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Despite the significant contributions to the economy, intergenera-
tion businesses face numerous challenges that can threaten their
sustainability. One of the most significant challenges is succes-
sion planning, which involves transferring ownership and man-
agement from one generation to the next. The aim of the study
is to investigate whether the potential successors of family busi-
nesses in Albania advance their own careers as entrepreneurs, in-
dependently of the existing family ‘businesses’ or rather are they
more inclined to ‘take over’ the family businesses and develop
their entrepreneurial career within them. This research has been
carried out with 100 voluntary students in Albania, based on the
intergen project questionnaire during February 2023. The study
highlights the impact that culture and strong family relations
have on the intention to pursue family business paths. Further-
more, the purpose of this study is to find out which characteristics
can influence young people to become entrepreneurs and enable
those who have potential (especially the unexposed). The study
presents important findings in relation to the profile of those with
entrepreneurship intention to establish their own business com-
pared to others who are willing to be part of their intergeneration
family business. We believe that the findings of this study will be
valuable for academics and practitioners to shape education and
training programmes toward entrepreneurship education. The
study brings insights for policymakers to undertake effective poli-
cies in the direction of supporting young entrepreneurs, directly
influencing the economic development of the country by fostering
family values and connections, thereby further focusing on inno-
vation and the start-up ecosystem within the country.
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introduction
Research has shown that the intergenerational family business con-
text canhave bothpositive andnegative effects on entrepreneurship
intention of next-generation family members. The family business
context can provide a strong foundation for entrepreneurship in-
tention by providing access to resources and a supportive network.
On the other hand, the family business context can also create bar-
riers to entrepreneurship intention by reinforcing traditional ways
of doing business and limiting the scope of innovation (De Massis,
Frattini, and Lichtenhaler 2014). The matter of succession has long
been an area of interest in family business literature (Barnes and
Hershon 1976; Handler 1994; Kuratko et al., 1993; Marjański and
Sułkowski 2011; Ward 2011). One way to support entrepreneurship
intention of the next generation family members is to encourage
innovation within the family business (Georgescu 2020). This can
involve creating a culture of innovation that supports experimen-
tation and risk-taking. Family businesses can also encourage en-
trepreneurship intention by providing education and training pro-
grammes that focus on entrepreneurial skills and knowledge. En-
trepreneurial education can influence the decision to pursue a ca-
reer as an entrepreneur (Dyer 1995). The fact that entrepreneurial
skills associated with entrepreneurial behaviour can be taught and
learned is proven by the research of several authors (Støren 2014;
Fayolle and Gailly 2015) Therefore, the main role of entrepreneur-
ship education is to increase student awareness and to emphasise
that entrepreneurship is a viable career choice.
The purpose of this paper is to examine the relationship between

intergenerational family business and entrepreneurship intention
of second or third generation family members during innovation
time. In any case ‘innovation time’ refers to the innovation ability
and innovativeness of potential successors – in both cases – build-
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ing an independent entrepreneurial career or getting involved in
the family business-innovativeness, where innovation ability is a
must for success and the long-term survival of any business as it en-
ables competitiveness. Family members often face challenges when
it comes to entrepreneurship intention and the decision to be in-
volved or not in the family business. These challenges include pres-
sure to maintain family traditions and values while also innovating
and growing the business. Additionally, these family members may
experience difficulties in obtaining support for their entrepreneurial
endeavours. Finally, family businesses can support entrepreneur-
ship intention by providing access to resources such as funding,
mentorship, and networking opportunities.
The intention of this study is not to discover whether all young

people can become entrepreneurs, but to enable those who have
potential (especially the unexposed) to discover that being an en-
trepreneur is a very good career prospect. To achieve this, entre-
preneurial education at university level and beyond is the key to
success. Additionally, through this research, we aim to investigate
how independence and clear visions are related to the prospect of
continuing the family business and understand how relying on fam-
ily connections influences the decision to follow a career path. En-
trepreneurship education represents an important driver of the
development of entrepreneurial attitudes of both potential and
nascent entrepreneurs (Fayolle and Gailly 2015).

