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Abstract

In Indonesia, where most business organizations are family-owned, culture influences 
family employees’ behavior. Filial piety, or honoring the seniors, is considered a sig-
nificant cultural value that motivates the family employees to be committed to the 
business. This study aims to test the effect of filial piety on identity alignment, career 
interest alignment, and affective commitment. Quantitative analysis is conducted to 
test the hypotheses of this study using purposive sampling based on questionnaire sur-
vey responses from 270 junior family business employees. The study employs Partial 
Least Square-Structural Equation Modelling (PLS-SEM) analysis with the SmartPLS 
software to test the hypotheses. The test result shows that: 1) filial piety has a positive 
effect on identity alignment and career interest alignment, 2) identity alignment has 
a positive effect on affective commitment, and 3) career interest alignment has a posi-
tive effect on affective commitment. The study illustrates how filial piety affects junior 
family employee behavior, an issue that has not been addressed before in Asian family 
business studies.
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INTRODUCTION

Indonesia is an economically thriving nation in Southeast Asia. 
Approximately 95% of the large companies in the country are family 
businesses, with the entire wealth build-up is at $ 134 trillion (PwC, 
2014). It is found that the cultural embeddedness of Indonesian fam-
ily businesses is higher than European family businesses (Bąkiewicz, 
2020). Regarding the cultural aspect of the Indonesian family business, 
filial piety is a value embraced by all ethnicities and religions in the 
country (Zheng et al., 2021). Filial piety, or honoring seniors, empha-
sizes adult children’s responsibility to cater to their parents’ material 
needs, obey them, and look after them (Qi, 2015). In a family business, 
the concept of filial piety is substantially affected by a sense of collec-
tivism that encourages self-interest to be subordinated to the greater 
welfare of the family (Yan & Sorenson, 2004).

Filial piety can be considered one of the antecedents of junior family 
employees’ career interests and identity alignment. The positive rein-
forcement of filial piety, primarily through providing privilege to jun-
ior family members’ career advancement, will spark their interest in 
pursuing their career in the family business while fulfilling their filial 
duty (Ramos et al., 2014). On the other hand, the sense of filial duty to 
serve the “greater good” of the clan by working in the family business 
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will undoubtedly contribute to their alignment of identity as they have a high level of commitment and 
trust to their senior family members’ leadership (Davis et al., 2010).

Besides identity and career interest alignment, it is found that filial piety can also be considered the 
precursor of commitment. Filial piety may account for a higher level of commitment because of moral 
responsibility on family members and the direct embodiment of cultural values affecting commitment, 
especially with the “emotional” aspect of commitment (Qi, 2015; Wang et al., 2017). Yet, despite the 
uniqueness of filial piety to explain the behavior of junior family employees, only scant attention is 
given to exploring this concept further. 

1. LITERATURE REVIEW

Although the family business has a considerable 
impact on the global economy, this form of busi-
ness received insufficient attention in the scientific 
world (Mura et al., 2021). According to Chua et al. 
(2004), scholars began identifying family business-
es when they observed family members’ partici-
pation in business ownership, management, and 
intergenerational succession. Thus, a family busi-
ness can be viewed through organizational behav-
ior. The behavior of actors in the family business 
may be related to the emotional factor embed-
ded in their hearts and mind. Sharma and Irving 
(2005) illustrate this premise when examining 
the causes and consequences of subsequent gen-
erations’ involvement in family businesses. Their 
findings indicate that emotional or desire-based 
attachment is developed when next-generation 
family members’ personalities and career am-
bitions are aligned with their family businesses. 
This phenomenon can be explained through the 
non-financial aspiration of the socioemotional 
wealth concept (Gómez-Mejía et al., 2007).

