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Al Lettore, 
 
questo volume accoglie i full paper del Convegno Sinergie-SIMA 2019 Management and 
sustainability: Creating shared value in the digital era, Sapienza Università di Roma, Roma, 20-21 
giugno 2019. 
 
La sostenibilità è senza dubbio uno dei temi sfidanti dell’epoca contemporanea. Lo sfruttamento 
delle risorse naturali legato alla crescente domanda di beni e servizi ha messo in evidenza quanto i 
modelli economici esistenti siano limitati. Un sistema di produzione e consumo basato su una logica 
lineare ove le risorse naturali sono estratte e trasformate per la produzione di beni e servizi è 
chiaramente non sostenibile. Inoltre, l’iniquità sociale, la povertà, e la fame nel mondo sono 
problemi sociali che devono essere globalmente affrontati. 
  
Lo scopo del Convegno è discutere dei modelli di business sostenibili e delle necessarie evoluzioni 
strategiche come sfide per la gestione dell’impresa nel prossimo futuro. Un focus particolare è 
rivolto allo sviluppo di modelli di business e strategie basate su paradigmi di co-creazione di valore 
e alle opportunità oggi offerte dalle tecnologie digitali.  
 
 

Alberto Pastore, Federico Testa, Gennaro Iasevoli e Marta Ugolini 
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 IX 

Cari Lettori e Convegnisti, 
 

il call for paper del Convegno Sinergie-SIMA 2019 Management and sustainability: Creating 
shared value in the digital era ha previsto la possibilità di presentare extended abstract oppure full 
paper. In totale sono pervenuti in redazione 102 extended abstract e 51 full paper.  
 
Per gli extended abstract, la valutazione dei contributi ricevuti è stata operata dal Comitato 
Scientifico in base alla coerenza con il tema del Convegno e/o con gli studi management secondo i 
Gruppi Tematici SIMA, alla chiarezza e alla rilevanza (anche potenziale) dei contenuti proposti. 
 

 
Per i full paper, la procedura di valutazione dei contributi è stata condotta secondo il meccanismo 
della peer review da parte di due referee anonimi, docenti universitari ed esperti dell’argomento, 
scelti all’interno dell’Albo dei Referee della rivista Sinergie.  
 

 
In particolare, i referee hanno seguito i seguenti criteri nella valutazione dei contributi: 
 
- chiarezza degli obiettivi di ricerca, 
- correttezza dell’impostazione metodologica, 
- coerenza dei contenuti proposti con il tema/track del convegno e/o con gli studi management, 
- contributo di originalità/innovatività, 
- rilevanza in relazione al tema/track del convegno e/o agli studi management, 
- chiarezza espositiva, 
- significatività della base bibliografica. 
 

 
L’esito del referaggio ha portato a situazioni di accettazione integrale, accettazione con 
suggerimenti e non accettazione. In caso di giudizio discordante la decisione è stata affidata alla 
Direzione Scientifica. Ogni lavoro è stato poi rinviato agli Autori completo delle schede di 
referaggio per la valutazione delle modifiche suggerite dai referee, verificate in seguito dalla 
Redazione della rivista Sinergie. 
 

A seguito del processo di valutazione sono stati accettati 41 full paper e 97 extended abstract, 
pubblicati in due distinti volumi. In questo volume dedicato ai full paper, i contributi sono articolati 
nelle seguenti gruppi: 
 

- Management and sustainability: Creating shared value in the digital era  
- Management studies 

 

 

 
Tutti i full paper di questo volume sono stati presentati e discussi durante il Convegno e pubblicati 
online sul portale della rivista Sinergie (www.sijm.it). 
 

 
Nel ringraziare tutti gli Autori per la collaborazione ci auguriamo che questo volume contribuisca a 
fornire un avanzamento di conoscenze sui modelli di business sostenibili e sulle necessarie 
evoluzioni strategiche come sfide per la gestione dell’impresa nel prossimo futuro. 
 
