that women are more risk
adverse (Collerette and Aubry, 1990; DiBerardinis et al., 1984; Minguez-Vera and
Martin, 2011). This is particularly important within decision-making in that women
managers are less risk seeking than men (Powell and Ansic, 1997). This could be an
outcome of their social role to be responsible for the safety and well-being of their
home and community (Filipsson et al., 2014; Powell and Ansic, 1997).

e Multitasking: women have been found to better cope and perform in multitasking
situations. This it attributed to their social role that required them to perform a
greater number of activities during the day (Mantyla, 2013; Ren et al., 2009).

e Social capital: significant gender differences were found with regard to social
capital, which is defined as investment and use of social relations for expected
returns (Westermann et al., 2005). It was found that women have larger and greater
diversity in their social networks than men (Lin, 2000). This could be attributed to
their social role that requires more collaboration and solidarity (Westermann et al.,
2005). This could result in gender differences in management of family businesses.
For example, female owners of small businesses were reported to be more flexible in
recruiting non-family employees, and tend to be less formal with requirements from
candidates (Kotey and Sheridan, 2001).
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Moreover, women social capital contributes to improve the strength of family
relationships, which in turn enhances the family social capital. Such family social capital,
which has been identified as a distinguishing factor between family businesses from
nonfamily businesses, contributes to improved performance and revenues of family
businesses (Danes et al., 2009; Sorenson and Bierman, 2009).

2.5 Cultural variability in gender differences

Because gender differences are the results of different social roles and challenges, it has
been assumed that when women and men will be faced with similar roles, gender
differences will tend to cease to exist (Eagly and Wood, 1999; Wood and Eagly, 2002).
Thus, it is assumed that in modern societies, where higher gender equality and
opportunities exist, both men and women will tend to face similar roles, thereby eroding
gender differences.

It has been asserted that the size of gender differences in personality varies among
cultures (Schmitt et al., 2008). According to Schmitt et al. (2008), during the last two
decades, the personality gap between men and women is shrinking in traditional societies.
However, this gap is growing in modern societies. With regard to modern societies of the
western nations, this change is counterintuitive and is going in the wrong direction
relative to evolutionary psychologists' school of thought. Evolutionary psychology
scholars were expecting that the diminishing of traditional social roles will result in fewer
differences between genders. The growing gap in gender personality, in modern wealthy
society, has been attributed to higher gender equality that reduced external barriers,
making room for revival of ancient internal differences. However, the same study
(Schmitt et al., 2008) reported that gender personality differences are getting smaller in
traditional cultures.

3 Foundations in prior gender in family business research

3.1 Family businesses

Family businesses have been recognised as a major component and growth engine of
economies worldwide (Astrachan and Shanker, 2003). In the USA, family businesses
constitute about 80% to 90% of the total incorporated firms, mounting to around 17
million businesses (Poza and Daugherty, 2013). Although many of the family businesses
are small in size, overall this sector contributes about 30% of the gross domestic product
and about 85% of jobs in the private sector (Astrachan and Shanker, 2003; Poza and
Daugherty, 2013). It is estimated that family-controlled businesses constitute one-third of
Fortune 500 firms (Carsrud, 1994; Poza and Daugherty, 2013).

Much effort has been invested in creating accurate and practical definitions for family
businesses, yet, there is no single accepted universal definition of ‘family business’
(Astrachan and Shanker, 2003; Kraus et al., 2011; Sharma et al., 2012). Some definitions
focus on their composition in terms of the number of family members involved, others
focus on the degree of family control and involvement in the management operations of
the firm, yet others consider the owners’ perceptions and the potential to sustain the
business across generations (Miller et al., 2007; Sciascia and Mazzola, 2008). This study
combined ownership, involvement in operations, and perception for its definition of
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‘family business’, with the third criterion being the final determinant. In this study, a
business has family ownership and involvement in operations, as variables, and it also
has been considered a ‘family business’ based on the respondent perception as a test of
reliability, indicated in the returned questionnaires. All respondents indicated that they
are a family business.