Individuals who are more committed to their fam-
ily businesses on an emotional and normative lev-
el have lower attrition intentions than those who 
are more committed continuously (Dawson et al., 
2015). In addition, affective commitment contrib-
utes to their increased desire to work as family 
employees (Chirico et al., 2011). Mura et al. (2021) 
also found that family employees exhibit a more 
balanced approach toward economic gain and 
moral fulfillment because of affective commit-
ment. Finally, when combined with a stewardship 
mentality, the affective commitment fostered by ef-
fective organizational involvement enables family 
businesses to monitor and adapt to environmen-
tal changes (Zahra et al., 2008). The previously 

mentioned premise illustrates that the emotional 
attachment of junior family members to a fami-
ly business could lead to the commitment to work 
in a family business. Nevertheless, in Asian family 
businesses, the emotional attachment can also be 
nurtured by the senior generation and “imposed” 
on the junior generation (Yan & Sorenson, 2006). 
This phenomenon is caused by the cultural inter-
vention in Asia, which is dominated by Confucian 
values.

Even though the number of family business stud-
ies that discuss the role of Confucianism in Asian 
family businesses is growing (Chen et al., 2021), 
only scant attention is given to how a specific norm 
influences values in a family business (Zheng et 
al., 2021). The primary norm of filial piety that is 
often “forgotten” plays a central role in building 
the aspiration of family members within a family 
business (Lum et al., 2016). Filial piety can be de-
fined as high regard to seniors that is not limited 
to parents but also in-laws and living elders with-
in the scope of a family clan (Ip, 2009). From the 
perspective of junior family members, the litera-
ture suggests that there is still a sense of “unwill-
ingness” to perform the filial duty. However, they 
eventually still perform the filial duty because it 
is an obligation according to the religious canon 
(Qi, 2015).

Interestingly, even Confucius himself underlined 
that filial piety is not merely the act of blind loy-
alty from a junior family. On the contrary, sen-
ior family members are required to give them 
an appropriate reward in return for junior fam-
ily members’ obedience and service (Susanto & 
Susanto, 2013). Hence, the filial piety concept can 
be seen as a dual model concept, which is recipro-
cal (when a junior performs filial duty voluntary) 
and authoritarian (when a junior performs filial 
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duty involuntary). This concept was later coined 
by Yeh and Bedford (2003) as the dual filial piety 
model. However, in the modern era, most people 
regard filial piety not as an authoritative require-
ment but as an intergenerational sharing of caring 
needs and capacities within the same parent-child 
partnership (Lum et al., 2016). Therefore, the re-
lationship shall be reciprocal, in which the act of 
obedience of a junior shall be “paid” by the elders 
through the best “care” they can afford, including 
job security (Lu et al., 2021).

In a family business, the reciprocal relationship be-
tween junior and senior family members is reflect-
ed in the concept of socioemotional wealth. This 
concept includes five crucial dimensions: control 
of family members, identification of family mem-
bers within a business, social relationship, the im-
pact of emotions on a business, and succession in-
tention to the next generation (Ferrari, 2020). In 
the context of socioemotional wealth, filial piety 
is indirectly reflected in all previously mentioned 
dimensions. Nevertheless, the uniqueness of filial 
piety lies in the “debt of gratitude” feeling from 
junior to senior (Lum et al., 2016; Qi, 2015). The 
debt of gratitude to their junior shall be why the 
junior family members are emotionally attached 
to the business, which will eventually lead to high-
er identification with a business and social rela-
tionships within family businesses (Lu et al., 2021). 
The intense emotional attachment (resulting from 
this debt of gratitude) will eventually lead to high-
er family business stewardship. Davis et al. (2010) 
found that the stewardship of family employees is 
high due to trust in the leadership of their senior 
family business leaders to serve the collective good 
of the family and the business as a result of interest 
alignment. However, the positive reinforcement of 
filial piety could lead to the voluntary enrolment 
of family members to the family business even 
though their initial interest and intention might 
not be the same (Mustafa et al., 2015).