 
 

 

La Direzione e il Comitato Scientifico 
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Continuity and growth in the family business:  
an empirical analysis within the wine sector 

 
 

GIORGIA MARIA D’ALLURA* MARIASOLE BANNÒx SANDRO TRENTOk  
 
 
 

Objectives. This paper investigates the governance of family businesses operating in the wine sector of the Etna 
region, with the aim of analysing their influence on internationalisation strategies.  

Methodology. Case study of the Etna area characterised by a large number of family businesses with a high 
degree of longevity which, as such, lend themselves to a dynamic study of the impact that the overlap between the logic 
of family, property and management has on the management and governance of the firm and on its strategic choices. 

Findings. From the analysis of the sample data, it emerges that 56% of them, on a scale from 1 to 5 (in which the 
value 1 assumes the minimum value and 5 the maximum value) places the degree of attention to internationalisation at 
the maximum level: this means that companies tend to want to exploit the advantages that derive from an opening 
towards foreign markets, a choice that is, however, influenced by their needs. 

Research limits. There are three limits, at least: first this is a qualitative research that deals with the limitation 
with this kind of research; second, it is focused on a singular sector; third, it is conducted on a singular geographic 
area. It is an exploratory case. Future research aims to solve part of this limitation. 

Practical implications. Improve our understanding on the relationship between governance and strategic choice 
in order to support family business both in their continuity and growth. 

Originality of the study. To the best of our knowledge this is the first empirical analysis on the wine sector in 
Sicily with the aim to investigate how governance influence the internationalization strategies of family business located 
in this area.  

 
Key words: family firms; governance; strategic choices; growth; internationalization; wine sector. 

 
 

Aim of the paper 
 
Family business governance is defined as the rather heterogeneous set of organisational, financial and regulatory 

tools, systems and assets that influence business decision-making processes (Carney, 2005). Its combinations vary 
according to the way in which the family operates within the ownership, supervision and management of the business 
(Brenes, Madrigal and Requena, 2011; Miller and Le Breton-Miller, 2006; Suess, 2014. The family’s aim is to ensure 
the governance of the company, as this is the way to guarantee that its goals will be achieved over time (Chua, 
Chrisman and Sharma, 1999). This paper investigates the governance of family businesses operating in the wine sector 
of the Etna region, with the aim of analysing their influence on internationalisation strategies. The choice of the case 
study is based on three types of factors: it is an area characterised by a large number of family businesses with a high 
degree of longevity which, as such, lend themselves to a dynamic study of the impact that the overlap between the logic 
of family, property and management has on the management and governance of the company and on its strategic 
choices. Sicily is experiencing a period of strong expansion in this sector, which inevitably arouses great scholarly 
interest for ongoing scenario changes; finally, the Etna area is different, both for its unique pedo-climatic environment, 
which combines the nature of the soil, altitude and exposure, and, consequently, for the peculiarity of the wines 
produced. 

In conclusion, this case study will allow an assessment of the influence that family governance has had on the 
international growth trajectories of the companies being surveyed. 
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Theoretical framework 
Governance of family businesses 

The distinctive element of family business governance is the presence of the family in the property and/or 
management. However, that is not sufficient to identify a homogeneous family business category, as the presence of the 
family may be of varying degrees and significance in terms of combined ownership, control and management. Among 
classifications in the literature, this work refers to the recent proposition by D’Allura and Faraci (2018) that 
distinguishes governance models:  
a) “family-centred” - in these models only the family is present in the property, in the government and in the 

management. Therefore, the family governs the processes by subjecting them to its own logic and selects resources 
and skills, preferring those of the family.  

b) “market-oriented” - These are models in which only the family is present in the property, but at the same time 
management provides for an outside contribution. The role of the family in the decision-making processes remains 
decisive, however, it is possible to imagine a degree of openness to the input of external managers, certainly more 
geared towards a market culture. Family ownership therefore shows a process of openness that may also be of a 
different type than that of the family itself.  

c) “investor-centred” - In this category the family also opens the property to external subjects. Among the reasons 
for opening up the property to third parties, the following can certainly be included: 1) the family is experiencing 
relational difficulties and some members decide to sell their shares to third parties; 2) the ‘market-oriented’ model 
evolves and requires the contribution of new capital that is acquired outside the family. The most important aspect 
that needs to be reported in this case is the process of professionalisation of the family business, which concerns 
both the governing bodies (i.e. formalisation of the board of directors with the participation of members from 
outside the family, formalised reporting activities) and the input of resources and skills, including the choice of 
new owners.  
It is believed that investigating the internationalisation trajectories of family businesses in the light of the above 

classification can help to understand the possible differences in strategic behaviour within the heterogeneous context of 
family businesses.  