3.2 Gender differences in management

A sizable body of literature with a focus on women in management has developed over
the last four decades (Bennett and Dann, 2000; Carter et al,, 1997; Chaganti and
Parasuraman, 1996; Powell and Ansic, 1997; Wagner, 2007). One of the main focus areas
has been the research on gender differences in management, combining knowledge from
the social and business domains (Sonfield and Lussier, 2009). The growing interest in
research on gender differences in management was inspired by several realities. First, the
share of jobs held by women has been growing significantly over the years, reaching to
above 40% in the USA (Bureau of Labor Statistics, 2015). Second, the share of
management positions held by women has also been growing steadily. Finally, the will to
cope with the fact that women encounter a glass ceiling or barrier to advancement into
senior management positions although they are equally capable or even may be superior
under certain circumstances (Adams and Funk, 2012; Liff and Ward, 2001).

Earlier studies found several gender-related differences, suggesting that women
managers were more cautious and less aggressive than were male managers (Powell and
Ansic, 1997). However, more recent research suggested that there are no significant
gender differences in management style (Collins-Dodd et al., 2004; Sonfield et al., 2001;
Watson, 2002).

3.3 Women in family business

The growing interest in women family-member managers is based on their increased
proportion in family businesses (Jimenez, 2009; Smith, 2007). It is estimated that women
compose 22% of the average family business top management team globally, and own
more than 33% of all North American family businesses (Astrachan, 2002; EY, 2015).
Studies on women in family firms have tended to investigate issues of women’s roles in
family firms, obstacles due to social positions, family relationships, professional career,
leadership style, and succession (Cole, 1997; Danes et al., 2005; Danes et al., 2007;
Harveston et al., 1997; Heinonen and Stenholm, 2011; Jimenez, 2009; Nelton, 1998;
Rowe and Hong, 2000; Vadnjal and Zupan, 2009). Other studies have focused on
differences and similarities in managerial performance, with mixed results (Danes et al.,
2005; Fasci and Valdez, 1998; Renzulli et al., 2000; Watson, 2001; 2002). However,
most of the studies are conceptual rather than empirical (Danes and Olson, 2003;
Jimenez, 2009; Vera and Dean, 2005). Thus, with conceptual mixed results, further
empirical research is needed.

4 South American family business context and literature review

Since the 1990s, South America has experienced great economic development, with
Argentina and Peru, and several other countries on the continent, having economic
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growth of over 8% per year, relying heavily on the exporting of goods. South American
economic growth continued during most of the 2000s, however growth slowed down
during the first half of the 2010s. This slowdown has been attributed to the global
economic recession, low prices of oil and other natural resources, and China-led
commodity decline. However, the IMF forecast for 2016 and on, expects the region
economy to recover and expand by 0.8% in 2016 (IMF, 2015; The Economist, 2015;
World Bank, 2015a; World Economic Forum, 2016). On this background and efforts by
national economies to create economic growth the importance of family businesses
stands out due to their large share in national GDP and ability to boost the economy
(Astrachan and Shanker, 2003).

4.1 Argentina

Argentina, with a population of 43 million people, is the third largest economy in Latin
America and in recent years the country has focused on economic development (The
World Bank, 2016). It is a high-income economy that benefits from rich natural
resources, a highly literate population rated as very in high human development, a strong
agricultural sector, and a diversified industrial sector (UN HDR, 2015; World Bank,
2015b).

Family businesses in Argentina are of great economic importance as they constitute
around 75% of all businesses in the country, provide about 70% of the private sector jobs,
contribute around 50% of GNP and are involved in 95% of the local trade (Kaplun,
2001). Around 50,000 new small businesses are formed each year, and most of them,
around 85%, are founded by young people in their mid-twenties.