literature review
Intergenerational family businesses play an important role in the
global economy, and many of these businesses have been successful
for generations. They share unique characteristics that distinguish
them from other types of enterprises. These businesses are rooted
in strong family values, culture and traditions, which can have both
positive and negative effects on the business (Chua, Chrisman, and
Sharma 1999). Additionally, intergenerational family businesses
tend to have a long-term perspective and are less focused on short-
term financial gains (Chrisman et al. 2012). Despite their significant
contributions to the economy, these businesses face numerous chal-
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lenges that can threaten their sustainability. One of themost signif-
icant challenges is succession planning, which involves transferring
ownership and management from one generation to the next (Car-
lok and Ward 2010) Other challenges include maintaining family
harmony, balancing family and business interests, and adapting to
changing market conditions (Gersick et al. 1997).
Succession planning is critical for the continuity and longevity

of intergenerational family businesses. It involves identifying and
preparing the next generation of leaders, ensuring a smooth transi-
tion of ownership andmanagement, andmaintaining the business’s
financial stability (Aronoff and Ward 1995). Successful succession
planning requires clear communication, mutual trust, and a shared
vision among family members (Handler 1995).
On the other hand, over the past three decades, many academic

researchers and investigations on the influence of entrepreneurial
education on entrepreneurial intention are elusive. Studies from
many scholars (Din, Anuar, and Usman 2016; Premand et al. 2016)
conclude a positive relationship between entrepreneurial education
and students’ intention.Other studies (Adelaja andMinai 2018; Bar-
ral et al. 2018; Lorz et al. 2013) contested otherwise, arguing that
students who exhibit increased entrepreneurial intention is not the
result of influence of entrepreneurial education received in class, but
as a result of their prior experience in entrepreneurship, and there-
fore, they failed to concur with the optimistic approach. Further-
more, these authors concluded that the relationship between en-
trepreneurial education and intention is negative. Given the above-
mentioned evidence, the field of study continues to be explored and
mixed results persists. Nevertheless, there is still a limited under-
standing of generations and the implications of their involvement
in the family business (Magrelli et al. 2022).
Family business successor-related factors have been studied by

Venter, Bashoff andMaas (2005). According to this study, three im-
portant factors determine successful succession: (i) the readiness
of the successor; (ii) the willingness of the successor to take over
the family business, and (iii) the quality of relations between the in-
cumbent and successor.The interpersonal relations within the fam-
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ily and the motivation to take over a family business are supported
by other researchers too (Ansoff 1987; Le Breton-Miller, Miller, and
Steier 2004)
According to the study carried out within the framework of In-

tergeneration Family Business (Intergen), released in 2020 with the
participation of 1424 students and 12 universities in Albania, Bul-
garia, Poland, Romania, Russia and Serbia, it was found that stu-
dents do have ideas for their own business and are also inclined
to continue and improve their family business. They appreciate the
support of their family for starting their own business and show for
strong relationswith family and relatives.The study shows that fam-
ily business is related to a clear idea, where the student wants to live
and work, the need of good and stable economic and political condi-
tions in the country without barriers to small business, and belief in
traditions, but not in innovative products to succeed. Interestingly,
the study reveals that ideas to continue the family business is related
to lower personal goal setting. This may lead to the conclusion that
family business is perceived as a traditional pathway.These findings
require further study with more depth.

methodology and design
The analysis carried out for this research follows the questionnaire
designed in the framework of Intergenerational Family Business as a
StressManagement Instrument for Entrepreneurs – a study carried
out in six countries (Bakracheva et al. 2020). The population of this
study focused on the students of Business Administration at Bache-
lor (year 3) andMaster level, who studied the entrepreneurship cur-
ricula at the Faculty of Economy, Tirana University. The sample size
is 100 students, selected randomly. The questionnaire comprises 56
questions and is designed to make a comparison of the attitudes of
young people on having a clear vision for the future, their intention
to start their ownbusiness or preference andwillingness to continue
the family business or involve family, relatives and close people in
their plans. Furthermore, we try to make some comparisons from
the previous cohort of students participating in the survey in the
framework of the Intergen project (Bakracheva et al.). Multiple lin-
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ear regression and correlation analysis are used to analyse data and
to interpret the results.

