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Abstract

Over the last three decades, tourism has become one of fastest growth industries in
the world (World Travel and Tourism Council, 2009). Globally, provision of accommodation
is dominated by family run businesses, owned or operated by members of a single family
(Kanthan and Anjaneyaswamy, 2009; Zapalska and Brozik, 2007; Getz and Carlsen, 2005;
Peters and Buhalis, 2004). Therefore, family businesses in the tourism and hospitality
industry are significant in terms of both numbers and economic value but have justrecently
been researched by academics. However, few academic researches on family run hotels in
Thailand, where the empirical work was carried out, have been reported.

The visions and goals are crucial in deciding the direction of the business for family
business (Chua wazatwz, 1999). Several studies of business owners within the tourism
industry have identified the prominence of characteristics and goals which are different from
traditional entrepreneurship (Morrison, 2006; Getz, Carlsenand Morrison, 2005; Getz and
Carlsen, 2000; Gartner, 1990; Carland,Hoy, Boulton, and Carland,1984). Therefore, the aim
of this research is to examine family and owner-operated businesses’ goals: start-up,
operation, the family, and the succession of the enterprise.

The significant results show that the primary motivations for starting a hotel
business were keeping the property or business in the family and enjoying a good lifestyle.

The goals pertaining to the operation of the business identified the delivery of a high quality
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product/service is a high priority and ‘It is best to avoid debt as much as possible’. The
respondents’ highest family related goal is to ‘earn enough to support the family’. The
overall visions and goals of family run hotels are not profit oriented but support previous
research demonstrated that lifestyle and autonomy factor were predominant in tourism and
hospitality sectors (Peters wazatwe, 2009; Getz wazatws, 2005; Nilsson wazate., 2003;
Andersson LLazatwe., 2002; Ateljevic and Doorne, 2000; Getz and Carlsen ,2000).
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