
Table of contents

1 Introduction........................................................................................................................1

1.1 Background of the research........................................................................1

1.2 Research gap, objective and questions....................................................2

1.3 Structure of the thesis...................................................................................3

2 Literature review...............................................................................................................5

2.1 Mittelstand......................................................................................................5

2.2 Introduction to value-based management..............................................14

2.3 Value-based management in Mittelstand...............................................19

2.4 Framework for the evaluation of the role of VBM in

Mittelstand...................................................................................................46

3 Research approach........................................................................................................81

3.1 Aim and approach of the chapter.............................................................81

3.2 Key characteristics of the field of research........................................... 82

3.3 Reasoning and logic of enquiry................................................................84

3.4 Methodology................................................................................................87

3.5 Theoretical perspective............................................................................. 88

3.6 Methods........................................................................................................91

3.7 Ethical considerations, transparency and reflexivity......................... 109

3.8 Summary of the chapter.......................................................................... 112

4 Findings and discussion...........................................................................................115

4.1 Description of sample...............................................................................115

4.2 Strategic decision-making.......................................................................120

4.3 Objectives..................................................................................................159

4.4 Understanding of and attitudes towards value-based

management..............................................................................................195

5 Conclusion....................................................................................................................219

5.1 Research gaps and research questions...............................................219

5.2 Findings and contributions in relation to the research

questions...................................................................................................219

5.3 Contribution to knowledge..................................................................... 225

5.4 Limitations and avenues for further research..................................... 229

http://d-nb.info/1202620671


VIII Table of contents

Appendices - List of figures.........................................................................................231

Appendices.........................................................................................................................233

References..........................................................................................................................281



Detailed table of contents

1 Introduction.......................................................................................................................1

1.1 Background of the research..........................................................................1

1.2 Research gap, objective and questions.....................................................2

1.3 Structure of the thesis................................................................................... 3

2 Literature review..............................................................................................................5

2.1 Mittelstand..................................................................................................... 5

2.1.1 Aim and approach of the section...............................................................5

2.1.2 Delineation of Mittelstand towards related phenomena......................... 5

2.1.2.1 Difficulties and criteria used in defining Mittelstand and

related phenomena.......................................................................................5

2.1.2.2 Small- and medium-sized entities............................................................. 6

2.1.2.3 Mittelstand.....................................................................................................6

2.1.2.4 Family businesses........................................................................................8

2.1.3 Characteristics of Mittelstand..................................................................... 9

2.1.4 Role of Mittelstand in Germany................................................................11

2.1.5 Summary of the section.............................................................................13

2.2 Introduction to value-based management..............................................14

2.2.1 Aim and approach of the section.............................................................14

2.2.2 Introduction to value-based management and its origin...................... 14

2.2.3 Significance to management practice in Germany...............................16

2.2.4 Summary of the section.............................................................................18

2.3 Value-based management in Mittelstand...............................................19

2.3.1 Aim and approach of the section.............................................................19

2.3.2 Delineation of the understanding of value-based management.......21

2.3.2.1 Understanding of value-based management........................................21

2.3.2.2 Demarcation towards other understandings of value and

related debates...........................................................................................24

2.3.3 Drivers, hurdles and applicability of value-based management 

in Mittelstand.................................................................................25

2.3.3.1 Key drivers...................................................................................................25

2.3.3.2 Main hurdles................................................................................................27



X Detailed table of contents

2.3.3.3 Stance towards applicability of VBM in Mittelstand...........................28

2.3.4 Adaptation of value-based management to mittelst^ndische

characteristics............................................................................................. 29

2.3.5 Empirical analysis of value-based management in Mittelstand........32

2.3.5.1 Overview of empirical studies focusing on VBM in Mittelstand........33

2.3.5.2 Application of VBM in Mittelstand........................................................... 34

2.3.5.3 Influencing and success factors...............................................................37

2.3.5.4 Economic benefit........................................................................................39

2.3.6 Summary of the section: Key topics and gaps in the field of

research........................................................................................................40

2.4 Framework for the evaluation of the role of VBM in 

Mittelstand..............................................................................46

2.4.1 Aim and approach of the subsections.................................................... 46

2.4.2 Value-based management in strategic decision-making in

Mittelstand...................................................................................................47

2.4.2.1 Background for researching VBM in strategic decision-making

in Mittelstand................................................................................................47

2.4.2.2 Review of empirical studies in the context of VBM in strategic

decision-making in Mittelstand.................................................................50

2.4.2.3 Summary of the subsection......................................................................56

2.4.3 Value-based management in objectives in Mittelstand........................ 60

2.4.3.1 Background for researching VBM in the context of objectives

in Mittelstand................................................................................................60

2.4.3.2 Review of recent empirical studies in the context of VBM in

objectives in Mittelstand............................................................................ 61

2.4.3.3 Summary of the subsection......................................................................71

2.4.4 Attitudes towards value-based management in Mittelstand............. 74

2.4.4.1 Background for researching the attitudes towards VBM.................... 74

2.4.4.2 Review of empirical studies touching upon attitudes towards

VBM...............................................................................................................75

2.4.4.3 Summary of the subsection......................................................................78



Detailed table of contents XI

3 Research approach........................................................................................................81