data analysis and findings
A five-point Likert scale was utilised to record participant responses
to each item: strongly disagree (1), disagree (2), neutral (3), agree
(4), strongly agree (5). All data pre-processing and analyseswere per-
formed using spss 24.0. Frequency distributions for each variable
were prepared and inspected to ensure that the data met assump-
tions for our analysis procedures. Factor analysis is used to identify
the underlying dimensions or factors that are beingmeasured by the
items on the Likert scale. This method is particularly useful when
there are many items in the scale, and it is unclear how they are re-
lated to each other. By identifying the underlying factors, we aimed
to simplify the scale and increase the interpretability. Cronbach’s
alpha is used to assess the internal consistency of a scale or mea-
sure, which measures the extent to which the items on a scale are
related to each other and measures the same underlying construct.
kmo (Kaiser-Meyer-Olkin) and Bartlett’s test of sphericity is used
as a measurement of sample consistency, which refers to the homo-
geneity or similarity of responses within a sample. To explore the
relationships between the identified factors, we used Spearman’s co-
efficient. Multiple linear regression analysis is used to identify the
variable factor of intention to continue the family business.

General Descriptive Statistics by Factors
The study was focused on the entrepreneurial path of 100 students
randomly selected. In terms of their field of study, 75 of the stu-
dent participants in the survey pursued their studies within a Busi-
ness Administration bachelor, and 25 pursued their studies within
a Business Administration master’s degree. In terms of age, most
students (73.9) belong to the age group 18–23 years old, while other
students are over 24 years old.The sample size was composed of 55
male and 45 females.
Four components are analysedwith respective items as shown in

table 1. Each of the components are linkedwith respective questions
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table 1 General Descriptive Statistics by Factors

Factors Items () ()

Clear vi-
sion on ca-
reer path
towards
initiating
a business

In general, I prefer to live in my country and my ca-
reer to be in my country, too

. .

I would like to have my own business in some specific
economic activities

. .

I know that in this world you may succeed only if you
rely on yourself

. .

My priority is to achieve important goals . .

I have a clear purpose and direction for my future . .

Willingness
to collab-
orate with
family if
owned a
business

In my business plans I would include my relatives,
too

. .

I would like to have an intergenerational business
with my parents

. .

I would like to have a joint business with my relatives . .

I would involve my parents in my business as em-
ployees

. .

I would involve my parents in my business . .

I prefer to promote our family business instead of
adding a new business

. .

Support
from fam-
ily and
friends

I am convinced that my family would support me by
all means

. .

When I take decisions, I turn to my relatives and
friends for their advice.

. .

When I have a problem, I share it with my relatives
and friends.

. .

I would feel more secure if my parents were providers
or contractors for my business, because I trust them.

. .

Indepen-
dence to
start own
business

I know that in this world you may succeed only if you
rely on yourself.

. .

I would like to have a completely independent busi-
ness, without any interaction with my relatives.

. .

If I had my own business, I would approach some ex-
perts and I never rely on personal relations

. .

notes Column headings are as follows: (1) mean, (2) standard deviation.

to understand the most important variable. Analysing the items for
each dimension, it is evident that a clear vision for the future is
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table 2 Reliability and Validity Test Results Using Cronbach’s Alpha and kmo

Dimensional factors () () () () () ()

Clear vision on carrier path towards
initiating a business

 . . .  .

Willingness to collaborate with family
if owned a business

 . . .  .

Support from family and friends  . . .  .

Independence to start own business  . . .  .

notes Column headings are as follows: (1) number of items, (2) Cronbach’s al-
pha, (3) kmo; Bartlett’s Test of Sphericity: (4) approximate χ2, (5) degrees of free-
dom, (6) significance.

linked with the item of likelihood to own a business with a mean
of 4.51; the willingness to collaborate with family members is rep-
resented by strength of desire to involve parents in their business
(mean 3.38) and perceived support by family and friends (strong re-
lations) by all means (mean 4.67). Meanwhile, the independence to
start their own business mainly relates to the belief that that in this
world you may succeed only if you rely on yourself (mean 4.14).
The experimental results that have been obtained from data col-

lection processes, which are presented in table 2, show the results
of reliability and validity. To measure reliability, we used Cronbach’s
Alpha, which has ametric returns value between 0 (very low reliabil-
ity) to 1 (very high reliability). Additionally, the kmo test was used
to check the validity.
The Cronbach’s alpha values (between 0.788 and 0.892) indicate

the high reliability of the questionnaire instrument and internal
consistencies of the five-point Likert-type scales on the dimensions.
The corresponding kmo coefficients for each dimension are re-
ported in table 2. The results show that the coefficients are above
and beyond acceptable levels. As displayed in table 2, the obtained
Bartlett’s test values for each dimension are all statistically signifi-
cant.
Aiming to understand the intercorrelation for four dimensions,

a correlation analysis was carried out. To test the correlation be-
tween the identified factors, the researchers used Spearman’s Cor-

ijems



Dilemma of Intergenerational Family Business

[43]

table 3 Intercorrelations of Dimensions

Factors Items meanf_ meanf meanf meanf

meanf_ Correlation Coefficient . . . .**

Sig. (-tailed) . . . .

