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Abstract. In today’s business environment, talent management has become
a crucial discipline for achieving sustainable competitive advantage. This
study focuses on the talent acquisition and retention policies of Generation
Z in Spanish family businesses, a significant sector in the country’s economy.
Using a mixed approach of qualitative interviews and quantitative surveys,
it explores the perceptions of managers and young employees on talent
management policies. The results reveal that although many companies
implement effective practices, there are significant differences in adapting
to generational change. Factors such as fluid communication, continuous
training and the inclusion of employees in strategic decision-making are
key to the retention of young talent. In addition, job flexibility and a work
environment that reflects the values of Generation Z are essential. This study
contributes to both the theory and practice of human resource management,
providing recommendations for improving the retention and satisfaction of
young employees. Practical implications include the need for regular policy
audits, the development of mentoring programs, and the implementation
of regular satisfaction surveys to align with employee expectations.

Keywords: Talent management, Generation Z, family business, talent
acquisition, employee retention.

Politicas de Adquisicién y Retencién de Talento para la Generacién Z
en Empresas Familiares

Resumen. En el entorno empresarial actual, la gestién del talento se ha
convertido en una disciplina crucial para lograr una ventaja competitiva
sostenible. Este estudio se centra en las politicas de adquisicién y retencién
de talento de la Generacién Z en empresas familiares espafolas, un sector
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significativo en la economia del pais. Utilizando un enfoque mixto de entre-
vistas cualitativas y encuestas cuantitativas, se exploran las percepciones de los
directivos y los jévenes empleados sobre las politicas de gestion del talento.

Los resultados revelan que, aunque muchas empresas implementan prac-
ticas efectivas, existen diferencias significativas en la adaptacién al cambio
generacional. Factores como la comunicacién fluida, la formacién continua
y la inclusién de los empleados en la toma de decisiones estratégicas son
clave para la retencién del talento joven. Ademds, la flexibilidad laboral y un
ambiente de trabajo que refleje los valores de la Generacién Z son esenciales.

Este estudio contribuye tanto a la teoria como a la prictica de la gestién
de recursos humanos, proporcionando recomendaciones para mejorar la
retencién y la satisfaccion de los jévenes empleados. Las implicaciones prac-
ticas incluyen la necesidad de auditorias regulares de politicas, el desarrollo
de programas de mentoria y la implementacién de encuestas regulares de
satisfaccion para alinear las expectativas de los empleados con las practicas
organizativas.

Palabras clave: gestién del talento, Generacién Z, empresa familiar,
adquisicién de talento, retencién de empleados.



Talent acquisition and retention policies for Generation Z in family business

Introduction

In the dynamic context of volatility, uncertainty, complexity and ambiguity
(VUCA) that characterizes today’s business environment, talent management
has established itself as a fundamental discipline within human resources
that is key for companies to position themselves strategically and achieve
a sustainable competitive advantage over time vis-a-vis their competitors
(Mojica et al., 2017; Londono et al., 2022).

Over the last few decades, research in this field has advanced considerably,
and has revealed the critical importance of people as a differentiator for
firms in competitive markets. Previous studies have highlighted that orga-
nizations that effectively acquire, retain, and motivate their talent achieve
better operational and strategic results (Festing & Schafer, 2014, Londono et
al., 2022). In turn, it has been recognized that new generations of workers,
especially Millennials and Generation Z, are reshaping HR policies with
demands focused on flexibility, career development, and corporate social
responsibility (Aggarwal et al., 2022), and that the talent management
policies of a few decades ago have become obsolete with regard to managing
the new workers who have just joined the labor market.

Despite these significant advances, important gaps remain in our knowl-
edge of how specific talent management policies impact the retention of
Generation Z workers. This demographic places clear value on aspects such
as work-life balance and organizational purpose, to a significantly greater
extent than their predecessors (Aggarwal* et al., 2022). Moreover, the litera-
ture has insufficiently addressed how family businesses in Spain, which con-
stitute a major part of the country’s business fabric, are adapting their talent
management strategies to these generational changes (Moreno-Mendéndez
etal., 2022). This study aims to fill this research gap by exploring how and
to what extent talent management policies can be adapted to meet the
specific needs of Generation Z in the context of Spanish family businesses.

To address this question, the study employed a mixed approach. On
the one hand, qualitative interviews have been conducted with CEOs, HR
managers, and hiring managers to explore their current perspectives and
strategies regarding talent management. In parallel, a quantitative survey has
been conducted with Generation Z employees to identify the policies they
value most in their workplaces. This methodological design allowed a direct
comparison between managers perceptions and employees’ preferences,
facilitating a deeper understanding of the dynamics at play.

The results of this study will provide new insights into the effective-
ness of talent management policies that specifically target Generation Z,
offering practical recommendations that could help organizations improve
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their ability to attract, retain, and satisfy young talent. Furthermore, by
examining generational differences in job expectations and organizational
responses, this study challenges and extends current understandings of talent
management in an evolving labor market. In summary, the findings of this
study have the potential to inform both theory and practice, providing a
solid foundation for future research and HR strategies tailored to the needs
of the newest generation of workers.

This article is structured as follows: after this introduction, a review of the
most relevant concepts in the literature is presented, followed by a descrip-
tion of the methodology. Subsequently, the results obtained are discussed,
and the implications of the study for theorists and practitioners in the field
of human resource management are presented by way of conclusion.

Theoretical framework

This section defines and contextualizes the most relevant concepts studied
throughout the paper: talent management, Generation Z, family businesses,
and the non-economic talent retention policies that have the greatest impact
on organizational commitment according to the academic literature.

Talent management
Talent management, as highlighted in McKinsey & Company’s “War for

Talent' (1997), emphasizes the importance of human capital for business
growth. Since then, companies have also recognized the need to compete
in terms of people and, in turn, have increasingly valued their HR teams
and policies (Ariss et al., 2014; Bhattacharya & Mukherjee, 2009; Pandita
& Ray, 2018; Collins, 2020). According to a 2013 Gallup Study, 43% of
employers did not achieve their financial goals due to human capital man-
agement problems (Pandita & Ray, 2018), demonstrating the importance
to business performance of keeping workers happy (Sudrez-Albanchez et
al., 2022).

Since 2010, the literature on talent management has grown, driven by
the Great Recession of 2008 and the search for competent human capital
(Gallardo-Gallardo, 2015). Technology and private investment have posi-
tioned people as the most important company assets (Pandita and Ray, 2018;
Collins, 2020). The pandemic and telework have expanded global access
to talent, facilitating the development of areas such as international talent
management (Ariss et al., 2014; Farndale et al., 2010; Osorio & Madero,
2024.). According to Collings and Mellahi (2009), talent management
involves identifying key positions, developing high-potential talent, and
creating an HR architecture that ensures continuous employee engagement,
thereby aligning all business actions with profitability (Pandita & Ray, 2018).
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Generation Z

Generations are defined by groups of individuals who were born and live
in the same era, sharing experiences that shape their values and behaviors
(Strauss & Howe, 1991). Figure 1 shows the different generations of today’s
workforce and their specific characteristics.

Figure 1
Different generations in the labor force and their characteristics.

0000

Baby boomer Gen X GenY GenZ
1940-59 1960-79 (millennial) 1995-2010
1980-94
Context ¢ Postwar ¢ Political ¢ Globalization * Mobility and
¢ Dictatorship transition ¢ Economic multiple realities
and repression ¢ Capitalism and stability * Social networks
in Brazil meritocracy * Emergence of * Digital natives
dominate internet
Behavior ¢ ldealism ¢ Materialistic ¢ Globalist ¢ Undefined ID
* Revolutionary ¢ Competitive * Questioning ¢ "Communaholic”
¢ Collectivist ¢ Individualistic ~ * Oriented to self ¢ "Dialoguer”

¢ Realistic

Consumption  * Ideology * Status * Experience * Uniqueness
* Vinyl and * Brands and cars  * Festivals and * Unlimited
movies e Luxury articles travel * Ethical

* Flagships
Source: McKinsey & Company, 2018.

Specifically, our study focuses on the issues and particularities of Genera-
tion Z, born between 1995 and 2010, who have grown up in a technological
and globalized environment (Osorio & Madero, 2024) characterized by
the use of the internet, social media, and mobile devices from an early age
(Twenge, 2017; Francis & Hoefel, 2018). This context has led this cohort
to value speed and agility at work, although they also face challenges such
as time management and task prioritization (Desai & Lele, 2017; Jones et
al., 2019). Generation Z individuals tend to prefer to learn by doing and
need appropriate support structures to develop their skills in a sustainable
way (Barnes &Noble College, 2018; Collins, 2020).

Generation Z values career progression, financial compensation and mean-
ing in their work, seeking tasks that have a tangible impact on the company
(Kirchmayer and Fratri¢ovd, 2018). Recognition, achievement and responsi-
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bility are key motivators that increase their engagement and job satisfaction
(Collins, 2018). Although Generation Z’s communication preferences may

vary, they generally value constant feedback and face-to-face communication
models (Collins, 2020; Pandita and Ray, 2018).

Family business
Although there is no consensual definition of the term, a family business is

generally understood as one in which the majority of the direct or indirect
voting shares are owned by the family that founded the company and at
least one family representative or relative participates in its management or
governance (Bargoni et al., 2023).

Family businesses are central to the Spanish business environment, espe-
cially in the Valencian Community, where they constitute 85% of the sector
and employ a significant part of the population (AVE, 2024). Characterized
by a shareholding structure dominated by the founding family, these com-
panies value both financial performance and the affective and emotional
connections between team members, placing emphasis on strengthening
internal cohesion and employee commitment (Christensen-Salem et al.,
2021; ESIC, 2022; Zapata-Cantu et al., 2023). However, family businesses
face significant challenges related to funding shortfalls and generational
succession, underlining the importance of establishing clear roles and a
solid succession protocol (AVE, 2024; ESIC, 2022).

The management of family firms often involves differences in compensa-
tion levels between family and non-family CEOs, with the former accepting
lower remuneration for emotional and reputational benefits (Gémez-Mejia,
Larraza-Kintana, & Makri, 2003). Talent retention is crucial, directly affect-
ing competitiveness and sustainable growth (KPMG, 2018; Zapata-Cantu
etal., 2023). Policies that promote a positive work environment and protect
original values and culture are essential (ESIC, 2022; Zapata-Cantu et al.,
2023). To maintain their competitive position and ensure generational
continuity, these companies must diligently address inherent challenges
such as succession management, talent attraction and retention (AVE, 2024;
KPMG, 2018), preserving the family legacy, and thriving in a changing
business environment (ESIC, 2022; Zapata-Cantu et al., 2023).

Talent retention policies

Influential talent retention policies identified from the literature include
career and learning plans, communication and relationship models,
employer branding and employee value proposition, and work-life balance.

10
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Career and learning plan

Well-structured career plans are essential for attracting and retaining talent,
especially among Generation Z youth, who value clear and continuous
career development (Pandita & Ray, 2018; LHH, 2024). The lack of a
career plan may deter as many as 54% of these young people from taking
a job; in sectors such as consulting, where hierarchical structures allow for
intensive learning and clear promotions, these young people tend to find
an environment conducive to their development (AEC, 2023). For all com-
panies, it is crucial to establish the competencies and skills needed at each
level, create specific training programs, and ensure that employees can do
what they do best, all of which improves overall productivity and satisfaction
(Bhattacharya & Mukherjee, 2009; Collins, 2020). In addition, setting
clear goals, providing continuous feedback, and recognizing achievements
are critical to maintaining employee motivation and engagement (Pandita

and Ray, 2018; Garia-Fodor, 2018).
Communication and relationship models

Generation Z deeply values feedback and constant communication with
their superiors, seeking not only regular evaluations but also continuous
dialogue to provide clarity and direction in their tasks and professional
development (Pandita & Ray, 2018; Miller, 2018; EY, 2018; Pandita, 2021).
The work environment and relationships with colleagues are essential to the
satisfaction of these employees, highlighting the importance of a collabora-
tive and friendly environment that enhances talent retention (Bhattacharya
& Mukherjee, 2009; Nguyen Ngoc et al., 2022). However, according to a
study by Adecco (2015), while Generation Z workers value teamwork, they
also value independence in their work style. To retain these young people,
companies must focus on continuous and constructive communication, a
collaborative work environment, and constant support from managers. This
will not only improve satisfaction and engagement but also allow young
people to develop and thrive (Nguyen Ngoc et al., 2022).