Arthur (1994) proposed an essential boundary-
less career concept. One of the boundaryless ca-
reer interpretations involves the rejection of career 
opportunities due to personal and family reasons. 
The phenomenon is evident in Asian family busi-
ness as there were shreds of evidence of family 
members that have career opportunities outside 
the family business but decide to leave it and devote 

their career in the family business. Such devotion 
is relevant to the primary value of Confucianism 
in which family members in Confucian fami-
ly business culture are seen as social capital that 
could help the business thrive, especially during a 
crisis (Gupta et al., 2009). However, from the per-
spective of family members (usually the juniors), 
it is a form of filial piety. The positive reinforce-
ment of filial piety will nurture the interest of jun-
ior family members to enroll in the business. Thus, 
it will enforce the career interest in the mind of 
junior family employees that will eventually lead 
to the alignment of their identity to a business 
(Mustafa et al., 2015; Ramos et al., 2014).

Moreover, according to Flamini et al. (2021), fam-
ily employees also may have some advantages over 
non-family members. This privilege also could af-
fect their career interest even though their origi-
nal career aspiration is different. Concerning the 
identity alignment of family business employees 
to the business, Davis et al. (2010) may indicate 
how filial piety manifests itself among family 
employees through an increased sense of com-
mitment, trust, stewardship perceptions, and de-
creased agency perceptions toward family busi-
ness leadership. In addition, this arrangement will 
foster an identity-alignment spirit among junior 
family employees because this business is viewed 
as the incarnation of their seniors’ family spirit 
and personality (Yan & Sorenson, 2004). Besides 
that, their seniors’ psychological “privilege” as one 
of the family business clan members that work 
in a family business also indirectly nurtures the 
sense of identity alignment (Mustafa et al., 2015). 
In conclusion, the literature review suggests that 
the higher sense of filial piety could create a high-
er alignment of career interest and organizational 
identity.

Filial piety has never been directly linked to affec-
tive commitment. However, filial piety can be gen-
eralized as a Confucian characteristic that has been 
shown to improve affective commitment (Chen et 
al., 2021; Qi, 2015; Wang et al., 2017). Filial piety 
may explain a higher level of commitment due to 
the moral obligation to become part of the family 
clan and the direct embodiment of a cultural val-
ue that influences commitment (Yan & Sorenson, 
2006). The junior family employee’s commitment 
tends to be emotionally affective (Qi, 2015; Wang 
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et al., 2017). The affective commitment expresses 
the emotional aspect as a desire to be committed 
in the family business organization (Chirico et al., 
2011). Bedford and Yeh (2021) also found that the 
strength of empathy from junior family members 
to their seniors is also associated with the com-
mitment to perform filial duty. According to this 
concept, junior family members will voluntarily 
work as an employee in a family business to help 
lift the burden of their seniors and as part of the 
solidarity to a family clan. Hence, it can be con-
cluded that the more the filial piety sense exists 
(as a single dimension or as one of the dimensions 
in the larger construct of Confucian value) in the 
hearth of junior family employees, the more sense 
of affective commitment emerges.

Social identity theory suggests that individuals can 
develop a sense of self through their unique fea-
tures that distinguish them from other individuals 
and the shared characteristics of the groups they 
belong to (Hogg, 2001). When a solid attachment 
to an entity exists, individuals adopt organization-
al goals and may even believe they personify the 
institution (Klein et al., 2005). Since a high level of 
family involvement defines family businesses, it is 
also usual for family members to link themselves 
with a business (Sharma et al., 2012). Individuals 
commonly derive their sense of self and identity 
and their place in the world when job and fam-
ily life are tightly interwoven, as is the case with 
family businesses (James et al., 2012). Frequently, 
senior-generation family members make signifi-
cant efforts to instill a sense of accomplishment, 
success, and happiness in successive generations 
of family members participating in family busi-
nesses (Miller & Le Breton-Miller, 2006).