N    

meanf Correlation Coefficient . . . –.

Sig. (-tailed) . . . .

N    

meanf Correlation Coefficient . . . –.

Sig. (-tailed) . . . .

N    

meanf Correlation Coefficient .** –. –. .

Sig. (-tailed) . . . .

N    

notes ** Correlation is significant at the 0.01 level (2-tailed).

relations, applied to Likert Items and Other Ordinal Data. Strongly
positive Spearman’s correlations indicate that high ranks of one
variable tend to coincide with high ranks of the other variable. As
is shown in table 3, there is a positive relationship between factor
1 and factor 4, which indicates that a clear vision for the future is
strongly correlated with independence to start one’s own business,
and entrepreneurship intention.

Correlations among Items
As already noted, to test the correlation between the items, we used
Spearman’s Correlations for Likert Items and Other Ordinal Data.
As is shown in table 4, the preference to live in one’s own coun-
try and to have a career within that country (q1) is linked posi-
tively with the required support from family and friends to start a
business (q10), and with the intention to have an innovative ap-
proach to the business (q8). On the other hand, the respondents
who showed independence and supported the statement that in this
world youmust rely on yourself to have success (q4), tended to have
entrepreneurship intention in starting a business of their own, even
without the help of family and friends (q12), and they tended to
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


.



.



.



.



.



q


(a
)

.



.



.



.



.



–

.


.



–

.


–
.


–
.


–
.


.


*
.



–

.


.


*
*

.



.



.


*
.



.



.



.



(b
)

.



.



.



.

.



.



.



.



.



.



.



.



.



.



.



.



.



.



.



.



.



.



q


(a
)

.



.


*
*

.



.



.



.


*
*

.



.


*
–

.


.



.



.



.


*
*

.


*
.



–

.


–
.


.


*
*

.



–

.


.


*
.



(b
)

.



.



.



.



.

.



.



.



.



.



.



.



.



.



.



.



.



.



.



.



.



.



q


(a
)

.



.



.



–

.


.


*
*

.



.


*
*

.


*
.



.



.



–

.


*
.



.



–

.


.



–

.


.



.



–

.


.



–

.


(b
)

.



.



.



.



.



.

.



.



.



.



.



.



.



.



.



.



.



.



.



.



.



.



q


(a
)

.



.



–

.


.



.



.


*
*

.



.



.



.


*
.


*
–

.


.



–

.


.



.



.



.



.


*
–

.


.



.



(b
)

.



.



.



.



.



.



.

.



.



.



.



.



.



.



.



.



.



.



.



.



.



.



q


(a
)

.


*
*

.



.



–

.


.


*
.


*
.



.



.



.



.



–

.


.



.



.



.



.



.


*
.



–

.


.



–

.


(b
)

.



.



.



.



.



.



.



.

.



.



.



.



.



.



.



.



.



.



.



.



.



.



q


(a
)

.



.



–

.


–
.


–
.


.



.



.



.



.



.



–

.


.



.



.


*
*

.



–

.


–
.


–
.


.



–

.


.



(b
)

.



.



.



.



.



.



.



.



.

.



.



.



.



.



.



.



.



.



.



.



.



.



q


(a
)

.


*
*

.



.



–

.


.



.



.


*
.



.



.



.


*
–

.


.



.



.



.


*
.



–

.


*
.



–

.


.



–

.


(b
)

.



.



.



.



.



.



.



.



.



.

.



.



.



.



.



.



.



.



.



.



.



.



q


(a
)

.


*
.



.



–

.


.



.



.


*
.



.



.


*
.



–

.


.


*
*

.



.



.


*
.



.



.



–

.


.



–

.


(b
)

.



.



.



.



.