Organizational support

Employees who feel supported by their organization are more committed
and less likely to leave (Bhattacharya & Mukherjee, 2009; Sudrez-Albanchez
etal., 2022). This support, manifested through recognition of achievements,
a positive work environment, and consideration of opinions, increases
employees’ sense of belonging and job satisfaction. In industries such as IT,
itis crucial for employees to feel heard and valued if companies are to retain
talent (Bhattacharya & Mukherjee, 2009). Organizational support reinforces

11
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commitment and reduces employee intent to seek new job opportunities
(Sudrez-Albanchez et al., 2022). Implementing generational diversity pol-
icies and participation in strategic decisions helps to retain Generation Z
employees, who value feeling unique, in particular (Francis & Hoefel, 2018).
In short, an environment that recognizes and values employee contributions
improves satisfaction, engagement, and organizational success.

Employer branding and employee value proposition

In today’s labor market, candidates have more power and influence than
companies (Ariss et al., 2014; Nguyen Ngoc et al., 2022). Employer brand-
ing has become key to attracting and retaining young talent, and a strong and
positive brand image is essential (Pandita & Ray, 2018; Briganti & Samson,
2019). The employee value proposition (EVP), which is the unique promise
a company makes to its employees, is crucial to this process.

Chris Argyris’ psychological contract theory highlights the importance of
aligning employer and employee beliefs and values to generate commitment
and loyalty (Festing & Schifer, 2014). Generation Z seeks to work for com-
panies whose ethical and social values chime with their own (Bhattacharya
& Mukherjee, 2009; Francis & Hoefel, 2018).

Corporate social responsibility (CSR) and are also vital as they help com-
panies attract and retain talent by increasing employees” pride and sense of
belonging (Ariss et al., 2014; Nguyen Ngoc et al., 2022). Employer branding
and EVP are crucial in the decision to work for a company (Rzemieniak
& Wawer, 2021; Nguyen Ngoc et al., 2022). In the future, marketing and
communication will be closely linked to human capital management, high-
lighting the importance of a good employer branding strategy.

Working arrangements and work —life balance

Several studies have highlighted workers” preference for more flexible work-
ing hours and the benefits of telework (Gabrielova & Buchko, 2021; Bulut,
2021; Barhate & Dirani, 2021). Generation Z has expressed a strong pref-
erence for hybrid work due to its ability to provide flexibility and enhance
work-life balance, which are key priorities for this generation. As digital
natives, Gen Z is comfortable working remotely, leveraging technology for
communication and task completion. Hybrid work allows these workers to
choose when and where they are most productive, empowering them and
driving a sense of autonomy. Furthermore, such work arrangements align
with young people’s focus on personal well-being, offering the possibility
to better manage mental health by reducing commuting time and creating
space for both professional and personal activities. For Gen Z, achieving a

12
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healthy work-life balance is not just a perk but a necessity when considering
job opportunities (Osorio & Madero, 2024).

However, telework also presents challenges such as longer working hours,
difficulties in switching off, and problems in forming work relationships
due to isolation (Vayre et al., 2022; Wohrmann & Ebner, 2021). Despite
these challenges, studies show that telework, when properly managed, can
significantly improve productivity (Kazekami, 2020; Harker & MacDonnell,
2012; Rodriguez-Ruiz, 2024). The key is to find a balance that maximizes
benefits and minimizes negative effects, fostering autonomy and flexibility
without compromising workers’ well-being and thus contributing to overall
company success.

Method

As Gallardo-Gallardo et al. (2015) have pointed out, there is no consensus
around a superior methodology for exploring and understanding the phe-
nomenon of talent acquisition in depth. In this study, a mixed approach of
semi-structured interviews and a questionnaire has been chosen in order to
triangulate information from both managers and Generation Z employees.
Qualitative methodologies provide an in-depth understanding of personal
opinions, which is essential to fully understand the perceptions of Gener-
ation Z in the workplace (Saunders et al., 2015).

Data collection and sample

Data collection was conducted through semi-structured interviews and
questionnaires. These tools were designed to gain a deep understanding of
both managers’ and Generation Z employees’ perceptions of talent man-
agement practices within family businesses in Spain.

Qualitative research

The qualitative research was based on semi-structured interviews with
eight human resources managers from family-owned businesses (one
sales company, one distributor; one chemical company; two food compa-
nies—snacks and fruit, respectively; one furniture company; one textile
company; and one shoe company), that were conducted either in-person
or via MS Teams. The interviews aimed to explore managers’ perceptions
of current talent management practices, their impact, and areas for
improvement in key topics such as career planning, communication, orga-
nizational support, and the employer’s value proposition. This approach
allowed for in-depth insights into the strategies employed by companies
to retain young talent and enhance alignment between corporate goals
and employee expectations.

13
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The interviews were designed to provide flexibility, enabling managers
to discuss their experiences and opinions freely. Each interview was tailored
to focus specifically on aspects of particular interest to the research, such as
the effectiveness of communication policies and career planning.

Quantitative research

Quantitative research was conducted through questionnaires administered
in June 2024 to 60 Generation Z employees, aged between 22 and 27,
all working in various companies within the Valencian Community. The
chosen questionnaire was created ad hoc for the study on the basis of the
interviews and the authors’ own experience and was distributed in Span-
ish, translated by the authors themselves, and reviewed and copied by a
native English speaker. Because of time and geographical limitations, and
as we focused on the Valencian Community, the sample consisted of 31
valid responses. The questionnaires included both closed and open-ended
questions, designed to measure key variables such as talent retention strat-
egies, job satisfaction, value alignment between employers and employees,
and the effectiveness of communication policies. The responses helped
identify the top priorities of young workers and evaluate how companies
are addressing these needs.

The purpose of the questionnaires was to assess whether the companies’
HR practices align with the motivations and perceptions of young people
regarding their workplace. This approach is supported by previous research
that has emphasized the importance of evaluating job satisfaction and the
expectations of younger generations (Collins, 2020; Kirchmayer & Frat-
ri¢ovd, 2018; Pandita, 2021).

Research variables

The main variables of study includes talent retention strategies, job satis-
faction, value alignment between employers and employees, and the effec-
tiveness of communication and relationship policies. These variables were
explored from both management and employee perspectives, providing a
holistic view of organizational dynamics.

Data analysis
Data analysis was conducted using an inductive content analysis approach,

where the responses obtained from the questionnaires were coded to identify
emerging themes and patterns (Elo & Kyngis, 2008). This method facilitated
the grouping of responses into meaningful content categories based on the
frequency and relevance of themes mentioned by participants. From these
categories, conclusions were drawn about the most effective strategies for
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talent retention and areas for improvement. A descriptive analysis of the
questionnaire data will also be conducted to extract insights corresponding
to Generation Z’s priorities.

Results

Interview results

As noted, Table 1 in Appendix I presents the most interesting insights from
each of the main talent retention policies that emerged in the interviews
with HR managers across the seven companies. The conclusions drawn
from the interview results are discussed below.

Questionnaire results

As in the previous section, the results structure the responses of Generation
Z workers regarding each of the talent acquisition and retention policies.
The results are presented in Table 2, which can also be found in Appendix I.

Career and learning

In relation to retention policies on career and learning, four main motiva-
tions for satisfaction and three for dissatisfaction were identified. Satisfied
employees value working with clear and self-managed objectives, the absence
of a pre-established career plan to allow for personalized growth, the impor-
tance of training for professional development, and an equitable grading
model. On the other hand, the main cause of dissatisfaction is the lack of a
career plan, followed by subjectivity in promotions and the perception that
reviews only affect salary. The interviewees propose more objectivity and
personalization in evaluations and promotions, and greater participation
in defining objectives and performance evaluations.

Communication and relationship model

In the case of talent retention policy, there are three salient reasons for sat-
isfaction and three for dissatisfaction. Satisfied employees value working in
open spaces and an atmosphere of trust, the quality of the people around
them and the overall working environment, as well as direct and agile
communication. On the other hand, dissatisfaction is due to the lack of
adequate communication tools, lack of transparency, and authoritarianism.
To improve, better communication of results, regular meetings to encourage
open communication, involvement of young workers in decision-making,
and balanced micro-management are suggested as proposals that can improve
relationships and communication within the company.

15
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Organizational support

The survey yielded two stand-out reasons for satisfaction and three for
dissatisfaction regarding organizational support policies. Employees are
satisfied with the absence of rigid hierarchies and encouragement for their
ideas, which fosters a proactive environment. Comments such as “treated
like a senior” reflect this satisfaction. In addition, feeling listened to and
valued is crucial for their motivation. On the other hand, dissatisfaction
arises when their opinions are not taken into account, are received with
skepticism, or are simply not considered relevant. To remedy this dissatis-
faction the young workers propose encouraging proactivity and innovation,
holding intergenerational meetings, and providing feedback mechanisms
and other tools for professional development.

Employer brand

There were three reasons for satisfaction and two for dissatisfaction with
employer branding. Employees are satisfied when their values match those of
the company or when the work has a positive impact, which they expressed
through comments such as “each person has to be a reflection of the com-
pany’s values.” Others value the company’s reputation. Dissatisfaction arises
when the company does not have a clear brand image or its policies seem
superficial. Suggestions include improving the company’s social media pres-
ence, holding events to communicate the company’s vision and culture in
a tangible and appealing way, and defining a clear and consistent message
and culture to be adopted.

Flexibility and work—life balance

Workers are satisfied with flexibility policies when they are given absolute
or relative flexibility. Workers with absolute flexibility value results-based
autonomy or trust from the company. This increases their commitment
and reduces their intention to leave. The seven workers who say they have
relative flexibility are also satisfied, although with less freedom. This group
values teleworking and flexible hours, although they recognize that they
could have more freedom. Dissatisfaction arises among those without
flexibility policies, who criticize demanding working hours and the lack
of teleworking. However, most of the young people surveyed enjoy some
form of flexibility.

Finally, in order of priority, the policies that Generation Z workers
adjudge to be most decisive in positively valuing a company are presented

in Table 2.
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Table 2
Talent retention and acquisition priorities among Generation Z workers
Career and Communication  Flexibility Organizational ~ Employer
learning and relationship  and work support branding
style arrangements

Ist place

2nd place

3rd place

Source: Compiled by authors.

Distribution of Scores Across HR Categories

= st place
== 2nd place
= 3rd place

N N so
. s &bo QQO ot’&
K 9 > P
S % > &
S & P 5
.3 & & e
N & ¥
& N &Q,
g <
,,,06 O@o
N
N
Q¢
Category

Source: Compiled by authors.

Table 2 shows the number of workers out of 31 who have ranked their
preferred policies, from 1 to 3. Therefore, there are three responses per
employee.

This exercise yielded 29 workers who included career and learning among
their top three policies; 23, flexibility and work-life balance; and 22, commu-
nication and relationship models. Therefore, these are the most significant
policies overall for the young people interviewed. The least popular were
“organizational support,” which attracted the support of 14 workers, and
“employer branding,” with a total of 7 workers. Of the latter two, neither
was chosen first. Appendix 2 contains the graph outlining these results.
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Triangulation of results

Table 3 summarizes some common points expressed by most of the company
representatives interviewed regarding the actions of HR departments and
the demands of Generation Z workers.

Table 3
Summary and triangulation of the results
Retention .
L. HR Directors Gen. Z workers
Policies

Career and - Career plans unstructured, or - The policy most in demand among

learning structured according to training workers, who are looking for rapid
level. In none of them is seniority growth but above all learning
more decisive than ability - Look to pursue a career based on

- Depend too much on turnover objectives, which allows them to

or the existence of vacancies be autonomous and capable of
for promotion. This makes managing their own growth
organizational design difficult

Communication - Strong emphasis on the possibility ~ - The second most demanded policy.

and relationship

style

Organizational
Support

Employer
branding

Flexibility
and work
arrangements

of contact with any stratum of the
organization

'

Scheduling of periodic meetings

to encourage communication
Communication is often

unidirectional

'

Young people’s voices are heard and
workers’ participation in improving
the organization is encouraged.

'

Few organizations have ad hoc
mechanisms for information flow
and generational crossover.