Additionally, it is worth noting that affective com-
mitment and identity are theoretically associat-
ed in the context of organizational commitment. 
The identity alignment is closely associated with 
an affective commitment toward the organiza-
tion as it is heavily influenced by the emotional 
bond amongst family members (Klein et al., 2005). 
Family business employees’ affective commitment 
coupled with good succession planning is favora-
bly connected with family business survival and 
longevity (Vallejo, 2009). Individuals closely asso-
ciated with a family business view the firm as an ex-
tension of themselves and their family name (Dyer 

& Whetten, 2006). As a result, they will develop 
a strong desire to retain the company and ensure 
its viability for future generations. Furthermore, 
affective commitment is predicted to increase as 
employees develop an affection for the organiza-
tion or find a fit between their professional goals 
and prospects (Sharma & Irving, 2005). Thus, it 
can be concluded that the more alignment of iden-
tity within a family business organization, the 
more affective commitment will exist within the 
mindset of junior family employees.

Career transition in the new boundaryless career 
era has become turbulent and complex and can be 
identified through high career mobility impera-
tive to career development (Chudzikowski, 2012). 
In the family business context, a person with a 
family business background is more likely to de-
velop a career in such a business (Schröder et al., 
2011). Career interest and affective commitment 
are also inextricably linked. Family business own-
ers will define norms, standards, and responsibil-
ities to the junior family member to fill, includ-
ing career and leadership duties (Sharma & Irving, 
2005). The internalization process of family busi-
ness value will eventually grow the interest of jun-
ior family members to join the family business, 
and the mental process that leads to the decision 
most likely involves the emotional element that 
nurtures affective commitment (Hatak & Roessl, 
2015). Commitment and trust-based involvement 
are the two distinguishing pillars of family busi-
ness growth and wellness, resulting in the devel-
opment and intergenerational continuity (Ferrari, 
2020). Hence, the more alignment of career inter-
est exists, the more affective commitment will ex-
ist within the mindset of junior family employees.

Based on the overall literature review, it can be 
concluded that filial piety can serve as a stimu-
lus for identity alignment, career interest align-
ment, and affective commitment within the mind 
of junior family employees. There are also shreds 
of evidence that explain the relationship between 
identity and career interest alignment on affective 
commitment that can serve as the extension of the 
concept. Indonesia can be considered the ideal 
country to test the concept as its society has inter-
nalized filial piety despite ethnicities and religious 
backgrounds (Bedford & Yeh, 2021). Bąkiewicz 
(2020) validated the importance of culture in the 
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Indonesian family business. It has been embedded 
deeply in the succession process compared to the 
European family business. Therefore, the study is 
conducted in Indonesia.

Figure 1 depicts the composition of each of the 
variables previously discussed and covered in a 
conceptual framework. According to the litera-
ture, filial piety directly affects identity alignment, 
career interest alignment, and affective commit-
ment. On the other hand, identity and career 
interest alignment can directly affect affective 
commitment. 

2. AIMS AND HYPOTHESES

The study aims to investigate the effect of filial pie-
ty on identity alignment, career interest alignment, 
and affective commitment. It also tests the effect 
of identity and career interest alignment on affec-
tive commitment. The study results will provide 
empirical proof on the effect of culture on fami-
ly employees’ behavior in a family business. The 
following are hypotheses that can be developed to 
address the objectives of the study based on the 
literature review:

H1: Filial piety has a positive effect on the iden-
tity alignment of a junior family business 
employee.

H2: Filial piety has a positive effect on the career 
interest alignment of a junior family busi-
ness employee.

H3: Filial piety has a positive effect on the affec-
tive commitment of a junior family business 
employee.

H4: Identity alignment has a positive effect on 
the affective commitment of a junior family 
business employee.

H5: Career interest alignment has a positive ef-
fect on the affective commitment of a junior 
family business employee.

3. METHODS

The study used a quantitative approach by way 
of a survey. The respondents of the survey are 
gathered through purposive sampling. The re-
spondents had to work in a family business 
owned by their senior family members. The 
family business where they work must be run-
ning continuously for more than five years with 
a minimum of 20 employees. Additionally, the 
respondents had to work as family employees 
for at least three years without interruption as 
an indicator of commitment to work in a fam-
ily business (Dawson et al., 2015). Due to the 
COVID-19 pandemic, the survey was conduct-
ed by distributing online questionnaires (a five-
point Likert scale) to various family business 
associations and clubs in Indonesia. As a re-
sult, the survey successfully gathered 270 jun-
ior family employee respondents (158 were male 
and 112 were female) working in Indonesian 
family businesses.