During the last two decades, there has been steady growth in the participation of
women in the work force in Argentina, as a result of increased gender equality (World
Economic Forum, 2014). However, there is still low participation of women in this
sector. Only about 5% of businesses are owned by women (Mancuso, 2009), and their
firm-sizes have been found to be smaller than men owned businesses (Amin, 2011).
Additionally, the labour productivity for female-owned businesses hase been found to be
lower than for male owned firms (Amin, 2011).

In contrast to their importance, there have only been a few studies of family
businesses in Argentina (Niethardt, 2007). Niethardt (2007) asserted that “...there are no
significant statistical samplings that have been conducted on family businesses in the last
twenty years...”, and D’Annunzio and Rabago (2007) and Rabago et al. (2009)
concluded that there is a need for further family business research in Argentina.

4.2 Peru

Peru has been one of the fastest growing economies in South America during the last
decade. This has been the result of political change and moving away from socialism,
together with structural reforms relating to various sectors. All this has led to an increase
in GDP to around about $192 billion in 2015 (World Bank, 2015c). The IMF (2016)
report concluded that “Unlike most of its peers in Latin America, Peru’s growth bounced
back in 2015 largely due to increased production in primary sectors, as long-planned
mining projects became active, and that growth is expected to rise further in 2016-2017".

Small and medium-sized businesses form about 95% of the total businesses in Peru,
and 90% of all businesses are family owned (PWC, 2014). The increase in the number of
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family businesses is attributed to the liberalisation of the economy since the mid-1990s
(Shimizu, 2004). The World Bank (2016) report on Peru shows great improvements in
factors that contribute to the ease of doing business in Peru; including a shorter period to
start a business, averaging 26 days. However, at the same time, most family businesses
reported that they are still facing many barriers and difficulties, with particular emphasis
on staff recruitment, competition and market conditions (PWC, 2014).

During the last decade, more women have joined family businesses, as well as
starting their own businesses (APEC, 2016). This trend has been attributed to various
factors including difficulty in finding jobs as well as the need to have more flexibility and
control over the balance between family duties and work (APEC, 2016). In addition,
family firms that are owned by women in Peru have been found to have similar labour
productivity as well a similar average firm size as those owned by men (Amin, 2011).

5 Research variables and hypotheses

The above review of the literature comparing men and women owner-managers of family
businesses indicates that this research has been limited. Moreover, such research has
focused mainly on qualitative concepts such as role within the family business, but there
has been little investigation of management characteristic variables. Moving in an
empirical direction, this research is focused on quantitative inquiry of management
characteristic variables related to family business. For that purpose, we have selected six
managerial variables identified as important in the family business literature (Sonfield
and Lussier, 2004). The support for difference between women and men, with regard to
those variables, is derived from the theories and concepts presented earlier in this article,
as depicted in Table 1.

Based on the literature supporting difference by gender, and stemming from Table 1,
the following six hypotheses were developed:

HI: There is a positive relationship between the proportion of female-to-male
owner-managers in a family business and the use of non-family-member managers.

H2: There is a positive relationship between the proportion of female-to-male
owner-managers in a family business and the use of a team-management
decision-making style.

H3: There is a negative relationship between the proportion of female-to-male
owner-managers in a family business and the occurrence of conflict and
disagreements within the management team.

H4: There is a positive relationship between the proportion of female-to-male
owner-managers in a family business and the use of outside advisors and
professional services.

HS5: There is a positive relationship between the proportion of female-to-male
owner-managers in a family business and the time spent in strategic planning.

H6: There is a positive relationship between the proportion of female-to-male
owner-managers in a family business and the use of an informal management style.
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Table 1 Managerial variables and supporting gender differences

Variable in hypothesis Supporting theory/concept

Social capital: women tend to recruit a higher
percentage of non-family employees.

Direction of relationship: positive relationship

— higher proportion of female-to-male in a family
business will lead to more use of use of
non-family-member managers.