Half of the companies are working
on this but the talent most attracted
by these policies is more educated
and senior

1

They know the importance of
this measure and are gradually
implementing it

These workers look for direct

and frequent communication,
value open spaces and trusting
relationships within the company

May not be the most decisive

factor when it comes to valuing
a company, but young workers
do seek to feel important and
integrated into the company’s
results

They prefer to be “one more” than
to be specifically incentivized

This is the least relevant indicator

for the population analyzed. It
seems important to them but not at
this point in their career

They state that part of the

'

motivation lies in feeling aligned
with the company’s values.

1

The third most relevant policy
when valuing a company

Having flexibility and control over
time and schedule management
seems to be fundamental

Source: Compiled by authors.
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Discussion

This study has revealed several significant talent management practices
within family businesses, emphasizing the growing importance of adapt-
ing strategies to Generation Z expectations. While most of the companies
analyzed implement effective talent management practices, there are still
considerable discrepancies in how generational and philosophical change
is handled. Previous studies such as those by AVE (2024) and ESIC (2022)
have identified that a lack of clear planning for the future can present sig-
nificant risks, especially if centralized leadership prevails. This is consistent
with the findings of this paper, in which it is observed that centralized
decision-making can alienate talented employees and compromise the
retention of young people. One participant echoed this sentiment, stating:
“I like that it is not pre-established and depends only on me.”

Trust emerges as a central element in corporate policies, aligning with
previous findings in the literature that delegation of responsibilities and lead-
ership planning are crucial for organizational development (KPMG, 2018).
However, resistance to change remains a substantial challenge, corroborated
by studies indicating that blockages in top management can stall corporate
progress and evolution (Pandita & Ray, 2018). As noted by one employee:
“They give me responsibilities [...] they give me authority, and I learn.”

As to career development and apprenticeship, this study supports the
findings of Pandita and Ray (2018) and Barnes and Noble College (2018),
who emphasized that these areas are of particular relevance to Generation
Z. 'The results suggest that despite variations in career models, learning
remains a top priority for young professionals. This was highlighted by
one interviewee who remarked: “Training allows me to evolve at my own
pace.” Another noted flexibility in career growth: “I can grow vertically or
horizontally,” underscoring the need for dynamic career paths.

The study by Nguyen Ngoc et al. (2022), which examined final-year
university students in Vietnam, reinforced the importance of these factors.
Their sample of 48 students (24 with work experience and 24 without)
provides insight into Generation Z’s focus on ethical work environments,
flexibility, and autonomy. This aligns with the present findings, in which
family businesses struggle with centralized structures that limit flexibility,
but also highlights a key difference: our study focuses on family businesses in
more developed economies, while Nguyen Ngoc and his colleagues provided
a perspective from an emerging economy. The focus on intangibles, such as
ethics and the office environment, is common across both studies, though
our research further explores the practical challenges of implementing such
values in family businesses.
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Similarly, the article by Osorio and Madero (2024), which focused on
Generation Z’s preference for hybrid work in corporate, family, and entre-
preneurial settings, also supports the idea that flexibility and work-life bal-
ance are crucial. Their study of a sample of students entering the workforce
highlighted the importance of autonomy and hybrid work models, which is
consistent with our findings regarding Generation Z’s career development
needs. However, while their study found that hybrid models are more easily
adopted in corporate settings, our research shows that family businesses,
with their more traditional structures, face greater challenges in offering
such flexibility, despite it being a significant factor for talent retention. As
one interviewee pointed out: “Being responsible for yourself, you really
decide when to come and when to go, but at the end of the month all that
is asked for are results.” To sum up, our findings are consistent with studies
from both emerging economies and hybrid work environments, but add
value by highlighting the unique challenges faced by family businesses in
implementing these strategies.

Conclusion

This study highlights critical aspects of talent management within Spanish
family businesses, such as the importance of adapting strategies to Gener-
ation Z expectations. The findings show that while most companies have
good practices, there are significant variations in how generational and
philosophical change is addressed. The ability to actively integrate employees
into strategic decision-making, provide learning and career development
opportunities, and maintain a flexible and trusting work environment are
key determinants in attracting and retaining young talent. This in turn is
critical for companies to strategically position themselves to meet future
challenges in a dynamic and competitive business environment.

Theoretically, this paper contributes to the literature by providing a
detailed analysis of how family businesses can overcome traditional barriers
in talent management and adapt to new workforce demands. The results
validate and expand previous theories on inclusive leadership, work flex-
ibility, and career development, identifying how these practices directly
influence the satisfaction and retention of Generation Z employees. This
study highlights the need for a more holistic and adaptive approach to talent
management: one that considers not only employees’ career expectations
but also their personal preferences and lifestyle.

Practically, this analysis provides valuable guidance for managers and HR
professionals in family businesses. By identifying the most effective talent
retention policies and areas for potential improvement, this study provides
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a solid foundation for reformulating talent management strategies that are
more aligned with the needs and expectations of young workers. Insights
derived from this study can be used to design work environments that not
only improve the satisfaction and engagement of younger employees but also
promote higher organizational performance and better work environments.

Managers and HR professionals should consider these findings when
designing and implementing policies that foster an inclusive and motivating
work environment. Adapting to change and the ability to provide a work
environment that reflects the values and expectations of Generation Z are
crucial for companies looking to lead in highly competitive markets.

It is important to provide some practical recommendations so that
managers and those responsible for talent management policies know how
to address these challenges:

— Policy evaluation and redesign: Regular audits of HR policies should
be conducted to ensure alignment with Generation Z expectations. We
recommend adjusting policies as needed to address areas such as career
development, learning, and work flexibility, considering responses such as:
“The career plan is not just to climb the ladder, but to take on responsi-
bilities, better clients, more flexibility, etc.” Moreover, an intergenerational
conversation has to take place in order to avoid a lack of transparency and
authoritarianism. Opening up the debate to different layers of the company
gives a sense of honesty and transparency: “There are more determinant
variables than the fulfillment of growth objectives.”

— Mentoring and coaching programs: Developing mentoring programs
that connect young employees with leaders and mentors within the organi-
zation, providing guidance and support in their professional development,
is a highly recommended practice: “We could use more feedback” is one
of the responses that hints at the need for a closer relationship between
mentors and mentees.

— Regular satisfaction surveys: Regular satisfaction surveys are vital to
obtain direct feedback from employees on their work experience, and use
this to make proactive adjustments to HR policies. But these surveys have
to be effective and make sense for the employees so that they do not become
skeptical about such practices: “They listen to us if we have a complaint,
but otherwise not much,” “There is support, but then it doesn’t materialize
into anything.”

Another recurring theme in the responses is work—life balance. Of the
31 respondents, 25 say they are satisfied with the flexibility policies of their
company and 6 out of 31 say that they are dissatisfied, precisely, because
there is flexibility policy in place: “Little time flexibility, they should be more
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open to teleworking. Also, in the summer months they should implement
the intensive workday.” According to the interview with the HR manager
of the footwear company, free time is the conquest of the Gen Z in the
corporate world. In order to retain the principle of in-person working but
also gives some freedom to their employees, the company has divided the
day into collective work and independent work. In this way, everyone knows
which days and hours they should go to the office and which days or hours
this is not mandatory.

As in all research, it necessary to highlight the limitations and possible
future lines of research. This study focused primarily on family businesses
from the Valencian community and their workers, which may limit the
generalizability of the results to other contexts or sectors. In addition, the
focus on Generation Z may obscure how these strategies affect other gen-
erations present in the workplace, such as Millennials. The small sample
also represents a threat to the generalizability of the study.

Future research could explore how talent management strategies vary
across different industries or different countries, and how policies can be
tailored for roles that do not support telecommuting. In addition, longitu-
dinal studies could provide a clearer picture of how attitudes toward talent
management and retention policies evolve over time.

22



Talent acquisition and retention policies for Generation Z in family business

References

AEC - Asociacién espafiola de empresas de consultorfa. (2023, 1 diciembre). Inicio - AEC
- Asociacién espanola de empresas de consultoria. AEC - Asociacion Espaiiola de
Empresas de Consultorfa - Nuestra Misién Es Generar un Efecto Tractor En el
Resto de Sectores Para Incrementar la Competitividad, Avanzar Hacia una Nueva
Economia Digital y Mejorar el Bienestar de los Ciudadanos. https://aecconsultoras.
com/

Aggarwal, A., Sadhna, P, Gupta, S., Mittal, A., & Rastogi, S. (2022). Gen Z entering the
workforce: Restructuring HR policies and practices for fostering the task perfor-
mance and organizational commitment. Journal of Public Affairs, 22(3), €2535.

Allen, M. (2017). The sage encyclopedia of communication research methods, SAGE Pub-
lications, Inc, Thousand Oaks, CA. Doi: 10.4135/9781483381411

Andrés, R. (2024, 22 marzo). Entre llegar més lejos en sus carreras y no hablar con sus
compafieros boomers, los empleados de la gen-Z... Xataka. https://www.xataka.
com/empresas-y-economia/generacion-z-se-enfrenta-a-obstaculo-para-su-carrera-
hablar-companeros-otra-generacion

Ariss, A. A., Cascio, W. E, & Paauwe, J. (2014). Talent management: Current theories and
future research directions. Journal Of World Business, 49(2), 173-179. https://doi.
0rg/10.1016/j.jwb.2013.11.001

Bargoni, A., Alon, I., & Ferraris, A. (2023). A systematic review of family business and
consumer behaviour. Journal of Business Research, 158, 113698.

Barhate, B., & Dirani, K. M. (2021). Career aspirations of generation Z: a systematic lit-
erature review. European Journal of Training and Development, 46(1/2), 139-157.
hetps://doi.org/10.1108/ejtd-07-2020-0124

Barnett, T., & Kellermanns, E W. (2006). Are we family and are we treated as family?
Nonfamily employees’ perceptions of justice in the family firm. Entrepreneurship
Theory and Practice, 30(6), 837-854.

Bell, E., Bryman, A., & Harley, B. (2022). Business research methods. Oxford University
Press.

Bhattacharya, S., & Mukherjee, P. (2009). Rewards as a Key to Employee Engagement:
A Comparative Study on LT. Professionals. https://www.semanticscholar.org/
paper/Rewards-as-a-Key-to-Employee-Engagement-%3A-A-Study-Bhattacharya-
Mukherjee/f03¢293de6ec2f7eb112ae4487621f5e816e027¢

Christensen-Salem, A., Mesquita, L. E, Hashimoto, M., Hom, P W., & Gomez-
Mejia, L. R. (2021). Family firms are indeed better places to work than non-fam-
ily firms! Socioemotional wealth and employees perceived organizational caring.
Journal Of Family Business Strategy, 12(1), 100412. https://doi.org/10.1016/j.
fbs.2020.100412

Collins, O. (2020). A Qualitative Investigation into the Implications on Human Resource
Management Retention Strategies as Generation Z Enter the Workplace (Doctoral
dissertation, Dublin, National College of Ireland).

Debicki, B. J., Kellermanns, E 'W., Chrisman, J. J., Pearson, A. W., & Spencer, B. A.
(2016). Development of a socioemotional wealth importance (SEWi) scale for fam-
ily firm research. Journal of Family Business Strategy, 7(1), 47-57.

23


https://aecconsultoras.com/
https://aecconsultoras.com/
https://www.xataka.com/empresas-y-economia/generacion-z-se-enfrenta-a-obstaculo-para-su-carrera-hablar-companeros-otra-generacion
https://www.xataka.com/empresas-y-economia/generacion-z-se-enfrenta-a-obstaculo-para-su-carrera-hablar-companeros-otra-generacion
https://www.xataka.com/empresas-y-economia/generacion-z-se-enfrenta-a-obstaculo-para-su-carrera-hablar-companeros-otra-generacion
https://doi.org/10.1016/j.jwb.2013.11.001
https://doi.org/10.1016/j.jwb.2013.11.001
https://doi.org/10.1108/ejtd-07-2020-0124
https://www.semanticscholar.org/paper/Rewards-as-a-Key-to-Employee-Engagement-%3A-A-Study-Bhattacharya-Mukherjee/f03c293de6ec2f7eb112ae4487621f5e816e027c
https://www.semanticscholar.org/paper/Rewards-as-a-Key-to-Employee-Engagement-%3A-A-Study-Bhattacharya-Mukherjee/f03c293de6ec2f7eb112ae4487621f5e816e027c
https://www.semanticscholar.org/paper/Rewards-as-a-Key-to-Employee-Engagement-%3A-A-Study-Bhattacharya-Mukherjee/f03c293de6ec2f7eb112ae4487621f5e816e027c
https://doi.org/10.1016/j.jfbs.2020.100412
https://doi.org/10.1016/j.jfbs.2020.100412

Journal of Business Vol. 16, No. 1, First Semester 2025 / Segui & Orero-Blat

Desai, S. P. and Lele, V. (2017). Correlating Internet, Social Networks and Workplace - a
Case of Generation Z Students. Journal of Commerce & Management Thought,
8(4), 802-815. Doi: 10.5958/0976 478X.2017.00050.7.