3.1 Aim and approach of the chapter............................................................81

3.2 Key characteristics of the field of research........................................... 82

3.3 Reasoning and logic of enquiry................................................................84

3.4 Methodology................................................................................................87

3.5 Theoretical perspective..............................................................................88

3.6 Methods........................................................................................................91

3.6.1 Interviews as a method of data collection.............................................92

3.6.2 Sampling technique...................................................................................93

3.6.3 Approach to getting access.......................................................................95

3.6.4 Conducting semi-structured, in-depth interviews...............................101

3.6.5 Conducting the fieldwork......................................................................... 103

3.6.5.1 Pilot study..................................................................................................103

3.6.5.2 Main study.................................................................................................105

3.6.6 Data analysis.............................................................................................106

3.7 Ethical considerations, transparency and reflexivity......................... 109

3.8 Summary of the chapter...........................................................................112

4 Findings and discussion...........................................................................................115

4.1 Description of sample..............................................................................115

4.1.1 Company characteristics......................................................................... 115

4.1.2 Background information on the interviewees......................................118

4.2 Strategic decision-making.......................................................................120

4.2.1 Aim and approach of the section.......................................................... 120

4.2.2 How strategic decisions are addressed in the interviews as

context........................................................................................................121

4.2.2.1 Aim and approach of the subsection.....................................................121

4.2.2.2 Different kinds of decision.......................................................................121

4.2.2.3 Different levels of talking about strategic decision-making...............122

4.2.3 Use of (VBM) management tools and Key Performance

Indicators...................................................................................................125

4.2.3.1 Aim and approach of the subsection.....................................................125

4.2.3.2 Business plan and/or planning profit and loss statement................. 126

4.2.3.3 Cost accounting........................................................................................129



XII Detailed table of contents

4.2.3.4 Methods of investment appraisal.......................................................... 132

4.2.3.5 Cashflow....................................................................................................134

4.2.3.6 Balanced Scorecard................................................................................135

4.2.3.7 VBM management tools and Key Performance Indicators..............136

4.2.3.8 Other management tools........................................................................137

4.2.4 Views on the net present value method...............................................137

4.2.4.1 Aim and approach of the subsection.....................................................137

4.2.4.2 Application of the net present value method.......................................138

4.2.4.3 Awareness of the net present value method.......................................141

4.2.4 4 Views relating to the application of the net present value

method and management tools.............................................................142

4.2.5 Summary of the section and discussion...............................................149

4.3 Objectives...................................................................................................159

4.3.1 Aim and approach of the section...........................................................159

4.3.2 Specific objectives of Mittelstand.......................................................... 160

4.3.2.1 Aim and approach of the subsection.....................................................160

4.3.2.2 Securing existence...................................................................................160

4.3.2.3 Market-oriented objectives......................................................................163

4.3.2.4 Employee-oriented objectives................................................................165

4.3.2.5 Independence............................................................................................167

4.3.2.6 Objectives related to internal improvements.......................................169

4.3.2.7 Objectives relating to the size of the company....................................170

4.3.2.8 Increase of company value.....................................................................172

4.3.2.9 Realisation of profit.................................................................................. 175

4.3.3 Nuances in the overall target course....................................................176

4.3.3.1 Aim and approach of the subsection.....................................................176

4.3.3.2 Group OBJ-A: Only other, non-economic objectives........................177

4.3.3.3 Group OBJ-B: Primarily non-economic objectives, in addition

profit and/or earning money as objectives.......................................... 179

4.3.3.4 Group OBJ-D: Profit and/or rate of return as key objectives.......... 180

4.3.3.5 Group OBJ-C: Coexistence of non-economic objectives and

profit and/or rate of return as objectives...............................................182

4.3.3.6 Group OBJ-E: Increase of the company value....................................185



Detailed table of contents XIII

4.3.4 Summary of the section and discussion...............................................185

4.4 Understanding of and attitudes towards value-based 

management........................................................................195

4.4.1 Aim and approach of the section...........................................................195

4.4 2 Understanding and attitudes referred to after open question.......... 195

4.4.3 Understanding and attitudes referred to after the introduction

of the understanding derived from the literature review.................. 199

4.4.3.1 Overall view...............................................................................................199

4.4.3.2 Increase of the company value not relevant (Group VBM2-V-

A)................................................................................................................200

4.4.3.3 Increase of the company value has a certain relevance

(Groups VBM2-V-B and VBM2-V-C)....................................................203

4.4.3.4 Different attitudes towards the shareholder value approach

(Groups VBM2-V-D and VBM2-V-E)......................................................206

4.4.3.5 Discussion in light of the understanding of VBM derived from

literature..................................................................................................... 207

4.4.4 Summary of the section and discussion................................................213

5 Conclusion..................................................................................................................219

5.1 Research gaps and research questions...............................................219

5.2 Findings and contributions in relation to the research

questions...................................................................................................219

5.2.1 Strategic decision-making in Mittelstand..............................................220

5.2.2 Objectives in Mittelstand.........................................................................221

5.2.3 Understanding of and attitudes towards value-based

management.............................................................................................223

5.3 Contribution to knowledge..................................................................... 225

5.4 Limitations and avenues for further research......................................229

Appendices - List of figures........................................................................................231

Appendices.........................................................................................................................233

References..........................................................................................................................281