Use of non-family-member managers

Participative decision making: allow subordinates to
participate in decision making.
Use of a team-management Direction of relationship: positive relationship
decision-making style — higher proportion of female-to-male in a family
business will lead to more use of use of a
team-management decision-making style.

Conflict-handling style: women’s communal
attributes tend to lead to less occurrence of conflict.
Direction of relationship: negative relationship

— higher proportion of female-to-male in a family
business will lead to less occurrence of conflict.

Occurrence of conflict and
disagreements

Cooperative and collaborative: women’s communal
attributes tend to value others’' advice.

Use of outside advisors Direction of relationship: positive relationship
— higher proportion of female-to-male in a family
business will lead to more use of outside advisors.

Transformational leadership: women tend to ascribe
a higher importance to long range planning
Direction of relationship: positive relationship

— higher proportion of female-to-male in a family
business will lead to spend more time in strategic
planning.

Time spent in strategic planning

Leadership and management style: women’s styles
tend to be more cooperative, democratic,
non-formal.

Formal versus informal management Direction of relationship: positive relationship

style — higher proportion of female-to-male in a family
business will lead to more use of an informal
management style.
6 Methods

Survey research was designed to collect data for the study. The survey instrument was the
previously published questionnaire used in the Sonfield and Lussier (2004) empirical
study published in the top tier journal Family Business Review, providing support for its
validity. The primary differences being that we included six of the eleven variable
measures from their questionnaire; dropping the variables with less current support in the
literature and relevance to gender issues, as per Table 1 and Table 4.

The data collection process used both mail and personal interviews. For the purpose
of having a comprehensive and large sample of family firms, the data obtained from the
two South American countries was combined. This provides more general and universal
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regional development findings rather than comparing family firms between the two
countries. Accordingly, the data sets from Argentina and Peru were combined into one
sample, as suggested by Lasagni (2012). A large combined sample serves also to obtain
more meaningful and valid results (Lussier, 1997).

6.1 Sample

The same data collection procedure was used in both countries, with a combination of
email and hand delivered. In Argentine and Peru, a national survey list of family
businesses was obtained and all were contacted for data collection. To check reliability
that the firm was in fact a family business, the respondents were asked if they were a
family business, and all replied that they were family firms. In addition, data collectors
personally knew that some of the firms were in fact family businesses, providing further
support that the sample only includes family firms. Most family business owners
completed the questionnaire on their own and returned it by email, while additional
interviews were scheduled with non-respondents in order to complete the questionnaire
and to increase the sample size and response rate.

In Argentina, 159 family businesses were contacted out of which 102 questionnaires
were received; and in Peru 145 family businesses were contacted out of which 108
questionnaires were received. Thus, the total response rate was 70%, yielding a sample
size of 210 respondents. This is an excellent response rate and sample size in comparison
to prior family business studies which had no sample, or less than 100 responses (Bird
et al., 2002).

6.2 Variables

The dependent variable to test hypotheses 1 to 6 was the percentage of female family
members involved in the management of the firm; and the mean percentage of women
managers is 37%. The independent variables are: (H1) the percentage of family to
non-family managers. Hypotheses 2 to 6 were interval scales from 1 (does not describe
our firm) to 7 (describes our firm). Note that full descriptions of these hypotheses
variables were provided: (H2) full family involvement in decisions; (H3) level of family
conflict; (H4) use of outside advisors and professional services; (HS) long-range thinking
and decision-making; and (H6) management style.

6.3 Statistical analysis

Following the objectives of the research, regression statistical tests were run to determine
if there is a correlational relationship between the percentage of women owner-managers
in the family business and any of the six independent variables — as a model and
individually. With regression, multiple correlations are run, but there is no implication of
any of the variables having a causal effect on another variable (Lussier, 2011).
Additionally, correlations were run between the independent variables, plus we ran the
regression analysis with collinearity, the higher level diagnostics to ensure that
multicollinearity was not problematic in the study. As discussed in the results section, we
conclude that multicollinearity is not problematic. To further validate the regression
results, stepwise regression was also run.
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7 Results

The descriptive statistics of the sample (N = 210) are presented in Table 2.