Elo, S., & Kyngis, H. (2008). The qualitative content analysis process. Journal of advanced
nursing, 62(1), 107-115.

ESIC Business & Marketing School. (2022). Concepto, requisitos y ejemplos de una
empresa  familiar.  https://www.esic.edu/rethink/management/empresa-familiar-
requisitos-y-ejemplos

EY (2018). Failure Drives Innovation. Available at https://www.prnewswire.com/news-
releases/failure-drives-innovation-according-to-ey-survey-on-gen-z-300714436.
html [Accessed 3 May 2020].

Farndale, E., Scullion, H., & Sparrow, . (2010). The role of the corporate HR function in
global talent management. Journal Of World Business, 45(2), 161-168. https://doi.
org/10.1016/j.jwb.2009.09.012

Festing, M., & Schifer, L. (2014). Generational challenges to talent management: A frame-
work for talent retention based on the psychological-contract perspective. Journal
Of World Business, 49(2), 262-271. https://doi.org/10.1016/j.jwb.2013.11.010

Francis, T., & Hoefel, E (2018, 12 November). “True Gen’: Generation Z and its impli-
cations for companies. McKinsey & Company. https://www.mckinsey.com/indus
tries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-
implications-for-companies

Gabrielova, K., & Buchko, A. A. (2021). Here comes Generation Z: Millennials as man-
agers. Business Horizons, 64(4), 489-499. https://doi.org/10.1016/j.bushor.
2021.02.013

Gallardo-Gallardo, E., Nijs, S., Dries, N., & Gallo, P. (2015). Towards an understanding
of talent management as a phenomenon-driven field using bibliometric and con-
tent analysis. Human Resource Management Review, 25(3), 264-279. https://doi.
org/10.1016/j.hrmr.2015.04.003

Glaser, B. G., and A. L. Strauss. (1967). The discovery of grounded theory: Strategies for
qualitative research. New York, NY: Aldine de Gruyter.

Gomez-Mejia, L. R., Larraza-Kintana, M., & Makri, M. (2003). The determinants of exec-
utive compensation in family-controlled public corporations. Academy of manage-
ment journal, 46(2), 226-237.

Harker Martin, B., & MacDonnell, R. (2012). Is telework effective for organizations? A
meta-analysis of empirical research on perceptions of telework and organizational
outcomes. Management Research Review, 35(7), 602-616.

Harms, H. (2014). Review of family business definitions: cluster approach and implica-
tions of heterogeneous application for family business research. International jour-
nal of financial studies, 2(3), 280-314.

Howe, Neil and Strauss, William. (1991). Generations: The History of America’s Future,
1584 to 2069. New York: William Morrow & Company.

Jones, S., Chauhan, P. and Torabian, A. (2019). Working with Different Generations at the
Workplace: Challenges for Leaders. Effective Executive, 22(4), 64-70.

Jones, V., Jo, J., & Martin, P. (2007, February). Future Schools and How Technology can
be used to support Millennial and Generation-Z Students. In ICUT 2007 (Proc.
B), Ist Int. Conf. Ubiquitous Information Technology (Vol. 12, p. 14).

24


https://www.esic.edu/rethink/management/empresa-familiar-requisitos-y-ejemplos
https://www.esic.edu/rethink/management/empresa-familiar-requisitos-y-ejemplos
https://www.prnewswire.com/news- releases/failure-drives-innovation-according-to-ey-survey-on-gen-z-300714436.html
https://www.prnewswire.com/news- releases/failure-drives-innovation-according-to-ey-survey-on-gen-z-300714436.html
https://www.prnewswire.com/news- releases/failure-drives-innovation-according-to-ey-survey-on-gen-z-300714436.html
https://doi.org/10.1016/j.jwb.2009.09.012
https://doi.org/10.1016/j.jwb.2009.09.012
https://doi.org/10.1016/j.jwb.2013.11.010
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/true-gen-generation-z-and-its-implications-for-companies
https://doi.org/10.1016/j.bushor.2021.02.013
https://doi.org/10.1016/j.bushor.2021.02.013
https://doi.org/10.1016/j.hrmr.2015.04.003
https://doi.org/10.1016/j.hrmr.2015.04.003

Talent acquisition and retention policies for Generation Z in family business

Kang, J., & Kim, J. (2020). Do Family Firms Invest More than Nonfamily Firms in
Employee-Friendly Policies? Management Science, 66(3), 1300-1324. https://doi.
org/10.1287/mnsc.2018.3231

Kazekami, S. (2020). Mechanisms to improve labor productivity by performing telework.
Telecommunications Policy, 44(2), 101868.

Kirchmayer, Z., & Fratri¢ov4, J. (2018). What Motivates Generation Z at Work? Insights
into Motivation Drivers of Business Students in Slovakia. ResearchGate. https://
www.researchgate.net/publication/324797364_What_Motivates_Generation_Z_
at_Work_Insights_into_Motivation_Drivers_of_Business_Students_in_Slovakia

KPMG (2018). Barometro de la empresa familiar. European Family Businesses. Fuente:
hteps://assets.kpmg.com/content/dam/kpmg/es/pdf/2018/10/vi-barometro-
europeo-empresa-familiar.pdf

Krivokapic-Skoko, B., O’Neill, G., & Droulers, M. (2007). Psychological Contracts: A
Brief Overview. Exploring Management, Economic and Finance Implications of a
Globalising Environment, 91.

Labrado Antolin, M., Rodriguez-Ruiz, O. and Fernindez Menéndez, J. (2024). A time
after time effect in telework: an explanation of willingness to telework and self-
reported productivity. International Journal of Manpower, 45(1), 200-214. hteps://
doi.org/10.1108/IJM-05-2022-0238

LHH. (2024). Aspectos esenciales de la Generacién Z en el 4mbito laboral. LHH. https://
www.lhh.com/es/es/insights/generacion-z-ambito-laboral/

Londono, A. A. O, Valencia, J. C. N., & Herndndez, G. C. (2022). El impacto estratégico
de la formacién organizacional. Universidad Nacional de Colombia.

Luttrell, R., & McGrath, K. (2021). Gen Z: The superhero generation. Rowman &
Littlefield Publishers.

Maura, M., & Burcea, M. (2018). Assessing the Motivation of Generation Z Students
for Choosing a Career in the Hospitality Industry. https://www.ceeol.com/search/
article-detail?id=763226

Mbalyohere, C., & Lawton, T. C. (2019). Engaging Stakeholders through Corporate
Political Activity: Insights from MNE Nonmarket Strategy in an Emerging Afri-
can Market. Journal of International Management, 25(4), 100709. https://doi.
0rg/10.1016/j.intman.2019.04.002

Mojica, A. T., Sioli, A. L., Arboledas, J. R. P, Sancho, A., Rios, A. V., Marti, C., ... & Moreno-
Salamanca, A. (2017). 9 claves para una gestién humana estratégica: Catorce exper-
tos internacionales explican como alinear la gestién de personas con el negocio.
LID Editorial.

Moreno-Menéndez, A. M., Arzubiaga, U., Diaz-Moriana, V., & Casillas, J. C. (2022). The
impact of a crisis on entrepreneurial orientation of family firms: The role of orga-
nizational decline and generational change. International Small Business Journal,
40(4), 425-452.

Moreno, M. D. P, Gémez Mejia, L. R., Larraza-Kintana, M., & Makri, M. (2010). Family
control of firms and industries: Impact on market value and performance. Journal
of Management Studies, 47(2), 276-300.

Morton, L. P. (2002). Targeting generation Y. Public Relations Quarterly, 47(2), 46-48.

25


https://doi.org/10.1287/mnsc.2018.3231
https://doi.org/10.1287/mnsc.2018.3231
https://www.researchgate.net/publication/324797364_What_Motivates_Generation_Z_at_Work_Insights_into_Motivation_Drivers_of_Business_Students_in_Slovakia
https://www.researchgate.net/publication/324797364_What_Motivates_Generation_Z_at_Work_Insights_into_Motivation_Drivers_of_Business_Students_in_Slovakia
https://www.researchgate.net/publication/324797364_What_Motivates_Generation_Z_at_Work_Insights_into_Motivation_Drivers_of_Business_Students_in_Slovakia
https://assets.kpmg.com/content/dam/kpmg/es/pdf/2018/10/vi-barometro-europeo-empresa-familiar.pdf
https://assets.kpmg.com/content/dam/kpmg/es/pdf/2018/10/vi-barometro-europeo-empresa-familiar.pdf
https://doi.org/10.1108/IJM-05-2022-0238
https://doi.org/10.1108/IJM-05-2022-0238
https://www.lhh.com/es/es/insights/generacion-z-ambito-laboral/
https://www.lhh.com/es/es/insights/generacion-z-ambito-laboral/
https://www.ceeol.com/search/article-detail?id=763226
https://www.ceeol.com/search/article-detail?id=763226
https://doi.org/10.1016/j.intman.2019.04.002
https://doi.org/10.1016/j.intman.2019.04.002

Journal of Business Vol. 16, No. 1, First Semester 2025 / Segui & Orero-Blat

Munsch, A., & Winker, P. (2022). Is Working from Home the New Workplace Panacea?
Evidence from a Meta-Analysis. Business Research, 15(2), 277-307. https://doi.
org/10.1007/s40685-022-00156-1

Murray, K. (2017). Job satisfaction and the work environment in millennial and Genera-
tion Z employees (Doctoral dissertation, Capella University).

Nath, N., & Lieber, M. (2023). Telework in the 21st century: How remote work impacts
productivity and performance. Journal of Organizational Behavior, 44(1), 29-45.
heeps://doi.org/10.1002/job.2650

Nelson, J. A. (2017). Economics for humans. University of Chicago Press.

Nguyen Ngoc T, Viet Dung M, Rowley C, Peji¢ Bach M. (2022) Generation Z job seek-
ers expectations and their job pursuit intention: Evidence from transition and
emerging economy. International Journal of Engineering Business Management;14.
doi:10.1177/18479790221112548

Northouse, P. G. (2021). Leadership: Theory and practice. Sage publications.

Osorio M.L. & Madero S. (2024). Explaining Gen Z’s desire for hybrid work in corporate,
family, and entrepreneurial settings, Business Horizons, https://doi.org/10.1016/j.
bushor.2024.02.008.

Pandita, D. and Ray, S. (2018), «Talent management and employee engagement — a
meta-analysis of their impact on talent retention», Industrial and Commercial Train-
ing, Vol. 50 No. 4, pp. 185-199. https://doi.org/10.1108/ICT-09-2017-0073

Pérez de Lema, D., Duréndez, A., & Sdnchez-Marin, G. (2021). La importancia de la
empresa familiar en la economia: situacién actual y desafios futuros. Investigaciones
Europeas de Direccién y Economia de la Empresa, 27(3), 131-148. https://doi.
0rg/10.1016/j.iedee.2021.06.002

Pérez, J. R. G. (2020). La comunicacién interna en la empresa: una propuesta para generar
cultura organizacional. https://dialnet.unirioja.es/servlet/articulo?codigo=7642658

Probst, G., & Raisch, S. (2005). Organizational crisis: The logic of failure. Academy of
Management Perspectives, 19(1), 90-105.

Quinlan, C. (2011) Business Research Methods. Dawsonera. https://www.dawsonera.
com/readonline/97814080555022

Restrepo, M., Quintero, H. L., & Marin, D. (2020). Impacto de las tecnologias en la
empresa familiar en América Latina: Un estudio de caso. hteps://www.icesi.edu.co/
revistas/index.php/estudios_gerenciales/article/view/4645

Restrepo, M., Vargas, C., & Quintero, L. (2021). Empresa familiar y generacién Z: Una
revision de la literatura. hetps://www.icesi.edu.co/revistas/index.php/estudios_
gerenciales/article/view/4826

Robinson, S. L. (1996). Trust and breach of the psychological contract. Administrative
Science Quarterly, 41(4), 574-599.