.



.



.



.



.



.

.



.



.



.



.



.



.



.



.



.



.



q


(a
)

.



.



.



.


*
.



–

.


*
–

.


–
.


–
.


–
.


–
.


.



.



.



.



–

.


*
–

.


.



.


*
.



.



.



(b
)

.



.



.



.



.



.



.



.



.



.



.



.

.



.



.



.



.



.



.



.



.



.



q


(a
)

.


*
.


*
.



.



.


*
*

.



.



.



.



.



.


*
*

.



.



.


*
*

.



–

.


–
.


.


*
*

.



–

.


.



–

.


(b
)

.



.



.



.



.



.



.



.



.



.



.



.



.

.



.



.



.



.



.



.



.



.



q


(a
)

.



.


*
.



–

.


.

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table 5 Correlations for Questions q23 to q37
Questions q q q q q q q q q q q q q q q
q (a) . . –. . .* .** .** . .** . . –. . –. .

(b) . . . . . . . . . . . . . . .
q (a) . . –.* .** . .* . . .* . –. –. .** . .

(b) . . . . . . . . . . . . . . .
q (a) –. –.* . –. –.* . –.**–. –. . –. –.**–. –. –.

(b) . . . . . . . . . . . . . . .
q (a) . .**–. . . .** . . .** .* . . .* . .**

(b) . . . . . . . . . . . . . . .
q (a) .* . –.* . . . .* . . . .* –. . . .

(b) . . . . . . . . . . . . . . .
q (a) .** .* –.** .** . . .** . .** . –. –. . . .

(b) . . . . . . . . . . . . . . .
q (a) .** . –.** . .* .** . . .** . . –.** . . .*

(b) . . . . . . . . . . . . . . .
q (a) . . –. . . . . . . .** . . . . –.

(b) . . . . . . . . . . . . . . .
q (a) .** .* –. .** . .** .** . . .* . –. .** . .**

(b) . . . . . . . . . . . . . . .
q (a) . . . .* . . . .** .* . .** . . . .*

(b) . . . . . . . . . . . . . . .
q (a) . –. –. . .* –. . . . .** . –. . . .*

(b) . . . . . . . . . . . . . . .
q (a) –. –. –.** . –. –. –.** . –. . –. . . .* –.

(b) . . . . . . . . . . . . . . .
q (a) . .**–. .* . . . . .** . . . . .** .*

(b) . . . . . . . . . . . . . . .
q (a) –. . –. . . . . . . . . .* .** . .**

(b) . . . . . . . . . . . . . . .
q (a) . . –. .** . . .* –. .** .* .* –. .* .** .

(b) . . . . . . . . . . . . . . .

notes Row headings are as follows: (a) correlation coefficient, (b) significance (2-tailed). * Correlation is significant at the 0.05 level (2-tailed).
** Correlation is significant at the 0.01 level (2-tailed).

be more satisfied than their peers (q15). Additionally, the analysis
found a positive relationship among those who have the priority to
achieve important goals in their life (q18) and the innovation ap-
proach in their business (q8).
Correlation analysis of the items in table 4 shows that the en-

trepreneurship intention to continue the family business demon-
strates strong relations with family and friends and the intention
to establish their future in the country by focusing on adopting in-
novation in their businesses. Furthermore, the analysis shows that
the students who aspire to achieve important goals tend to consider
innovation as a path toward achieving those goals.These findings re-
quire additional consideration regarding entrepreneurship curricula
toward innovation and policies for fostering a start-up ecosystem
within their country, in order to involve the younger generation to
remain and establish their future in that country.
Additional insights revealed by the correlations from table 5

shows that the young students who aspire to have their own busi-
ness, not related to the family business (q25), tend to address exter-
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table 6 Beta Coefficients of Multiple Regression Analyses

Question β t Sig. Question β t Sig.

q –. –. . q . . .

q . . . q . . .

q –. –. . q . . .

q –. –. . q . . .

q –. –. . q . . .