The internationalisation trajectories of family businesses: an interpretative model  
Adopting an upper echelons perspective (Hambrick and Mason, 1984) for the interpretation of strategic choices, 

being a family business has many implications for international behaviour, since internationalisation means altering its 
objectives, culture and organisational structure. Many family businesses are, in fact, confronted with the contrast 
between the drive to pursue opportunities that arise across national borders and the desire to maintain centralised 
control, and therefore presenting an aversion to risk, preferring strategies focused on the domestic market.  

The literature on the subject suggests that the internationalisation of a company is initiated by the occurrence of 
particular events that can lead to rapid international expansion, such as a generational shift and the subsequent 
involvement of the new generation in the business (Fernández and Nieto, 2005; Gallo and Pont, 1996). Resistance to 
change, rigidity in leadership styles, limited financial capacity, diverging objectives, and conflicting relationships 
between different family members are just some of the factors that can inhibit growth in international markets, 
sometimes dramatically (Gallo and Sveen, 1991). However, family businesses are very often able to undertake 
entrepreneurial activities with openness to international markets characterised by a high degree of risk in order to 
preserve wealth for subsequent generations (Alayo, Maseda, Iturralde and Arzubiaga, 2019).  

This paper’s choice of interpretation considers the crucial role of governance in predicting expansion trajectories 
on foreign markets. Therefore, given the classification presented, it is deemed that: 
1. In a “ family-centred “ governance model, the need to preserve the internal entrepreneurial and managerial skills 

believed to be fundamental to compete prevails over the choice to undertake growth paths in foreign markets. If 
the family-centred company chooses to undertake a growth process on foreign markets, the method used will be 
export in order to limit the risks. 

2. In the “market-oriented” governance model, since managerial skills appear to be more marked and market-
oriented, the owner family is more favourable to growth in foreign markets and to enrich and share skills that 
integrate with those of the family, in order to be more competitive, with more aggressive methods of entering 
foreign markets. Internationalisation takes place through acquisitions or by own direct investments, if the 
company has adequate financial resources and wishes to maintain direct control over the new acquired skills. On 
the other hand, where the prevailing need is the company one, the company will use a partnership with foreign 
parties. 

3. In the “ investor-centred “ governance model, the presence of a partner outside the family is decisive in the choice 
of whether to internationalise or not. In addition, in these cases, family businesses may pursue more aggressive 
methods of internationalisation, also considering the entrepreneurial network of owners outside the family. The 
investor who joins the family may have the objective of accelerating the growth of the company; in these cases, the 
international growth trajectory could be among those that the company has identified and pursued. 
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Empirical Analysis 
 

Research outline and case selection 
The choice of method is that of the case study through administration of a questionnaire, both face to face and 

online. This approach is based on the fact that qualitative empirical research allows an exploratory but, at the same 
time, in-depth analysis of current phenomena within their real context (Yin, 2003). Therefore, the use of cases in 
managerial studies allows the understanding of the dynamics in a given context (Eisenhardt, 1989) using, from time to 
time, interpretative lenses that can capture the investigated phenomena efficiently. There are several reasons why the 
wine sector was chosen for analysis. 