Figure 1. Conceptual framework 

Identity 

Alignment

Filial Piety
Affective 

Commitment

H1

H3

H4

H2 H5

Career Interest 

Alignment
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Due to the scarcity of quantitative studies in 
this field, the study had to adapt the measure-
ment scales based on previously published stud-
ies. For example, the filial piety scale was de-
veloped based on Yeh and Bedford (2003) and 
Lum et al. (2016). In contrast, the identity align-
ment, career interest alignment, and affective 
commitment measurement scales were based 
on Dawson et al. (2015). Prior to the primary 
survey, a pre-test was conducted to test the re-
liability and validity of the questionnaire to 30 
junior family employees in Indonesia. The pre-
test participants also asked whether the instruc-
tion and the questionnaire items were easy to 
understand. After assessing and confirming 
the validity and reliability of the measurements, 
the online questionnaire was distributed to the 

population under inquiry. The details of the 
measurement scales can be seen in Table 1.

This study used Partial Least Square-Structural 
Equation Modelling (PLS-SEM) to simultaneous-
ly test relationships incorporated into an inter-
connected model. The PLS-SEM method was ben-
eficial for exploratory testing in various settings, 
particularly in family business studies (Hair et 
al., 2011). After then, the data were analyzed us-
ing the SmartPLS software. There are several cri-
teria for evaluating the suggested model’s quality: 
Cronbach’s alpha (α), convergence validity, aver-
age variance extracted (AVE), latent variable cor-
relation, R-squared (R2) value, and T-Statistics 
value. This study primarily used guidelines set by 
Hair et al. (2011) and Dawson et al. (2015).

Table 1. Measurements used in the study

Source: Primary data analysis.

Variables Items
Cronbach’s 

Alpha >0.70

Measurement 

Scale

Filial Piety

I am very concerned about the health condition of senior family members who lead 
this company (FP1).
I am responsible for arranging the care of senior family members who lead this 
company when they can no longer take care of themselves (FP2).
I often communicate in both work and non-work matters with senior family 
members who lead this company to understand their feeling (FP4).
I care deeply about the welfare of senior family members who lead this company 
(FP5).
I will do my best to meet the expectations of senior family members who lead this 
company (FP7).
I will support the livelihoods of senior family members who lead this company to 
make their lives better and more comfortable (FP9).
I took the initiative to help senior family members lead this company when they 
were busy (FP11).
I always took the advice of senior family members who headed this company even 
when I disagreed with them (FP13).
I often ignore promises to friends as a form of obedience to senior family members 
who lead this company (FP14).
I am willing to give up my ambition to fulfill the expectations of senior family 
members who lead this company (FP15).

0.934 Likert scale 1–5 
(Never – Often)

Identity 
Alignment

I always express my support for this family business in every discussion with friends, 
employees, and other family members (IA1).
I find that the values I hold in my life align with the values espoused by this family 
business (IA2).
I deeply care about the fate of this family business (IA4).
The decision to become involved in this family business has positively impacted my 
life (IA5).
This family business is an important center of activity in the lives of all my family 
members (IA6).
When I talk about this family business, I usually use “we” instead of “them” (IA10).

0.922 Likert scale 1–5 
(Never – Often)

Career 

Interest 
Alignment

I contribute to the success of this family business through my expertise (CINT1).
I have always wanted a career in this family company (CINT4).
I have long aspired to have a career in the available positions in this family company 
(CINT5).

0.824 Likert scale 1–5 
(Never – Often)

Affective 
Commitment

I feel a sense of “owning” this family business (AC2).
I would be delighted if I could spend the rest of my career in this family business 
(AC3).
This family business has a profound meaning in me (AC5).