(Const.) . .

notes The stepwise model accounting 45 of the variance in the intention of
students to continue the family business; adjusted R2 = 0.42; F = 52.34; p < 0.05.

nal professional experts (q34) for advice rather than turn to family
connections, and represent an adverse correlation with the inten-
tion to establish business with relatives (q29), which further in-
dicates individualism traits and distant connections. This finding
needs to be explored further to understand the factors influencing
such responses, which include personality traits, culture of the fam-
ily, experiences in the family business and other factors.
An interesting finding results from the perceived stress con-

nected with the family business (q26). The respondents that think
well-arranged business relations with their parents will reduce the
level of perceived stress for them tend to desire to have an intergen-
erational business (q28) or would involve them in their business as
subcontractors (q31).

Predictors of the Intention to Continue Family Business
More in depth analysis was carried out to investigate the intention
to continue the family business (variable factor) with constant vari-
ables through regression analysis (table 6). The variable ‘intention
to continue family business’ relies on strong family connections, and
the belief that thewell-arranged family businesswill reduce the level
of perceived stress (q26). Furthermore, it was noted they have close
relations with family and friends, rely on them for advice andmore-
over, are exposed to examples for successful intergeneration family
businesses within the country (q35). This finding presents an op-
portunity to expose and show to young people success stories of
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family business as part of their curricula or training opportunities.
The respondents who are willing to be involved and continue the
family business are open to including family members and relatives
in their business. This brings to light strong family relationships.
Furthermore, studentswho rely on their family relations (thosewho
have strong relations with their family, and stronger than with their
friends), are more willing to continue a family business. This cate-
gory relies more on family members for advice and support rather
than their friends or peers.

conclusion and discussion
This study highlights certain important results regarding the mind-
set of young people to start a family and intergeneration business. A
strong relationship with family as part of the culture in the country
influences the decision to continue a family business. Furthermore,
those who rely on family for support or advice, tend to showwilling-
ness to continue the family business.
The data analysis underlines that those who have intention or

who have the opportunity to be involved in the family business,
tend to adopt innovation approaches in their practices. This find-
ing is a valuable recommendation for universities and policymakers
to foster innovation opportunities and a start-up ecosystem within
the country as an instrument to motivate young people to continue
their entrepreneurship intention in Albania, and establish their fu-
ture within the country.
On the other hand, the study shows that those with a high level

of independence and the aim to achieve are more willing to start
their own business and ask for advice from external experts.
The findings revealed that the intention to become an entrepre-

neur among students in Albania is positively associated with an in-
tergenerational family business. The study also found that family
background, education level, and perceived entrepreneurial skills
are important factors in determining the intention to become an
entrepreneur.
The data analysis shows that the respondents who think that

well-arranged business relations with their parents will reduce the
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level of perceived stress for them tend to believe that they would
like to have an intergenerational business with their parents, reduc-
ing the level of perceived stress. The latter is a new finding for re-
searchers and practitioners in Albania and provides the basis for fur-
ther exploration and investigation within the country or regionally.
We discovered that students with the intention to follow an inter-
generation family business had been exposed and have information
on family business success stories. This might be a valuable insight
when promoting and presenting such best practices as case studies
or promotion materials. Inspirational role models should be a key
part of entrepreneurship courses.Through this experience, students
will learn newways of behaving.This requires frequent contact with
successful entrepreneurs in action. Interactive and explanatory el-
ements are essential to build self-confidence about entrepreneurial
activities.
Our study has highlighted many similarities with the publica-

tion The Intergenerational Family Businesses as a Stress Management
Instrument for Entrepreneurs, published in 2020 by the University of
Ruse ‘Angel Kanchev’ Academic Publisher (Bakracheva et al. 2020).
Strong family connections, tradition and culture, and levels of in-
dependence strongly influence the decision to continue the family
business.
The findings shed new light on the design and delivery of an

effective entrepreneurship programme/course to raise awareness
of entrepreneurship. The main objective of entrepreneurship pro-
grammes should include creating an entrepreneurial mindset and
awareness that entrepreneurship is a career opportunity. Student-
oriented and experience-based teaching practices are necessary for
this purpose.
One of the limitations of this study is that it does not cover the

analysis on the type of business as a small, medium, or large firm, or
the years active in the market, profitability, and success. Addition-
ally, the strategic management of the family business or the family
culture toward the decision to consider family business as an op-
portunity path were not analysed. In this regard, further studies are
needed to understand the family approach toward succession plan
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and students’ decisions influenced by such an environment. How-
ever, overall, this study provides insights into the role of intergen-
erational family businesses in fostering entrepreneurship intention
among students in Albania.
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