Rowe, W. G., & Wright, . M. (1997). Related and unrelated diversification and their
effect on human resource management controls. Strategic Management Journal,
18(4), 329-338.

Saunders, M., Lewis, P. and Thornhill, A. (2015) Research methods for business students.
7th edition. Dawsonera. https://www.dawsonera.com/readonline/9781292016641

Sledge, S., Miles, A. K., & Coppage, S. (2008). What role does culture play? A look at
motivation and job satisfaction among hotel workers in Brazil. The International
Journal of Human Resource Management, 19(9), 1667-1682.

26


https://doi.org/10.1007/s40685-022-00156-1
https://doi.org/10.1007/s40685-022-00156-1
https://doi.org/10.1002/job.2650
https://doi.org/10.1177/18479790221112548
https://doi.org/10.1016/j.bushor.2024.02.008
https://doi.org/10.1016/j.bushor.2024.02.008
https://www.emerald.com/insight/search?q=Deepika%20Pandita
https://www.emerald.com/insight/search?q=Sampurna%20Ray
https://www.emerald.com/insight/publication/issn/0019-7858
https://www.emerald.com/insight/publication/issn/0019-7858
https://doi.org/10.1108/ICT-09-2017-0073
https://doi.org/10.1016/j.iedee.2021.06.002
https://doi.org/10.1016/j.iedee.2021.06.002
https://dialnet.unirioja.es/servlet/articulo?codigo=7642658
https://www.dawsonera.com/readonline/97814080555022
https://www.dawsonera.com/readonline/97814080555022
https://www.icesi.edu.co/revistas/index.php/estudios_gerenciales/article/view/4645
https://www.icesi.edu.co/revistas/index.php/estudios_gerenciales/article/view/4645
https://www.icesi.edu.co/revistas/index.php/estudios_gerenciales/article/view/4826
https://www.icesi.edu.co/revistas/index.php/estudios_gerenciales/article/view/4826
https://www.dawsonera.com/readonline/9781292016641

Talent acquisition and retention policies for Generation Z in family business

Smith, S. M. (2017). Millennials and Motivation: A Challenge for Managers. http://www.
cmr-journal.org/article/view/1577/728

Spence, M. (1973). Job Market Signaling. Quarterly Journal of Economics, 87(3), 355—
374.

Strauss, W., & Howe, N. (2000). Millennials rising: The next great generation. Vintage.

Tapscott, D. (2008). Grown up digital: How the net generation is changing your world
(Vol. 1). McGraw-Hill.

Twenge, J. M. (2010). A review of the empirical evidence on generational differences in
work attitudes. Journal of Business and Psychology, 25(2), 201-210.

Unger, J. M., Rauch, A., Frese, M., & Rosenbusch, N. (2011). Human capital and entre-
preneurial success: A meta-analytical review. Journal of Business Venturing, 26(3),
341-358.

Ward, J. L. (2016). Keeping the family business healthy: How to plan for continuing
growth, profitability, and family leadership. Springer.

White, M. A., & Bruton, G. D. (2010). The management of technology and innovation:
A strategic approach. Cengage Learning.

Wright, P M., & McMahan, G. C. (1992). Theoretical perspectives for strategic human
resource management. Journal Of Management, 18(2), 295-320.

Zapata-Cantu, L., Sanguino, R., Barroso, A. (2023) Family Business Adapting a New
Digital-Based Economy: Opportunities and Challenges for Future Research.
J Knowl Econ 14, 408-425. https://doi.org/10.1007/s13132-021-00871-1

27


http://www.cmr-journal.org/article/view/1577/728
http://www.cmr-journal.org/article/view/1577/728
https://doi.org/10.1007/s13132-021-00871-1

Journal of Business Vol. 16, No. 1, First Semester 2025 / Segui & Orero-Blat

Linqroy

pue 110ddns jo armamd

s Auedwoo a3 2100819pUN
SIUDUITWIWOD AJruuey 10§
sanpayps dqerdepe yam

s1oeurwr jo wwﬁ&gmxu JeuOSIS |

saniqiqisuodsar

pue sa[Npayos ur syudunsn(pe
103 Surmolre ‘spaau saakojdwo
Buissasse 01 yoeoidde
PAZI[ENPIAIPUT U O3B

sa[o1 JudwaSeurw

ur sasearour L[Iqixay Inq
oouasard [eorsdyd armboax
sajo1 [euoneiado 1sojy

dueeq
AJi[—jfom pue LfIqrxdy jo

souerrodwr oy saz1uS0oay

uondaoiad pueiq pue
suone[a1 1wWosnd dao1duwr
01 safeuew 1oWOISND 10§
sa1[od ssoujom syudwa[duy

"aew puelq
a1 2dudNpUI AYDIEIANY Y JO
SUnI 159MO] Y T8 SINION\

a1mynd arerodiod jo
uoneIuasard pue JUAUNINIdAI
uoer uneioey afojdwo
AaIoMISNI) PUE PINTWWOD ©
se uoneindar 110y sadI0JUIAI
sirej qof ur uonedonie]

sanfea
1121 01 JUSUNWWOD pue
Aousredsuen Sunensuowoap
UIPI3UI] UO SINIANOE

PUE SIUSWDAIIYDE [BUINUT
saredTUNUIOd A[TenSoy

sarey qof ur uonedonred

pue ufpayury uo aouasaid
2Anoe ue ysnoxyy 23ewr pueiq
aAnoemIE pue uons e $100(01]

sorwreudp uonduwnsuod
19WOIsND Jo a3pajmouy
T2 sanfea pue saakojdwo
Suno£ jo uorsnpur a1 01
JUDUNTWWOD $ILLNSUOWI(|

yoeordde

Aqrurey s Auedwod a3 pue
Sur3uopaq jo Surpeay oy
SupIojurax ‘sa1ry arning
10} SUONEPUIWW0D2]

\ATEN-« pue pusiiy smof[y

suorurdo pue suondasiad
J0 Surreys oy s;yoword
pue s19wWoIsNd pue
saakojdwa asay) usaMmIdq
100100 A[rEp sanep

apis reuonerado

911 UO 7 UONEIIUIL)
Aqreroadsa ‘s1oxj1om Sunod
01 110ddns [euoneziuedio

Suons s1pO

s2A1199(q0
[re12a0 s Auedwod oy yam
pausife are ssusunredap [y

$2A102(q0

Suruueld pue Surmionnsar
10 [eNUISSI oTe sTUNddW
[enuue-Twas pue AIa1eng)

wea) [[ews 2y} 01 anp
s1osiatodns pue s1aSeurw
U22M12q UOTIBITUNUITIOD
JUBISUT PUE 1211

"oIEsag
SE ONS S[001 [euIUT £q
parioddns uonesrunurwros

Aqrep pue pmyg

‘sooueaarsd aanereduwon

JO IEdJ PUE SIDUEIEA JO
3[0®[ 01 NP INOLPIP oq

ued uonowoid [euraiuy
“Sururen snonunuod pue
saseatout £refes yim uefd
190180 Te2-0A1) PauULap ®

S1 219 ‘A9 JuswFeUR
1y "ISNI PUE SS2UISO]O
Sunowoid ‘panyea ore
21mynd ssouisnq AJrurey pue
suonepuawuodar s4ojduy

‘syped

1uswdoppAsp pazifenpiarpur
PUE SOIDUBOEA S[qE[IEAE UO
paseq st 11 foydoad SunoA 10§
ue[d 10015 paziprepuels o]

‘uonowoid [eusarur pue
Juswdopaaap euorssajord
01 u2AIS ST AarroTI ]

Auedwoo
saeg

uereq I I[—Iom
pue WH—-OEDw:dH.—N JIoM

uonisodoid onjea safojdwo
pue Surpueiq raLojdwy

11oddns feuoneziueSiQ

sppow drysuonepar
pue uopedTUNUIWIO))

Surures] pue 19218

*SI0303J1(] Y H 1USTPIP YIIM SMITATIIUL 33 JO SINSAY

[ 2I9EL

28



Talent acquisition and retention policies for Generation Z in family business

Judwageuew pue saafojduwd
U22M12q SUIpUEISIPUN [ENINW
pue 1501 uo paseq roddns
[edrpaw se yons spasu [euosiod
10} o own SUIMO][e ToUURW
suBWINY PUE 19211p € Ul

Ppo[puey st odueEq I IOA\
S9[NPaYds paysijqeiss

s A[dwod snuw s3j01
9SNIOYPIEM PUE JANENSIUTWPY

$2A1199(qo oyy1oads
122w 01 dwn 1Y) Jurdeuew
ur wopaa1y dwos aaey adoad
AT2AT[2P 10 S3[ES SE YONS SI[OY

s[o1 1Y)
Jo ssapredar ‘soakojdwa [[e

10 S[I0M 908J-01-20%] 0400 [
Jjo £orjod 10115 ® surerurey

SI2W0ISND A3

s ystjqeasa ajdoadsayes asayy
ey digsuone[ar a1 01 payur|

Apoarp st uondaorad [eurrxy

s1unoooe Juerrodwr 1sowr
a1 opuey oym a[doadsayes ay3

uo pasnooy Aqurew st oFew|

£3a1ens

pueiq oyoads & dojoaap 10u
$20p “I2A0UIN) POOS B YIIM
1srew gzq e ut Superado
pue [ews Surq Luedwoos oYy,

a3uod[eyp 1urISUOD

® surewo1 uoneiudwaydur
2ATID2JJ0 ‘pan[ea pue
paSermnoous are spesodoxd
[eusaut y3noyyy

Surziperiorewr

woIj SeapI Aqen[ea
syuaaaid pue saaforduwo
sanesouur Juowe
UONENISNY $21BIU3
a3ueypd 01 2dUEISISNY

o[doad 3unoA £q pasodoid
seapl oanesouur Juswa[duur
01 soa£0[dwo 101UAS
Suneanow ur Aoy

1o8euewr
21 £q 1UD[[90Xd PaIAPISUOD
st 11oddns [euoneziuediQ

$2A102(q0

s Auedwoo oy yam pauSife
pue pawoyur ST Urea)
211U 23 1B} SAINSUY

SIOUBISWNOID
01 asuodsar pue
uonerdepe spmb smoyry

2INIONINS UONESTUNWWIOD
[ewI0} OU ST 219y pue pay
oIe mwﬂﬁuva Papayss oN

UOnORINUT
snoaueiuods pue 1ueISUOD
YA ‘UORBIIUNWTWOD

pmg pue Areq

1Seuew oy £q [nyssons
PuE dNSI[EAIUN PAIIPISUOD
sma1A21 [enuue pue suefd
uonowoid aAsuaIUT dARY
e saruedwod yarm
s1se11u0d yoeordde siyy,

sareys diysioumo

JO 9[es Y3 IIM UIAD
srowrojrad Surpueisino
Surpremar ‘uonesrpap
pue a10p° YUdel SAN[EA

yuswdojosap

1o ur saa4ojdwo sopm3
18euew oy ssuonoword
103 Sururen oypads oN

soafojdwo Jusrmd
Jo s[e119501 pue uonoword
[BUIIUT UO SN0

s[qeagoid 1ou st

Auedwoo

11 se ‘ue[d 1991€D Pauydp ON UONNQIISI(]

29



Journal of Business Vol. 16, No. 1, First Semester 2025 / Segui & Orero-Blat

Auedwoo

a1 UM Arunwwod jo
35UDS B PUE JUDWUOIIAUD STOM
QAISIYOD € 01 $ANQIIUOY)

2oeds [eorsAyd

Surreys £q saakojdws Juowre
uoneroqe[[od pue sdiysuone|ar
Suons Sur12150§ U0 pasnoog

1981M0 Y3

woij 21Ind [euoneziuedio
a1 sudyIZuaNIs dUEPUMNE
908}-01-08] 1By JOI[2q Y3
sao1ojurar Aorjod [erouad oy,

suondo

Sunnuwwooss[21 ou Yaim DYJo
S} Ul 2w [[NJ J[I0M Isnw
saafojdwa [[e ‘2ouepuIe [R101
Jjo £orjod 10115 ® surerurey

sanfea pue sjeo3 s Auedwod

211 01 JudUNIWWOod pue A1[efo]
Supirojurar ‘wsieuorssajord
pue A113a1ur onjea oym
sfeuorssajord s1oemy