0.825 Likert scale 1–5 
(Never – Often)
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4. RESULTS

It is imperative to exhibit the features of the re-
spondents as the initial foundation for data eval-
uation. As mentioned in the previous section, 
the majority of the respondents are male (N = 
158) who had a University degree (N = 180) and 
coming from Generation Y (N = 111). Besides 
that, most of the respondents work in a business 
owned or managed by their father (N = 88), and 
they had no prior working experience before 
joining the family business (N = 148). Table 2 
presents the results of the descriptive analysis 
of the study. The results suggest that the partic-
ipants have a sense of filial piety, identity align-
ment, career interest alignment, and affective 
commitment to their family business job. In ad-
dition, several items were excluded during the 
initial validity and reliability tests due to their 
low loading factors, thus strengthening the final 
PLS-SEM model.

It is essential to validate the main survey results 
before testing the hypothesis and the overall 
theoretical model. A two-step validity test was 
conducted at this stage, including the conver-
gence validity and the average variance extract-
ed (AVE). Table 3 summarizes the results of the 
validity tests conducted on the primary survey, 
indicating that all items are valid and reliable.

Table 3. Validity test result

Source: Primary data analysis.

Variables Items
Convergent 

Validity > 0.50
AVE > 0.50

Filial Piety

FP1 0.767 0.628
FP2 0.809
FP4 0.786
FP5 0.866
FP7 0.858
FP9 0.831
FP11 0.862
FP13 0.708
FP14 0.708
FP15 0.704

Identity 
Alignment

IA1 0.871 0.720
IA2 0.883
IA4 0.833
IA5 0.842
IA6 0.799

IA10 0.860

Career Interest 
Alignment

CINT1 0.751 0.745
CINT4 0.910
CINT5 0.918

Affective 
Commitment

AC2 0.769 0.741
AC3 0.898
AC5 0.908

The model evaluation phase of this study was crit-
ical since it validated the theoretical model pro-
posed in this study. Therefore, correlations be-
tween latent variables and Pearson’s correlation 
would be observed throughout the model evalu-

Table 2. Respondents’ profile

Source: Primary data analysis.

Items Categories Frequency Percentage (%)

Gender
Male 158 58

Female 112 42

Generation

1960–1980 (X) 90 33

1980–1995 (Y) 111 41

1995–2010 (Z) 69 26

Education Background
Non-University degree 90 33

University degree 180 67

Owner of a Company

Father 88 34

Mother 41 16

Uncle 47 18

Father-in-law 25 6

Other 69 26

Prior working experience
Yes 122 45

No 148 55
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ation analysis. The final PLS-SEM model, as well 
as its evaluation’s outcome, is depicted in Figure 2.

The association between latent variables in the 
model based on the structural regression equation 
is depicted in Figure 2. As a result, an additional 
latent variable correlation analysis was required to 
ascertain the correlations between latent variables 
to complement the results. The results of correla-
tion analysis are shown in Table 4.

As shown in Table 4, the new theoretical model’s 
variables are all positively and substantially associat-

ed (R ≥ 0.5 without a negative score). Following the 
evaluation of the measurement model, the structural 
model was examined. This study entails calculating 
the importance of the path relationship and observ-
ing the R-squared (R2) value. R2 is used to determine 
how the independent variable affects the dependent 
variable. Table 5 displays the R2 values.

The R2 score in Table 5 indicates how well the inde-
pendent variables in this study described the family 
business filial piety. The identity alignment model’s 
R2 value is 0.458. The value suggests that the filial pi-
ety variable can account for 45.8% of the variance in 

Source: Primary data analysis. 

Figure 2. Final PLS-SEM model
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Table 4. Latent variables’ correlation
Source: Primary data analysis.

Variables Affective Commitment Career Interest Alignment Filial Piety Identity Alignment
Affective Commitment 1.000 0.711 0.538 0.745
Career Interest Alignment 0.711 1.000 0.543 0.615
Filial Piety 0.538 0.543 1.000 0.677
Identity Alignment 0.745 0.615 0.677 1.000

Table 5. R Squared (R2) values

Source: Primary data analysis.