Results of the correlations between the independent variables are presented in
Table 3. Results of hypothesis test by regression analysis are presented in Table 4.

The combined model of six variables is not significant, and none of the tests of the six
hypotheses, based on the relationship between the percent of women and each of the
independent variables, has statistically significant correlations. Therefore, the hypotheses
are not supported as no relationships were found between the independent variables and
the percent of women managers in the family business.

To further validate the regression results, stepwise regression was run. Results also
support that there are no significant differences at any of the steps of the regression.
Thus, as it is not common to report insignificant findings, especially when testing
additional models, complete test results are not presented. Also, with a non-significant
model at each step with an adjusted R-square of less than 1%, reporting any changes in
its R value provide no valid additional insight.

The correlation matrix of the six independent variables presented in Table 3 indicated
that five of the correlations are significant at the 0.05 level. However, the largest
coefficient is only 0.268. With a large sample, results often indicate significant
relationships with weak coefficients simply due to the sample size. The more robust
multicollinearity test for all six independent variables had a tolerance of greater than 0.2,
with the lowest being 0.652. All six independent variables had a VIF of less than 0.4,
with the highest being 1.35. Therefore, multicollinearity should not be problematic within
the variables (Lussier, 2011).

Table 2 Descriptive statistics
Variable Statistics (N = 210)
Country (n/% of N)
Peru 108 /51%
Argentina 102/ 49%
(mean /s.d.)
Percentage of Women 37.22/25.70
Percentage of nonfamily managers 7.82/20.27
Generation (n/% of N)
Ist 70/33%
2nd 106/ 51%
3 or more 34/16%
Total N 210/100%
(mean / s.d.)
Years in business 20.52/18.53
Number of employees 17.49/31.02
Industry (n/% of N)
Product 90/43%
Service 120/ 57%
Ownership (n/% of N)
Sole Proprietor 131/ 62%
Partnership 43/21%

Corporation 36/17%
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Table 3 Correlations
Independent variables 1 2 3 4 5
1. % Non-family management 1.00
2. Family decision making style 0.035 1.00
3. Family conflict 0.154* 0.090 1.00
4. Use outside advisors 0.210*  -0.103 0.067 1.00
5. Long-term planning 0.080 0.107 0.190* 0.227* 1.00
6. Management style 0.017 0.036 0.089 —0.026 0.268*

Note: *Significant at the 0.05 level

Table 4 Regression analysis
Regression model
R R? Adj. R? F Sig
0.356 0.127 0.046 2.071 0.074
Correlation coefficients
Independent Variables Beta Sig
H1. % Non-family management —0.081 0.374
H2. Family decision making style 0.211 0.143
H3. Family conflict 0.076 0.436
H4. Use outside advisors —0.012 0.873
H5. Long-term planning 0.067 0.3925
H6. Management style 0.109 0.217
(Constant) 0.084

8 Discussion

The results of this study did not support the hypothesis that there are gender differences
in management of these South American family businesses. A higher percentage of
women in the family businesses did not yield significant correlations to central attributes
of the firms' operation, including management style, decision-making, use of outside
advisors, family involvement in decision-making, and level of family conflict. This
means that gender differences, stemming from the social role theory and the
hunter-gatherer hypothesis and ‘natural selection’; did not manifest in the management of
these family businesses.

Thus, the results of this study refute much of the earlier research (Powell and Ansic,
1997), and earlier mixed results (Sonfield and Lussier, 2009), supporting the more recent
trends in family business and entrepreneurial research that found few differences based
on the gender of family owner-managers (Collins-Dodd et al., 2004; Sonfield et al., 2001;
Watson, 2002). As stated by Reay and Whetten (2011), theory in family firms develops
when studies are duplicated and where prior conflicting results are improved or modified
by additional findings. Therefore, this study makes an important theoretical contribution
to the theory of family business because it clarifies and modifies our comprehension of
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gender issues in family business by adding further support for the development of a
theory supporting no significant differences between women and men in management of
family businesses.