20UD[[90Xd
JO SPIEPUEIS PUE JUSWUOIIAUD
Ssjrom jo od£1 oy areas oy woxy

pueasiopun saafopdua maN

OIYI9 I0M SNOLIDS B

pue ipenb 1onpoid ouop [m
qof & uo paseq st uoneindor

$11 1811 SUTAJI[Dq DAIIEIIRU
arezoqepp ue dopasp 10u sa0(]

souewiojrad
pue 2onoexd uo paseq
pueiq 1afordwa st spyng

ssa13o1d
[euoneziuedio pue 1gouaq
UOWWIOD SPIEAO) PAIUALIQ)

suwroo[am are uonedonred
puE UOTIEAOUUT 210YM
JUDWUOIIAUD UE SUNEID
‘SEIPT ANONIISUOD
sagenoous Apanoy

uonode jo ued 1eapo e ynm
pUE JoUUBW PaINIONIS

e ur paruasaxd are Lo J1
soa£ojdwo unoL woiy
SEIPI 01 SUDISI[ PUE SIN[EA

1IEIS 21 WOy
son1[iqisuodsar uo axe1 01
saakojdwd pasuatradxour
Suimoyre 21oddns
[euoneziuedio [[nJ sHO

spaau pue swajqoid
01 asuodsar b e samsuy

UonEdIUNWWO J[13e

pue 1uersuod Sunoword
QU UOIIAUD JANBIOQE[[0D
PUE PIXE[DI B S121SO,]

swasAs parmdns
ou a1e 219Y3 ySnoye
UONOLINUT 10§ S[OOI JO 35()

Aduany pue sdiysuonepar
[euosiod Suneijoey
‘s1sp10M 911 Jo d[yoxd
snoauaowoy a1 03 anp
UONEDTUNTIIOD SANIIH

uoe) urdoppasp

pue Surdnuapr o
yoeoidde pazieuosiad pue
S[qQIXaJ S2I UO J[2SII SIPLI]

“A]ngss200ns sanyjiqisuodsar
MaU U0 23e1 03 s2afodwa
9[qBUD 01 [BIIUISS ST
Sururen snonunuoy)

“BIIIID

2a1192(qns pue 2a1192(qo
Yum parenyead ‘saafoduwa
a1 Jo sanrjiqedes oy pue
Auedwod oy jo spasu oy
UO Paseq dIe SUOMIOWOI ]

“Appomb aouarradxa
ured 01 SuruuiSoq oy
woy Ariqisuodsar jo

10] & WAy 2A13 pue

$21BNPEIS MIU SIITH]

Auedwoo
[earuRys

30



Talent acquisition and retention policies for Generation Z in family business

Aiiqrxoy pue Suraqpam uo
pasno0j 21N [EUONEZIUESIO
ue pue soakordws 10§

110ddns pazieuosiad 01
JusUNWWod SUons € $199pyg

smoy 3upjiom jo suoneidepe
pue suononpar s1ue1d A[panoy

Ajqreoy syrys a3ueyd
pue saouasqe uefd o1 a[qissod
11 oxew [earod e10qE[OD), oY

pue se1op] ap esjog, ay[,

oJ1] A[rwrey pue yT0Mm
JO UONEI[IDU0D2I Y1 NEIIOE]
01 sarnseawr parudwayduy

sfeuorssajord Luew
Jo suomnedadxs pue sanfea oYy
i Suruipe £q 1udfe seMy

suontsod

payienb 103 aanoene st

pue 10edw] [EIUWUOTIAUD
SOZIWTUTU JUSUITUITIOD STYT

sap1jod [epos pue aouerdwos
A1078[N301 DoURUIIA0S

poo3 Kiqeureisns jo

£orjod aatsuayardwod e sepy

ssaooxd

A12A112p puE vononpoid

a1 noygnoryy onserd
Surp4oar pue Juisnar ‘Ppowr
Awouods 1e[MOID B UO paseg

sresodoxd

o[qenyea pue uonedonred
1218213 28eIN0OUS 01
woy Suraordwr uo
Supyrom st fuedwod

oY1 INqQ AUSIDIPNSUT d1e
soanuaout ‘Apuarmy)

SOAIIUDDUT DATIII
pue siuswasordur asodoxd
01 saakojdura smoje

[exrod souodoig, oYy,

uonuane pazijeuosiad
J0 £or110d ® Sunoopor «dn
-MO[[0] pazI[EnpIAIpUL
103 s1o8euew ojdoad,

JO 901 o1 pAEAI))

spaau Jururen

pue souewrroyrad az4eue
01 UOIIEN[BAD SNONUNUOD
pue Surpreoquo Jurmp
SMITAINUI SIONPUOD)

UONEdTUNUIIOD
aanedonied pue paouepeq

2Insud 01 s1afeuew
o1doad, jo ajo1 a1 parearn)

padojaaap Suraq est
uonesTunwwod saorduwr
03 [UUEYD [EUONIAIIPIq

e y3noyp
“Kem-auo Apueurwopard
ST UOIIEDTUNWIO))

suoneordde qof
Ppue ssuswnOop 23euew 0
[erod eroqe[oD), oy sas)

"JUSWIDUBAPE J92TED 10§
[enuaiod pue uonNqLIUOd
[enpIAIPUT ‘S[[I3[s JO
JuswdopaAap oy IayIer Inq
1110TUSs PIEMII 10U $90(]

Anpiqow oryder3osd
103 sontuniroddo sgO

"a[o1
yoea 103 Sururen Aressadou
oy aoquerend suepd
uonenfead pue Sururely

‘uoneiodioour woiy
sa110109(en1 pue suonoword
Surprerap ‘suonduosop

qof ur paysijqeasa A[reap
SI02TED [BUOISSIJOI ]

Auedwoo
so[qe1adan
pue 1y

31



Journal of Business Vol. 16, No. 1, First Semester 2025 / Segui & Orero-Blat

seare
ueqIn £qIeau Jo SIUdPISaI 0
9ATIOBINNE PUE J[GISSIDOE dIOW
Auedwod oy 1 Supjrom jo
uondo oy Sunjewr ‘soouemofe
Sunnuwwod Arexduowr sFO

Juoe) unoemie

o1 s1atrreq d1yderdos3
SITBUTWI[D PUE dUL[E] 1]
—3{10M SIVEIIOB) AN[IQIXL]

srom

a10war 9406 01 dn Jurmore
Bunnuwwodsa J[qIXdY st yons
sa1jod aanesouur syuswajduwy

SONID I0[eW IPISINO UONELIO] ST
01 anp Juaper Sunof Junoenie
ur sagud[eyd sazrudooay

SON[EA JR[IWIS 1M SISWNSUOD
pue ssafojdwna renuaod
Sunoenie ‘uoneAOUUT PUE
Anriqeureasns runwwod 01
JUSUNTUWIWIOD € SILIISUOWI(]

soonoexd a[qisuodsar

01 JUUNTWWO0D 21e10d100
pue [euosiad Supiodsiopun
Joquiaw A[rwrey € 4q papuey
st uowaSeuew Aiqeurelsng

uonisuen
[eo130[022 pue Arjiqeureisns 01
Sumrwwod ‘pue[ ay1 Ul PA0OI

a8ewr puelq e ut oprid saxe]

Anuapr

s[qeyoeordde pue ueIqia e
Sunoapar “erpau [E1008 UO
suo) uny pue ysa1j e sidopy

aroydsowne

[EIAIAUOD PUE JAISN[OUT U
Sunowoid rqnd oy pue
saakojdwd 105 $1U245 pue ‘shep
wiy ‘sdoysyiom dzuediQ

a1nsio| pue ‘Surreys
QuawAofua jo sanfea oY uo
pueiq 1afordwo 11 saseq

SUIOUO0D

11911 UO 108 01 ssauSur[[im
B PUE SIOYIOM [[E JO 9D10A
311 03 JUSUNIWWOD
2UMUa3 € $ABNSUOW(]

sresodoxd

aewr pue suorurdo ssardxa
o1 s1asprom 1ued 10§
wioped sowreyonoss 9
uozng, a3 parudwapduy

SUONEPUIITI02]
PUE S[BIUOWITIS] 193[[0D
o1 weidoxd erarue))
o1 unmp s1oxIom
Sunod ym ppay are
suoneInsuod ren3ay

swn Aue e suonss3dns
pue seaprt asodoxd ues
saakojdwa a1oym ssouuado
JO 2IM[ND € $210WOI ]

spaau
saafojdws 01 puodsar
1919q pue Luanbaiy oy
asearour o1 suefd ym
‘s1e24 0Mm1 £19A3 soains
UONDEJSIIES S1ONPUOD)

srearod Jeurarur
ySnoryy uonewojur
Surzpiip jo ssadoxd ayy uy

SUOnEN[EAd
pue s3unsaw weal se yons
suonesIuNWwod rengar
pue 'seapr jo aZurydxs Ay
10 saoeds uado ‘vonoeraiur
10211p saUIqUIOD)

Auedwoo

211 Jo Ma1A dnstjoy & ured
soa£o[dwo e arnsus
syuountedop usamiaq
uonero1 10§ santumiroddo
pue Sururen 3urouQ

*sso1801d 1112
21en[EAd A[SNONUNUOD pue
uo Ares aouarradxa ured o3
sfeuorssajord SunoA samojpe

JI21UR)) BWRIZ0I ], 9YT,

"paronpuod
9Te SMITAJT ATE[ES pUE
sasAeue renuaiod-ysiy
‘SUONEN[EAD ddUBWIIOJIad

‘porrad sy 1015y

‘syuow
XIS T9YIOUE 10§ A[qePUIXd
‘S21ENPEIZ 1U2I 10§
wreidord yruow-xis oywadg

Auedwoo
syorUg

32



Talent acquisition and retention policies for Generation Z in family business

1roddns
renonaed armbar yey sases
’
oyy1oads 01 parrw| “s19A139183
pue syuared 105 saorjod

dUE[eq FI[—I0M IDJO

908}-01-20¢)
Ppue L1[IqIxap jJo uoneUIqUWIOd

B y11am uondesies qof pue
Aanonpoid azindo 01 syPag

$9[01 19710

103 uonEdIUNWWOD uosiad-ut
PUE UONEIOQE[[0D SATIO[D JO
souerrodwr oy saziuGooay

uSisop

pue I se yons sajo1 ogmads
103 Sunnuwwoss[2) pue sIoy
moputm uo sar1jod s11 535100,

sar3arens Ajiqeurelsns
PUE UONEIUNWIWIOD 1ULISUOD
M sanfea 2sat Sururquod

ominod pue Anuapr arerodiod

QY3 03 [eyuslrepuny are

asodind pena pue 1edwr ferog

SPIS SSOUISNI( PUE [EIDIDUILOD
a1 yum dewt puelq oy
Suneroosse pue ‘SUOLDE [B1D0S
pue wedwr s SunySiySiy
‘quuowr L1943 swirojrefd erpaur
[e190s U0 2Fessaw dUO ISLI|

1e Surysiiqnd 01 panrwwo))

suerd

[euonippe Surysijqnd pue
Burdopaasp 600z 2outs ueyd
Anpenba 1opuad e paysiiqnd
sey pue 11odar Lriqeureisns
auaads s11 ystqnd o1 1noqe
Buraq ‘uredg ur s199u01 ]

asodimd

[ena sAuedwod a3 pue
suonepunoj ySnoiy sapijod
1eduwr urpnpur “OFews
pueiq jo souerrodwr oy

s1yS1ySIy 10100117 YYH Y.