The Italian wine sector, and in particular the Sicilian one, is characterised by a large number of family businesses 
with a high degree of longevity which, as such, are suitable for a dynamic study of the impact that the overlap between 
family, property and management approaches have on the management and governance of the business, as well as on 
international growth choices. With each generation, family businesses face many challenges, such as balancing family 
tradition and values with the need for change imposed by the evolution of competitive, cultural and social contexts. 
That was the first reason why we selected the wine sector. Another aspect that has been taken into account is the 
current state of development in the sector. In 2016 Sicily was one of the ten best regions for wine export value in 
Europe. Sicily, along with Puglia, is the region that has grown the most. In percentage terms, the markets where 
Sicilian wine is exported are: USA (18.6%), Germany (16.7%), United Kingdom (9.4%), Switzerland, Sweden, Canada, 
France, Japan, China, and Russia. In particular, the United States and China are the countries where exports are 
growing. In addition, Sicily produces more than 10% of Italian wine and is the fourth region for production, after 
Veneto, Puglia and Emilia-Romagna. Sicily is the first Italian region in terms of organic vine area, with 38,935 
hectares (37.6% of national land area), followed by Puglia and Tuscany, with a growth of 21% on an annual basis (Il 
Sole 24 ore). PDO and PGI wines account for 80% of regional production. 

Because of this reasoning, the study of the wine sector in Sicily is interesting both from a theoretical point of view 
(for the dynamics it shows with reference to property and government) and from a practical one (since it is a phase in 
which scenarios are changing rapidly, also because of the entry of new generations). Finally, the choice fell on the Etna 
area because Etna’s viticulture compared to the Sicilian one in general is different, both because of the uniqueness of 
the pedo-climatic environment, where the nature of the soil, altitude and exposure interact, and, consequently, because 
of the peculiarity of the wines produced. It is a vast territory that extends from the extreme slopes of the Etna volcano to 
its summit, which is partly covered by crops and spontaneous vegetation. Among the cultivated species, the vine has 
always played a leading role. Its cultivation began several centuries ago, but has progressively expanded over the last 
two centuries, with the advancing of extensive deforestation projects.  

 
The survey tool: a semi-structured questionnaire 

The survey questionnaire is made up of 50 questions and is divided into 7 sections: the first concerns general 
information on the company, the second concerns the ownership structure, the third governance and management, the 
fourth the generational shift, the fifth internationalisation, the sixth process and product innovation, the seventh 
distribution and communication channels. The information obtained was accompanied by other information collected 
indirectly through the Register of Companies, the Chamber of Commerce of Catania and the visit to the websites of the 
sample companies, with the aim of integrating and improving its consistency, as well as to triangulate the information 
found. The questionnaire was presented both online using Google Forms and in paper format. In the latter case, the 
questionnaire was filled in directly during visits to the company by a junior analyst. The data obtained were processed 
anonymously. 
 
Sample selection  

73 companies with a turnover of less than 5 million euro were taken into consideration, with production coming 
mainly from vines planted on their own vineyards, characterised by family management and finished bottled products 
with a predominantly DOC brand. The study started in December 2017 and was completed in May 2018. The selection 
of companies to contact - made through the AIDA Bureau Van Dijk database - was divided into two phases. 

Phase 1 - Selection of the companies present in the territory under survey based on the activities with ATECO 
2007 code 01.21.00, i.e. cultivation of wine and table grapes in vineyards and production of wine from grapes mainly 
produced by the company. This first phase resulted in 94 businesses.  

Phase 2 - On the basis of the research criteria established in the design phase of the case research and selection, 
we have selected those that meet our criteria, which are: a) historicity of the company in the production of wines; b) 
visibility on the market considered an indicator of the presence of an adequate level of professionalism in carrying out 
the wine business, c) family business at the level of ownership and business structure. In addition, cooperatives, 
consortia, cooperative wineries and companies belonging to groups have not been taken into account. This second 
phase then selected 73 of the first 94 companies that were subsequently contacted. 

 
Data Collection and Analysis  

The collection and analysis of the data on which our survey is based was carried out in four stages. 
Phase 1 - On-desk activities. Collection of information through secondary sources (i.e. AIDA Bureau Van Dijk 

and iCribis) that have allowed the creation of a database of companies with the following information: company master 
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data, main activity, details of charges, balance sheet data.  
Phase 2 - Preliminary contact first by telephone and then by sending an e-mail to each of the companies in the 

sample in order to obtain the agreement, in the following weeks, to provide additional information relevant to our 
survey, through the provision of a structured questionnaire. At this second stage, of the 73 companies contacted, only 
54 expressed a willingness to cooperate, 10 explicitly stated that they were not interested, and 9 of them could not be 
contacted.  

