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Key Finding 
Status differences between business leaders cause differential market entry/exit behaviours 
between their firms.   

 
Business Application 
Business leaders can forge social connections to high-status persons in other firms to take 
advantage of status spillover in market entry/exit.   
 
Many business groups in emerging markets, such as Samsung, LG (Korea), Shin Kong Financial 
Holding (Taiwan) and Central Group (Thailand), are connected by marriage at the leadership level. 
People conjecture that they have accumulated wealth and power through kinship, but little is known 
about how marriage between two families actually affects the strategic interactions between their 
respective firms. In particular, when there are status differences between marriage partners, how can 
deference within a personal relationship affect business interactions between their firms?  
 
Drawing on insights from the strategy literature and in-depth interviews with business leaders in Korean 
business groups, I examine how status differences between owner-families in Korean business groups 
– based on gender – influence deferential market entry/exit between their firms. I found that following 
marriage, business groups owned by the husband’s family are much more likely to enter and exit 
common markets, as compared to business groups owned by the wife’s family. Moreover, the 
performance of business groups owned by the husband’s family is enhanced through market entry/exit. 
This is a manifestation of the cultural norms in Korean society, which privilege the husband at the 
expense of wife, and in turn influence different market behaviour between their firms. These results 
underscore the important role of cultural understanding and norms, of which gender inequality between 
husband and wife is just one example. My research presents a novel mechanism demonstrating how 
business leaders can extract advantage over others within personal and business relationships. At the 
same time, business leaders can forge social ties with high-status persons to benefit from status 
spillover in their firms.   
 
 
Read more: Han, J., Shipilov, J., Greve, H. (2017), “Unequal Bedfellows: Gender Role-based 
Deference in Multiplex Ties Between Korean Business Groups”, Academy of Management Journal,. 
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