UONEDTUNW WO
seapI Jo A
308J-01-208] JO MO}
a3ueydXD Y3 puE UOISIYOD

JueIsu0d ® Sururerurewr

01 PaNTWWOD JUSWUOIIAUD S
. pue 2oudifPrur
Suneanow Arsnpur : :

JATIBIOQR[[0D UT JII[D

ue 210woid seaneniuy REIoqe EA

ssaprom Sumok “Surreys uonewIojur
UE UONEIIUNWWOD
Suowre fyrunwrwos jo asuds P atl
21B1I[1D8] 01 JUBIUT
© 91B2ID 01 SIUIAD SIPNJOUT B :
BUIDIUI UE JO 35,
A3orens /¢ 10pun) ay[. I fuejoasn
‘uonedonied
soypune| 1onpoid AN
pue £ouaredsuen 121505 01
AOU UT S[DAI] [[& SIAJOAU]
peis 090 Apuow pue ueyd

soarms  51321e1$ 9Y1 21LIUNWIIOD

UO[IDBJSIIES PISIOPUD
AJ[euI21xa s1oNpU0D)

01 JU2A9 Tenuuy

uowr 1od
uonerdarur ooojdws  suopEdSTUNWIWOD [eUINUI
owoid o1 sanred 0M1 1583] 18 [AIM sap1jod

[enuue oml mwNmewuo UONESIUNWTIOD 1SNQOY

uoneziuegio

91 UIYIIM 7 UOTIBIDUIK) JO
mois oy saroddns ye
amymd Auedwod e pue
£ou21515U0D AENSUOWIP

01 pauSIsap saI[0]

"21nU) JeI£-1n0§

wWnWIumw pue §ImoId 1oyl
Sur1150§ pue 1uder Suno
Sunoeme uo siseydwy

SIOPEI] UIWOM

105 werdod yuswdoposap
diysiopesy e pue 1uoe)
Sunof 10y efrwag

ueq, :sdnoid yusrogip
103 swerdord oyoadg

Auedwoo
TBIMI00]

33



Journal of Business Vol. 16, No. 1, First Semester 2025 / Segui & Orero-Blat

'soako[dwa jo Suraqyom
[euonows pue souewiofad
a1 aoq s1roddns yuswruoriaud
oM Y1 Je) SULINSUD ‘Spadu
[enprarpur 11oddns sarjod
20UB[Eq OJI[—3[IOM [BUORIPPY

“aoue[eq
aj—3j10Mm da0xduir 01 syrys
AePII] SAISUIUT PUE SIMPIYDS
sprom d[qrxay sruawadwy

saakordurd
10§ JUSWUOIIAUD IOM PIIUILIO
~SSOUJ[2M PUE S[qIXDY B SIDPYO

“JUSUNIWIWOD PUE UONIBJSIIES
qof ySry Sunowoid pue Suraq
-[[om [euonows pue [edrsAyd
Sunioddns auowruoraus
S1om Aa[eay pue 2AnOENIE
UE 18210 SIANBNIUL 953

's1o1jddns pue
s1onpoid Luedwod 01 ssaooe
[enuaiapaid pue ‘sdepii] uo

SIoY SUD{I0M 2AISUAIUT ‘SINOY
SunjIom A[qIXaYf ‘SAIYdA
211309]2 10§ syutod Surdreyo
‘seare o213 o3re[ YO

*SE2IE 1S3 U BIPIW [ENSIAOIPNE
PU® AN Y$2IJ YIM SeaTe

1891 PUE SUIDIUED TOIDNISUT
2213 yam w3 Gunyred 2oy
apnpour saakojdwa jo 217 jo
Aupenb a1 sa01dur 01 saIj0g

Aviqeureasns pue Suraqom
Sureayuerens ‘sprepuers pady
Pue A\, YHM PIYNRID

st yj1e A3o[ouyday ayy.

$2A1199(q0

pue sanfea [euoneziuedio

yaim soafojdwo sudife pue
Juswdopaasp [euorssajord
[enpiarpur suayaduang

soanadsrad

sdnnuw woiy souewiofad
aao1dwir 01 uonEnyEAd
souewrojiad 4(09¢ $9s)

anSoferp judredsuen
pue uado arowoid 01
s3unsaw Tendar s1onpuo))

JUGUNTUIOD PUE SSIUISO[D
“arpiqeureasns Suraqam
JO SIN[EA 32 UO P2PUNO

UONEBIOQE[[0D pUE
Aouaredsuen Gunoword
‘uonezuedio 2mMud Y1 01
sarpoq Suru1aaod oYy woiy
[PUUEBYD UONEIUNWIWIOD

B SOINIONIIS PUE S[001
aoedsyio 93000y

(I UOLIEIOQE[[0D A[IEp
s1roddng s109(01d pue
spaau 01 urpIodOE
S[QUUEYD UONEIIUNWWIOD
PUE S[OO1 STIOLIBA SIS

UOISIY0d pue
souewiojiad Surziwxew
‘s2A1199(qo suoneziuedio

a1 yum paudife soadojdw
Surdaay] uo sasndoy YH

$9[01 21MINy

PUE JU2IIND 10] PaPadU
s[[rys 2rmboe saafojdwa
ey sarnsud yaed Sururery

Juswdopaaap

[eUIIUT 10§ SJOOI £ o1E
Surddew yuater pue sapijod
Tesrerdde ourwiofiog

syped Sururen pue 12a1ed
uoaMm12q saysmBunsi(y

Auedwoo
srmiruiny

S
oY



Talent acquisition and retention policies for Generation Z in family business

‘sioyane £q papidwor) :201n0g

uorsuedxo or3a1ens pue
Aiqeadepe Sunensuowap
UOIEDO] UTEW S) PUOADq
Aoedes yuswnminar

511 spuedxa eDUIRA UT

o0 ue Jo Suruado oy,

SaI[Twey 19y} pue

soa£o[dwo jo Suraqom a1 03
JUSUNTWWOD dUMUIF B 19921
PuE 2DUE[Rq SJI[—[10M ALY
ue ajowoId sarnseawr 2say T,

Kep s10m3[21 AppPam
e jo uondo a1 pue sown

ysruy pue 11e3s 9[qIxof SO

“Suraqyom sa4ojdwo
anoxdwr 03 sarjod aoueeq
J1[—jfom pue LjIqrxoy
aarssa13oxd paadope sey 1

uondaorad

[EUI2IXD PUE [EUINUT 2INSLIW
o1 s1o1eorpurt 1edwr Sursn
“43orens pueiq s Sursordur
o ssao01d [enunuoyy

suonenuad unok

s Suneuosar ‘uononpoar
onserd pue Liiqeureisns 01
JudUNTWWOd 1WYSIYSIY s1UdAT

‘1uae) unok
10e1ME 01 s1rej qof pue swnioj
ur 2ouasard sar sasearou

“Limuapr
pueiq uayaduans o3 s110hd
s1yS17yS1y 1010011p YH 24T,

JUSWUOIIAUD J[qeUTEISNS
PUE 9ANBIOGE[[0D © JO
uonowoid ay) pue
suorurdo 2afojdwa

JO uoIsnUI 31 01
JUDWIITWWOD $IIPNY

Juswarordwr
SIONUNUOD PUE UONEAOUU]
JO 2IMI[ND € $210W0I ]

washs
preaar e ySnoryy aanenrur
pue AQiranoeoid spremay

saafojdwa

Ire jo uonedonred

9ATIOE 21} SMO[[E 1B
A[quuasse [e1oud3 e spjop]

sresodoxd Liriqeureasns
10 J{I0MIDU [BID0S [EUINUT
ue pue xoq uonsa33ns

& s sap1jod 11oddns
[euoneziuedio syuowajduy

SIDIJU0d
9A[0SII PUE SUOIIE[2I JOQE]
aaoxdwr 01 yuerd ayp ur
PaAJOAUT A[2ATIDE ST Y

uonesTuUnuwwod saorduwr
o1 s1ofeuew pue soafojdwo
u2aM12q s3undow
[enuue-Twas A101EpUBIA

S[oAd] e

yoear Ajarenbape 1ou soop
a8essowr oY) saWNAWOS
Inq “‘UONEDIUNUWIWOD
juoredsuery

SOUEPUIIE DGO %—ﬁﬁu
pue w—UCdO.—MJQdQ Tefraas
01 anp UHOJQmOEuﬁ SANISOJ

‘santunizoddo ojqereae
pue saniear euonerdado

s Juswdopasp
[euorssajord saafojdura
90UETEq 01 235 SADI[O]

uonowoid

J0 suone1dadxo asyey
Suneroudd 10§ panunuodsIp
SEA\ 201TWWOD UONEN[EAD

renuazod y3ry oy,

uonowoid
03 A5 s1 L11an0ROI]

Auedwoo

31} JO SEIIE [[E INOQE UTEI]
01 saafojdwa mou smoje
ssao01d Surpreoqu(y

Ajenuue pue L[enuue
-IWDS POMIIAII $IATIDD(qO JO
washs ¢ ySnoyr uonoword
[euiaiur s;mowoid 1nq
‘ue[d 19210 [BULIO} ON]

A[IIXIT,

35



Journal of Business Vol. 16, No. 1, First Semester 2025 / Segui & Orero-Blat

Jysim nok

se sImoy unjiom Apam
o4 ageuew ued nok
2ours ano puess Luedwoo
STy) savjew 1Y) A[IqIxop
oy Apaswoard stay —
:22401dws oY1 Uy IsnIT—
sansar

aIe 10J PIYse SI 1Y e
Jiuow oY) Jo Pud Ay 1B
INQ 9ABI] 01 UYM PUE
Ul 9WO0D 01 UIYM IPIOIP
AJrear no£ gppsmoL 10§
a[qisuodsar Sureqg, —

ipaseq-synsayg—

o[durexa 105 Auedwoo
suodeam e 10 Sj10M

P[nod [ juryl zuop | —

« UIPIHYR

[00YPS 10§ $1190U0D
[euoneonpa wiojrad o\, —
(s9ahodura

L) PJFOM 3} UO JToM

jo wedwr aanisoq

919U I0M JUP[NOM |
sonea Aw yum udie 3upip
JeY) SUONOE MES [ J], —
sanpea moA yam udipe
1us20p ey Suryrowos
3urop a[qerIojwod aq 1ued
nof uni Suoy oy Uy, —
Jourw ym pausipe are
sonfea sAuedwoo oy —
sanfea

s &uedwoo oy Jo uonoapar
® aq 01 sey uosiad yoey, —
(s9afodurs 71) sanpea

. SEIPI MOU
puy 01 ‘suorurdo 112 10§
payse are ajdoad Sunoy | —
Joredonred o

pasjse a1e om pue vaordwr
01 s3urp ‘suorurdo 10§
PaYse U2aq 2ABY N\, —
SUOISIA

MAU 2INQLIUO0d O] | —
(soahkopdura

9) seapr 03 Suruaysy
aanoe pue Juidernoouy
Suryowos 2nqIuod

ued U0AIaAd 1By, —
saafordwa o 01
uonuane arow Led om ‘uo
SHOM OM SINSST [BITUYON
a10W Y3 [[e 10, —
sresodoxd Sunsaraur rm
s1doad SunoA [fe are o, —
JIoruds

® SE Pa1ean) 18 NOK | —

saroyds

[euorssajoid pue reuosiad
o astadsiorur ued A | —
JTerurs A10A oTe 9 | —
Buraq jo sfem reqruirs
pue sowmnsed uowwo)) | —
(SIIOM Q) JUIUWIUOIIAUD

yom pue 31doad Jo Lpend)

« USISI[ pue e
01 9[qe[reAR seme ST P, —
Aep

01 £ep sn yam Junoerorur

pue 2010 o ut a8 Aoy, —

saandafqo Juneorunwwod
10§ 1uentodwr st pue
3[PBQPIdJ 21NOIS SIYSI[QLISD
UONEIUNWWOY)  —
(saahopdws 3 1)

Jooed

umo £w 1e mo1d ued | —
Jow uo A[uo

spuadap pue paysijqesa
-o1d 10U ST 31 7R AYI[ [, —
Jured] | pue Aaroyine
ow aa13 Aoy, —
seniiqisuodsar

ow aa13 Aoy, —
’SIOLLIEq OU 2IB 919y —
(s3oxjI0M

£) werd paysijqeasa

-21d ® jo ouasqy
JJeshw

uo puadap [ 1 [29) |, —
Auedwod oy yam

u22q 2aeYy Nok Suo[ moy
10U DA31YDE 01 J[qE dIE
no4 yeym anpea Aoy —
. SUOTIEN[BAD [ENUUERI]
puE [enuUE dIE 219y —

(s92hordura Auedwoo yum sonfea  (SINIOM Z) SAIYIIRISNY JuswuoIAud Sunsnn e ur (s9ahordwra
81) LIIqrxepy amjosqy euosiad jo yuswudipy P11 Jo 2ouasqy  pue saoeds uado ur Supjrox, 6) saand3[qo £Aq yrox NOLLDVISLLYS
uonysodoxd
2ouT[Eq Apom anjea s24ojdws pue 110ddng [euonesiuediQ sppow drysuonep: Suruies| pue 19318))
pue siuswaGuerre yrox Surpuviq sokojdury puE uopEdTUNWWO))

