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Abstract:
We used the Schwartz theory of basic values to examine the effect of them on entrepreneurial
behaviour. According to the literature, family businesses tend to act in business based on family
values. In non-family business, the connection between the leader’s values and the organizational
values is less tight. We measured entrepreneurial behaviour with Entrepreneurial Orientation (EO),
Learning Orientation (LO), Growth Orientation (GO), and three more dimensions about how the
entrepreneurs connect to their business environment. The study used survey method and reached
298 small and medium-sized firms in the Southern Great Plain region of Hungary.
Results show that family and non-family entrepreneurs only differ in conservation values (security,
conformity, tradition). This is a well-known difference in the literature. However, our primary goal
was to compare groups of family and non-family entrepreneurs when a quadrant of the basic value
model has a higher or lower value than the median of the sample. This way, we found, those family
businesses with a high value of openness to change (stimulation, self-direction) have higher EO and
GO. Both groups with a high value of self-transcendence have higher LO. Family firms with high
conservation values have higher LO; meanwhile, in non-family businesses, the higher openness to
change is associated with higher LO. We expected higher self-enchantment (achievement, power,
hedonism) might lead to higher EO, but it stands only for family firms.
The pattern of connection of basic values and behaviour differs in the case of family and non-family
firms. Our study confirms that the effect of leader’s basic values is less visible on entrepreneurial
behaviour in case of non-family firms, but it exists. In case of family firms, the higher conservation
values benefit as higher EO and LO and more intense networking in behaviour.
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