Possible explanation to not finding significant gender difference, in relation to family
business, can come from their social and cultural background. Both countries are
regarded as traditional society that is characterised by being male-dominated (UNDP,
2015). This can be attributed to the historical patriarchal society that existed for many
centuries in many Latin American societies. Men are said to have higher level of
command over business resources, while women are engaged with household activities
including rising children and family budget. This situation is reflected in two important
county’s indices — gender development index (GDI) and gender inequality index (GII)
(UNDP, 2015). The gender inequality index include an indicator on the labour market
participation rate for women and men; and the gender development index include an
indicator on their economic role measured by male and female GNI per capita. Both
indices show high gender inequality in Argentina and Peru, with woman taking back seat
in economic activities. For example, GNI per capita for women in Argentina is less than
half of that for men (14,202 and 30,237 respectively) with slightly better gender relation
for Peru (8,040 and 13,977 respectively). Similarly, women have significantly lower level
of participation in the labour force — Argentina 47% and 75% (respectively for women
and men) and in Peru 68.2% and 84.4% respectively. This could indicate that although
women participate in family businesses, they have less influence on running the business
because of their traditional inequality in the economic and business domains.

Another explanation to the fact that no significant gender differences have been found
with respect to family business can also be attributed to culture attributes, but with
somewhat inverse logic. As asserted by Schmitt et al. (2008), and discussed in the
literature review, the personality differences between men and women may vary in
different cultural countries, and will be less significant in less modern societies.
Accordingly, modern societies which promote gender equality and freedom, increases the
manifestation of gender differences. Inversely, in less modern societies such as exists in
Argentina and Peru, gender personality differences tend to be reduced, that was reflected
in no significant gender difference in this research. Therefore, it could be that a different
sample, in particularly modern societies could yield different results.

A competing explanation to the research findings, of no significant gender impact on
the performance of family business, can be based on analyzing the sector of small
businesses in Argentina and Peru. Most of the family businesses in these countries belong
to the sector of small and medium-sized enterprises (SME) (Kaplun, 2001; PWC, 2014).
The performance of small businesses is strongly affected by barriers, which can be
separated into two categories — external and internal. External barriers are those factors
that cannot be influenced directly by the owner of small business, but rather by
government institutions that are setting various regulatory conditions as well as financing
conditions, state of the economy, and market challenges (Gill and Biger, 2012). Internal
barriers are those factors that are highly dependent on the owner-manager, including
management and marketing experience (Marom and Lussier, 2014). In Argentina and
Peru, the external barriers are extremely high — in Argentina even more than in Peru.
According the World Bank ‘Doing Business’ report, which explores “how easy or
difficult it is for a local entrepreneur to open and run a small to medium-size business”
[World Bank Doing Business, (2016), p.4]. It is evident that the external barriers to SME
are very high in those countries. Argentina is ranked 116 out of 190 countries, and Peru is
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ranked 54. If the external barriers are very high, this could mean that the internal
barriers — owner characteristics, have less impact on performance. In this case, gender
differences within the family business settings might have little impact on outcomes.