Variables R Squared Adjusted R Squared

Affective Commitment 0.658 0.654
Career Interest Alignment 0.294 0.292
Identity Alignment 0.458 0.456
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the identity alignment variable. The career interest 
alignment value, on the other hand, is 0.294, indicat-
ing that filial piety accounts for 29.4% of the variance 
in the career interest alignment variable. The R2 val-
ue for the affective commitment model is 0.658, in-
dicating that 65.8% of the variance in affective com-
mitment can be explained by the identity alignment, 
career interest alignment, and filial piety variables. 
In comparison, 34.2% can be explained by other var-
iables not included in this study.

The theoretical model was valid and reliable based 
on the investigation provided previously. Therefore, 
the final part of the analysis in this study was to test 
the hypotheses. To ascertain whether a hypothe-
sis was supported, the path coefficient output and 
T-statistics from the PLS-SEM need to be examined, 
as can be seen in Table 6.

As illustrated in Table 6, various conclusions from 
the path coefficient value can be drawn. Astrachan 
et al. (2014) determined the optimal critical T-Values 
for a two-tailed test for PLS-SEM application in a 
family business context as 1.96 (p > .05*), 1.96 (p = 
.05**), and 2.58 (p = .001***). The T-Value for path 
analysis is more significant than 1.96, indicating that 
the antecedent variable affects the subsequent vari-
able significantly at p = 0.005 and that the relation-
ship is not reciprocal (Astrachan et al., 2014; Hair et 
al., 2011). Except for the “Filial Piety” to “Affective 
Commitment” path, the T-Value scores for the other 
paths are more than 1.96. Thus, this is the only hy-
pothesis not supported in this study.

5. DISCUSSION

The results of this study have supported that cul-
tural elements can influence the behavior of family 
members who work in a family business through 
filial piety. Filial piety can influence the psycholo-

gy of junior family employees by nurturing a sense 
of belonging in the business that manifests in their 
identity and career interest. The path analysis 
(Table 6) has shown that filial piety positively af-
fects identity alignment and career interest align-
ment, in which both variables also affect affective 
commitment altogether. Filial piety can also ex-
press junior family employees’ sense of commit-
ment to their senior counterpart who controls and 
manages family businesses.

According to the study, this attitude of commit-
ment derives from filial piety. However, it cannot 
directly affect commitment (H3 is not supported) 
but indirectly through identity and career interest 
alignment as mediator variables (H1 and H2 are 
supported). Hence, this study supports the notion 
that the higher filial piety, the higher the identity 
and career interest alignment. These results cor-
respond to Yan and Sorenson (2006), who found 
that a family business is the expression of their 
senior’s life; hence, a junior family member with a 
strong feeling of filial piety should align own iden-
tity with family business. The reason filial piety 
could not directly influence affective commitment 
is primarily related to the fact that past studies 
explained filial piety not as a single variable but 
as one of the indicators of a more significant con-
struct of Confucian value (Chen et al., 2021; Qi, 
2015; Wang et al., 2017).

This study supports the notion that the higher the 
identity alignment, the higher affective commit-
ment (H4 is supported). This result is consistent 
with Klein et al. (2005), who argues that identity 
alignment is associated with affective commit-
ment as an emotional bond between family mem-
bers in a family business. In a different context, 
Sharma and Irving (2005) also found that when 
family employees find a fit between their profes-
sional goals and prospects, the affection for the 

Table 6. Path analysis

Source: Primary data analysis.

Hypotheses
Original 

Sample (O)

Sample Mean 

(M)

Std. Deviation 
(STDEV)

T Stat. 