.mu.ﬂmﬁﬁomumvﬂw nmuvvﬂuog yAED) Y31 wolj muﬁjmum

CRI9EL

36



Talent acquisition and retention policies for Generation Z in family business

Jopou
PHq4Y op 01 wopaa1y
a1njosqe aaey syuared are
oym saafojdws £uQ, —
Sunjromasa

moypm Amqrxapg
puruw jo 2oead 210w
yonw Juriq pnom ‘o
10U sAep yoIym pue 0o
211 01 03 01 sAep Yorym
Surproop auo41a49 e
JUIY) ] ING “YIIM SWI
01 w05 01 AIIQIXa[ Jo
10] © soafo[dwo 2413 Aem
prgdy e ur Jupjio  —
Auedwoo o 4q
PAUTWIIAP HIOMI[] -
(s924o1dwd

£) Hpqrop aanepy

sopny| saa13

Auedwoo sty ur Surg, —
(F3y10M

1) voneindax Auedwo)
Jweidoxd Lipiqeureisns
[eqo[S ® 2aey Aoy —
sooe[d paoimosar
-1opun 01 A3o[ouyda
[ed1rpaw ap1aoid 01 9[qe
a2q 01 uoperodiod goid
-uou e parean Aoy —

JTorsed yonw

$59001d 911 [ YOTYM “PIsn
a1e 3oe[S se yons sddy, —
s1o1dns mo yum Apansage
21EDTUNWIWOD 01 A[qE 2q 01
S[001 U} OABY M NUIY) [, —
Juosrad

ur pmy pue sjool [endip uisn
Asea s1 uonESTUNWWOY), -
(s924odurs §)

SWSIULYOIW UOEIIUNWUIOD
aqide pue waxq

JseAnudUT

JueIsu0d nok aA13 Loy —

Tenboa pue 1rej st

‘SIND1IOYS OU dIB 219U —

(saahojdwd
7) 1Ppow £108018)
Aqeauoziioy

10 A[[eonIoA moid ued [, —

ueuders

UTBWDI 10U PUE JAJOAD
01 owr smoje Jururery  —
ooed umo w1 9Aj0Ad
01 ow smo[[e Sururel]  —
o

IqIxoy 210W ‘SIU[D
191124 ‘saniqisuodsax
uo 93e1 01 Inq I9ppe|
a1 quiIpd 01 asnf Jou

st uepd 100100 OYT  —
(s3o3jI0M %)

Sururen yo souerrodury

37



Journal of Business Vol. 16, No. 1, First Semester 2025 / Segui & Orero-Blat

sowmn e
pinsqe oy uo Surrapioq
[*] seseyoind [erorew

10 SULITY [BUINXD ‘SWAIP
12d ‘smoy uoournge
“wcﬂuo_u SE [Ons ‘Sanssy
Kep-01-Aep 210w 19720
uonusw 03 10N djdoad
X JO I21[Yj puE [011U0d Y1
ssed asnw Surgafroas yey
pue Aiqixap apar| L1904
ST Q1Y 1B U [, —
Sy

O[N] ST I3 YUIY |
“Yonur 10U ST 1Y, —

Aepsjrom aatsuaur oy
Juawapdwr poys Loy
SYIUOW JOWWNS 9 Ut
os[y “Sumnjromarr 01 uado
a1ow aq p[noys Lo
Knpiqrxoy owm Iy, —

. OWT UO JATI[ 10U [[IM

no4 e} pawnsse s 11
‘Gurpuewap are SAMPayds
SY3 ‘Yonuwr J0u ST AIY[ | —

(s3o3jI0M 9) saprod
Apqrxag yo ey

uerrodwr 001 19pisuod

[ Surgaowos 1ou s -
Paysnes nod sayjew y10m
Aep-01-Lep moA 1eyy st e
30 Sury yuertodwr 1sow
oy ‘Bupyeads Apanepay, —
(sI3jI0M €) pueIq
12hopduwd 03 souBIAYIPUT
~o[dund 10 uonoiauod
30 100 10U 2annadwos
UTEWDI 01 3UOP SI [ —
saprjod

o1 woiy pageSuasip are
oW Y JO ISOW SISTOM
‘[oA9] [e91 B U0 SIXd o)
ySnoy1 uoAd 181 ury |, —
(s39310M 7) [eyIadns

se sap1jod 23ewr

pueiq jo uondadiag
sanrjod yons

Aue Gunuawodwr Jou st
Auedwoo oy Apuarmyy —
. (as1x2 £o13 J1 10) JO 3IsTSTIOD
Ay yeym mous Juop | —
Juawow a1 1€ sopdurexs
Aue jo yuryl jued [ —
(s393p30M G) 3Zer

pueiq 1e3)> © Jo e

umo £w st qof Lwr 1noqe
anjea | uondaorad ayy | —

* UIed] 01

Jueam 1snf | 9jqesuadsipur
10U We | JBY) MOUY [, —
SI9I0M SUIOS 10)
110ddns feuoneziueSio
JO souBAdPLI]

Surgfue our

SZI[E1IDIEW JUSI0P 11 U
nq 91oddns st azoyy | -
J9OUBION[AI JWOS

s Inq pardaooe sty —
(s3oyj10M

7) suonsag3ns 1o seapr
Jo asnnsip Jo wspndayg
P

AI9A 01 PAUAISI] T8 N\ —
sa8ueyo

s[qissod 1noqe 1ueIdN[AI 1B
pue 2ouar1adxo jo sreak o
uey) d1owr daey saafojduwrd
311 JO ISOJA “yoNW 001
Pan[eA 10U ST 1 UIY [, -

. YONW 10U 3SIMIYIO

nq qureidwon e aaey

om J1 sn 01 ust| Aoy -
(sIa3jI0M

€) JuUno35e 0JuT UIE) Jou
suonsa3Sns pue suorurdQg

ssa001d aapdayd

-1500 PUE A[qEIIOJWOD AIOW
e puy 01 £11 03 e ‘ses oy
Aem o a1 op pue 131 2q
wry 193] 01 a1ow shed 1 —
(I33[10M T) WSTUELIBILIOYINY
JBurpue 01 owod

1949U A1) 25N1BI2q 2ATIORYJD
Amn are Loy S[ury Uop [, —
SI10M 2 1095e A]3odIIp
1Y) SUOISIOAP Y JO ISOUI UT
Aoudredsuen ou st aroyy —
(s193yjI0M

7) Lousredsuen jo ey

. 9]qEYOrAI 210W 3]

P[no> uonensiurwpe Ay —
«PPEQPa2)

2I0W sN P[NOd I/ | —

« S[[e2 pue

S[Tewd Uo 10[ & A]21 9, —
(sI3[I0M

€) S[001 UOHESIUNWWOD
ayenboape jo yoe

Jsigauaq
19710 10 JudWRFeURW
wea) ‘sanijiqisuodsar

U0 Sumsye) ‘S1UdI[ [249]
1ySIy ym Surnyiom ospe
nq «Aed 1oydy asn( ueyy
2I0W SUBIW UONOWOI], —
. SIMSST 12110

01 2dueAd[aI 1218213 FuIald
INq ${O1IS TEIWIS YIIM
parured aaey s1oyIQ), —
sasodind Arefes 103 nyesn
AJUO oI SUOISIADI AU | —
(19370M T) $309))° Axefes
0) pajfWI[ SUOISIASY
1] 2UOp T JBY SINSST
[eontjod are aroyy | —
Jymor3 ur saansalqo

JO JUDW[Y[N Y Ue]
SI[QELIEA TUBUIWIIP
sT0wW AIE A1 | —
(s393j30M T) suonowoxd
ur A41An3(qng

Juontsod

orqnd e aaey [, —
Jypmoid

SSOUISN 01 Pan SI], —
moi3

ued  1BY) 99 JUOP [ —
(uosedx urewr)

ueyd 392183 € o 3peT  NOLLOVASLLYSNI

38



Talent acquisition and retention policies for Generation Z in family business

‘sioyane £q papidwor) :a01n0g

sdep pue smoy
S[T0M[21 1191 95007 03
suondo a1ow purwap
PALSIIESSIP 218 OyM 2501
pue LIIqIxep 2AnE[RI
Yam asoyd aog, —

“Sunjiomara
pue Aqrxoy
ampayps Sursearduy

«PHoM

[enSip oy ur ojdoad
Sunsarur Yum puelq oy
1BID0SSE 01 SP[AY Y JO
[OE2 UT SIUIAD JUBAI[DI 150Y
PUE SONLIOYINE NIAU], —
Aem

Surde3uo pue oqiue € ur
2IM[ND PUE UOISIA S PULIq
91 ABDIUNWWOY), —
*s1u9A3 pue sdrysiourred
‘syuaad Sunonpuo))

. Suonoe pue
suonesrunwwod Auedwod
[re ut A>usisuod amsuy, -
armyno

pue a8essowr s Auedwod
a1 suyap Apres)
Juorssrur

pue s12(o1d s {uedwoo

o am azrredwa AJises
2I0W UED SIOMO[[0] PUE
SISWOISTD 1B} OS SYIOMIAU
[BI0S UO $IATINDOXD puE
s1ofeuew 109f01d asodxy, —
aouasaxd erpowr [eos

pue [endip Sursorduy

Apanoage

sqof 1oy wirojrad 01 pasu
£33 $901N0521 A1) SEY
2u0£1949 JeY) 2INSUD puE
sded 1oy [y 01 Sururen
pue sjoo1 £1essaoou o
yam saafojdwa apraoi g, —
. PoPa9u $201N0s31

pue 3peqpad) 1o19g, —
uoyme

pue Aipiqisuodsar arow
saakordwo Jurai3 osye

nq 90adse Lrefes oy

uo Sursnooj 1snf 10N, —
udwdoppasp Jeuorssajord
apN[oUT 1BY) SUONIOWOI ], —
Supjew

UOISIDAP YDLIUD puE
a1e1321u1 01 s2dUAIIAdXD
pue soanoadsiad

JuRIRYIp SuImorry, —
s3unaaw
[euonerouad-ssorD) —
’SUOTIN[OS JANEDID

PUE SEIPT MOU $19150§ JeY)
JUSWIUOIIAUD UE 1821, —
uonesouur

pue H1anoeoxd oy
SIATIUAIUT PIsLaIdU]

~aanentur 10§ Aioedes pue
Awouoine ssafordws ym
Sumppiaur oYM uorsiazadns
ATeSS200U ) IPIAOI], —
yoeordde
JudwISeURW-0ITW
paduepeq a1ow & 1dopy, —
9101

01 1uem A5 oeqpady

30 2d£1 oy 10 syesrerdde
souewiojiad uo 2218y, —

. S[PPOW UONEI[UNWWIOD

U0 UD{EW-UOISIAP UT 210w
s1asj10M Funod aajoauy, —

. SuonEIMSU0d

ur Louspoyye 1918213 pue
awn Jo Judwadeurw-j[os
a8emoous 01 s3unsow jo
sad £y asayy aziprepuerg —

* Stuounredop pue surea
u22M19q uonEdTUNWWOd uado
pue 1urIsSUOS 2Femoduy, —
SSunsow

Tengar ystqesy, —

. SIUDWAIYOE

pue ssa1301d 1noqe pawrojur
ST QUOATIAD JeT) 2INSUY | —

3 nsax 109fo1d

JO UONEIUNUIUIOD 112

ssa13oxd

11971 JO UONEN[RAD Y}

ur pue $9A153(qo IRy}
JO uonTUYRP Y1 Ul
uonedpnred aanoy, —
spesrexdde oouewioyiad
UMO 112U UT PIAJOAUT
a10ur 9q 03 JUEM LSy —
spesrexdde oouewioyiad
UT JUDWIIAJOAUT 121BIID)  —
*SIOUSIIYIP [eNPIAIPUL
jo vonrudoosy
oofordurd

yoea 10§ ssaoo1d ot

Jo uonezieuossad

211 jo 1ySis asof 10u

pue s1010€] 2AN3(qns
apnput o1 Juentodwy —
'$10108] 2A1102(qNs

Jjo uonerodioduy, —
 BLIDILID ITEJ PUE T€3]0 10§
st soakojdwa Auepyy, —

suopowoxd
pue suonen[eas uy STVSOdOUd
£1anda(qo 1938310y JIAOTING