9 Conclusions and implications

Like all studies, there are limitations within this research and the need for further
research. First, it is possible that different results could be found in cases where the
gender factor is not taken as a percentage alone, but rather takes into account the position
of women within the business in terms of level (Board, CEO, President, etc.) and function
(marketing, finance, operations, etc.). Second, our data was self-reported by the
owner-managers of the businesses, which is subjective by nature. Moreover, managers
and owners in different cultures may have different interpretations to questions within the
research tool even though the questionnaire was pilot tested for understanding.
Considering the findings and the limitations of our research, we suggest the need for
future research. First, duplication of this study in other cultures is needed to determine
whether gender differences in management of family businesses is culture dependent.
Moreover, such future research should explore differences between two distinct cultures
— traditional and modern. This could serve to verify the notion that larger gender
differences exist in modern societies (Schmitt et al., 2008). Second, future research
should verify these findings through a more objective data collection method. One way to
achieve this is by collecting data with regard to behaviour and actions rather than
self-reported data. A different perspective on gender differences could also be gained by
data collection from other stakeholders including business partners as well as employees.
Future research could also take a different route by investigating additional mediators
such as the size category of the family business and the industry sector of the business.
With the large populations of these two countries and their being historically
traditional societies, steps toward the further inclusion of women in the family business
sector have the potential to provide further economic regional developmental growth.
This research has important regional implications that can contribute to the further
development of the economies in Argentina, Peru, and Latin America in general. This
region is taking steps, and moving forward, to create further growth following the
recession during the first half of the 2010s. This empirical research finding of no
significant gender differences in Argentina and Peru that can be characterised as
traditional societies, support previous findings by Schmitt et al. (2008). While the two
South American countries are making efforts to move forward economically, it should be
noted that they are developing based on their traditional culture backgrounds, which
tends to impede economic development processes (Costa et al., 2001). Therefore,
educators, consultants, and public policy makers can help this region transition from a
traditional agricultural society to a modern society to aid in sustainable economy growth.
An important measure that can be taken to create economic growth is to implement
public policy that creates more family businesses. Given the findings of this research, that
women are as capable as men to start and lead family businesses, and with the growth of
women owned and managed businesses globally, educators, consultants, and public
policy makers should make these findings known to help transition from a traditional to a
modern society. Awareness of these findings can encourage more women to create and
manage more businesses. Educators, consultants, and public policy makers can also make



40 S. Marom et al.

men and women would be entrepreneurs aware that the United States Small Business
Administration (SBA) has free online resources available to anyone globally at
www.sba.gov. They can help them use this free online resource and use this knowledge
to launch and grow new ventures. The SBA also provides specific resources for women
entrepreneurs.

In addition to knowledge, encouragement, and free SBA resources, South American
governments can provide support to aid more men and women to start new ventures and
grow their businesses. Public policy makers can implement some of the general United
States Small Business Administration (SBA) programmes such as loan programmes, how
to start a business, writing business plans, prepare proposals for government contract, and
growing an established company (SBA, 2015).

More specifically, the SBA provides resources to help women entrepreneurs launch
new businesses, grow their businesses and compete in the global marketplace. SBA
resources available to USA women that can be adapted by other public policy makers
include:

1 SBA’s Office of Women’s Business Ownership (answers questions on the Women’s
Business Center programme or other services for women),

2 SBA’s Women’s Business Centers (over 100 centres assist women in starting and
growing small businesses),

3 SBA’s Women-Owned Federal Contracting Program (helps women compete for
federal contracting business opportunities),

4  SBA Loans (offers women a variety of loan programmes for specific purposes).

Implications from the findings of this current research study also support the need for
‘theory into practice’. With a continuing and developing understanding of gender issues
in family business, owner-managers of family businesses, and consultants and advisors to
family businesses, can better understand whether any of a family firm’s managerial
activities might be impacted by the owner-managers’ gender. As an example, the findings
of this current study would imply to an owner-manager that most of his or her managerial
activities are likely to be unaffected by his or her gender and that his or her managerial
focus should simply be on performing as effectively as possible.

And because the results of earlier research studies have been mixed, clear conclusions
regarding gender-based managerial similarities and differences in family firms remain
elusive. Thus, this study provides a theoretical contribution to our understanding of
gender issues in family business management by largely supporting development of a
theory that there are no significant differences between the behaviour of male and female
family business owner-managers.
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