 (|O/STDEV|)
P Val. Decision

Filial Piety → Identity Alignment 0.677 0.676 0.044 15.240 0.000 Supported
Filial Piety →Career Interest Alignment 0.543 0.539 0.070 7.761 0.000 Supported
Filial Piety → Affective Commitment –0.034 -0.036 0.063 0.541 0.589 Not Supported
Identity Alignment → Affective Commitment 0.514 0.513 0.065 7.972 0.000 Supported
Career Interest Alignment → Affective 
Commitment

0.413 0.416 0.062 6.680 0.000 Supported
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family business will increase, eventually increas-
ing affective commitment. Besides that, this study 
also supports the notion that the higher career in-
terest alignment, the higher the affective commit-
ment (H5 is supported). This result is in line with 
Schröder et al. (2011) and Hatak and Roessl (2015). 
They emphasized that the likelihood of a person 
with a family business background working in a 
family business will be higher due to the internal-
ization of family business value from an early age. 
Eventually, it nurtures emotional bonding to be af-
fectively committed to working in a business.

Although it was not the primary objective of this 
study, it is discovered that the effect of filial piety 
is more significant on the identity alignment rath-
er than on the career interest alignment of jun-
ior family business employees. The conclusion is 
obtained by observing the R2 value of the model 
(Table 5). The identity alignment’s R2 value is 0.458, 
which means this variable’s variability can be ex-
plained by filial piety by 45.8%. The other 54.2% 
can be explained by other variables that are not 
used in this study. On the other hand, the career 
interest alignment’s R2 value is 0.292, which means 
this variable’s variability can be explained by filial 
piety by 29.4%. The other result of this study is in 
line with Yan and Sorenson (2004), who found a 
high identity-alignment spirit among family em-

ployees because of their belief that a family busi-
ness is the incarnation of their family clan spirit 
and personality. As a result, family employees per-
ceive the family business as their own “elders” that 
they should serve.

The prospects of filial piety analysis in future fam-
ily business organizational behavior analysis are 
abundant and promising. The promising future 
avenues exist because only a few pieces of litera-
ture discuss Asian family business. In contrast, 
most family business literature is heavily oriented 
toward European and American family business-
es (Sharma & Chua, 2013). The primary limitation 
of this study is the small sample size of the busi-
ness examined. Thus, future studies shall expand 
a sample size and can be done while testing the 
relationships between filial piety with other varia-
bles in the theoretical model recognized in family 
business science. The relationship test would help 
investigate additional variables that may be influ-
enced by filial piety, particularly in Asian family 
business settings. The future study also could be 
conducted in other countries of the Asia region or 
Asian diaspora in Europe or America. Finally, ap-
plying the filial piety concept to a country or cul-
ture beyond Asia may also open new paths for fu-
ture study, as there might be a local culture similar 
to filial piety.

CONCLUSION

The study aimed to examine how filial piety affects identity alignment, career interest alignment, and 
affective commitment. In addition, the effect of identity and career interest alignment on affective com-
mitment is also being tested. In the Indonesian family business context, filial piety is a value embraced 
by all ethnicities and religions. According to the literature review, filial piety positively affects identity 
alignment, career interest alignment, and affective commitment of a junior family employee.

This study proves that filial piety is a positive predictor of identity alignment and career interest align-
ment but not a predictor of affective commitment. Therefore, according to this study, the relationship 
between filial piety and affective commitment shall be mediated by identity and career interest align-
ment variables. However, the other result of this study shows that filial piety has a more significant effect 
on identity alignment than career interest alignment. According to the previously mentioned results, it 
can be concluded that filial piety role in the Asian family business concept cannot be ruled out. It can 
explain the sense of identity and career interest alignment among junior family employees and eventu-
ally affect their affective commitment.

From the managerial standpoint, a senior family business leader could use filial piety to increase the 
likelihood of the younger family employee remaining in the business. However, it must be noted that 
filial piety cannot be the only determinant of a younger family employee remaining in the business. A 
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promising direction of future study can be explored by expanding the sample size and testing new rela-
tionships with other variables in an established family business theoretical model. The new relationship 
test can be done by studying other Asia countries, Asian diaspora, or even regions beyond Asia.
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