Phase 3 - Delivery of the questionnaire. A questionnaire was used to verify the information collected during the 
on-desk phase and to collect the information concerning the purpose of our survey.  

Phase 4 - The data collection phase was followed by the data processing activity, the results of which are 
presented in the next section of the work.  

 
Results. The study of internationalisation trajectories basically concerns two choices: whether to internationalise 

and how (i.e. entrance methods and ownership structure) taking into account the combinations between ownership and 
management by the parent company from which the three models of corporate governance derive and the influence 
exercised in the context of these choices. From the analysis of the sample data, it emerges that 56% of them, on a scale 
from 1 to 5 (in which the value 1 assumes the minimum value and 5 the maximum value) places the degree of attention 
to internationalisation at the maximum level: this means that companies tend to want to exploit the advantages that 
derive from an opening towards foreign markets, a choice that is, however, influenced by their needs, as will be 
explained below. Compared to the identified governance models, most of the enterprises surveyed are family-centred, 
and only a small part market-oriented. None of the companies in the sample is investor centred. Following the 
description of the governance models, the internalisation trajectories should mainly follow paths aimed at ensuring the 
control of the family. In fact, the data confirm this assumption. In 88% of cases, proposals for internationalisation are 
managed by family subjects and to a lesser extent by subjects outside the family (12%), confirming the fact that the 
latter is present in both ownership and management in the majority of companies in the sample in which the prevailing 
model of corporate governance is that of “family centred”. 

In the “family centred” business, emotional needs prevail over business needs, and therefore the preservation of 
internal entrepreneurial and managerial skills prevails, limiting expansion to foreign markets so as not to jeopardise 
the control of certain skills considered critical for the survival of the family business. This is confirmed by the fact that 
the internationalisation process is limited to direct exports (58% or 29 companies in the sample) and sometimes even 
indirect exports (42% or 21 companies) through an intermediary. 

In a smaller number, the sample companies falling within the “market oriented” model, characterised by the 
presence of managers from outside the family with specific entrepreneurial and managerial skills, see the business 
necessity to enrich their own skills prevail over the emotional one. In this case, the propensity for growth in foreign 
markets is greater, pursuing more aggressive methods such as trade agreements with foreign subjects (6%) and foreign 
direct investment (6%) in 6 companies in the sample. 

Of the companies in the chosen sample, in addition to distribution in the province of Catania and at regional level, 
almost all of them also market their wines on the national market, mainly in Northern Italy, and on the European and 
non-European markets. 70% of the total, or 35 companies, exports to the United States (Virginia and California in 
particular) and Canada. 64%, or 32 companies, export to Europe (France, Belgium, Denmark, Holland, Germany, 
United Kingdom, Switzerland, Luxembourg), 58%, or 29 companies, export to Asia, particularly Japan, China, 
Singapore and the Philippines. To a much lesser extent, 18%, or 9 companies, export to Oceania mainly to Australia 
and 6%, or 3 companies, export to Central and South America. 

 
Conclusions. This paper presents the results of a first empirical exploration of the relationship between 

governance and international growth trajectories. By choosing a qualitative-comparative survey, it was possible to 
collect data from a large sample of companies that could be classified as family businesses. It should be pointed out 
that the study is essentially of a qualitative nature and therefore a certain degree of uncertainty must be taken into 
account. The first is that when analysing the characteristics of the ownership and entrepreneurial structure of a 
company, it is not always easy to bring specific situations into a certain category: there are many possible nuances and 
this inevitably leaves room for personal appreciation and some simplification. The second reason is that as these are 
sensitive issues for stakeholders from a strategic point of view, it is often necessary to address a certain reticence on the 
part of those involved. 

Even with these limitations, and taking into account the fact that it was possible to collect in-depth information on 
a significant sample of companies, we believe that the results of the survey can provide reliable indications for 
understanding the phenomena under analysis. However, future lines of research aim to explore other geographical 
areas at a national level, in order to be able to compare family governance models and growth trajectories in different 
geographical contexts. 
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