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Abstract

Theoretical background: Family businesses are a key aspect of the Polish economy. These are businesses
that remain under the control of the family or are managed by family members, often passed down from
generation to generation. Their importance in Poland is particularly visible in the context of the numerous
small and medium enterprises that form the core of the Polish economy. These businesses often have a rich
history and heritage that can provide a solid foundation for building a strong brand.

Purpose of the article: The aim of this article is to present a bibliometric analysis in the area of family
business brands. This analysis will provide a better understanding of the current literature base and detect
areas for further research.

Research methods: The research method used was a bibliometric analysis, including citation and co-oc-
currence analysis of keywords using the VOSviewer programme, of articles from the Scopus international
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database. 58 publications from 1999 to 2023, focusing on the topic of family business brands, were selected
and analysed. In order to conduct the most precise analysis, research questions such as the following were
formulated: Who are the most influential authors publishing in the research field (in terms of citations) and
who publishes the most? or What is a keyword network?

Main findings: An increase in the number of publications on family business brands has been noticed,
especially since 2018. The highest number of publications appeared in 2023. In total, publications were cited
1,456 times, with the highest number of citations (384) in 2018. The average number of citations per year
was 112. The most cited article is “Concealing or revealing the family?: Corporate brand identity strategies
in family firms” by Micelotta and Raynard (2011), with 173 citations. The largest number of publications
comes from the category “Business, Management, and Accounting”. The most influential authors in this
field are Priigl and Botero. Research emphasises the importance of integrating family values into marketing
strategies and building customer trust, which can be the basis for further research and practical applications
in brand management of family firms.

Introduction

Family businesses are an essential part of the global economy, contributing
significantly to job creation and gross domestic product (D’Allura, 2019). Family
firms account for approximately 36% of the MMSP sector in Poland, highlighting
their significant role in the economy (Dzwigol-Barosz & Dzwigol, 2021). There-
fore, understanding the key characteristics of family firms, their management and
decision-making processes, the unique challenges in succession planning, and their
contribution to the economy and society is crucial. Family businesses also have
many characteristics that distinguish them from nonfamily businesses. The dominant
distinguishing feature of family businesses is the very strong entrepreneurial spirit
of both owners and management (Nordqvist & Melin, 2010).

They are also differentiated by the structure of corporate governance: relation-
ships with principals, building a resource-based advantage, and approaches to cost
generation (Siebels & zu Knyphausen-Aufsef3, 2011). Performance in family busi-
nesses has a complex, multidimensional structure, and a bet on building value chains
(Mazzi, 2011). An important issue in family business performance strategy is to con-
sider both company-orientated and family-orientated performance, which emphasises
the importance of evaluating family business performance from both perspectives
(Basco, 2013). There is also a not insignificant difference between family and nonfa-
mily businesses regarding the importance of preserving the family’s emotional assets
because family business owners place a high value on preserving this capital, this
is reflected in the adoption of various HR practices, which include three categories:
employee skills, compensation and performance evaluation systems, and employee
engagement and communication (Cruz et al., 2011). The competitive advantage
of family businesses is very often based on trust and reputation — key to engaging
various stakeholders, family businesses should communicate their structure and
long-term goals, invest in building trust and reputation, and adapt to the changing
needs of stakeholders (Chaudhary et al., 2021). Family businesses should naturally
use various CSR strategies, which often naturally link the company’s activities to
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the local community (Mariani et al., 2023). The peculiarities of family businesses
also provide them with great opportunities to achieve competitive advantages by
leveraging factors related to innovation and agility (Thrassou et al., 2018). Brand
management in family businesses is complex due to blurred boundaries between
family and business, the divergent interests of family members and nonfamily mem-
bers, and the strategic framework for decision making, where the social-emotional
well-being of the family may take priority (Temprano-Garcia et al., 2023).

Due to the importance of family businesses in the economy, a study was conduct-
ed to analyse the existing scientific literature on family business brands and identify
key authors and research trends in this field. For this purpose, the authors conducted
a scientometric analysis of articles from the international Scopus database to better
understand which topics and publications have attracted the greatest interest from
researchers. The results of this research can serve as a basis for further research and
practical applications in the area of brand management in family businesses, helping
them better integrate family values with business goals. Also, the research method
used is described in the rest of the article.

Literature review

Due to the growing popularity of the topic of family firm brands among researchers,
there has been a steady increase in research and publications in this area (Astrachan
etal., 2018; Nordqvist et al., 2015). The interest in family business brands is probably
due to the specific characteristics and challenges that these businesses face, such as
succession planning, governance, and identity preservation (Pago et al., 2021).
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Figure 1. Number of publications on issues related to (1) Family Business, (2) Brand

Source: Authors’ own study based on (Scopus data, 2024).
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Both researchers and practitioners have become increasingly interested in family
business branding due to its high relevance (Astrachan et al., 2018; Martinez et al.,
2019). Researchers have adopted different theories from different fields to understand
the interaction between family and business systems in family businesses, high-
lighting the interdisciplinary nature of research in this field (Nordqvist et al., 2015).

Figure 1 shows the number of publications for the themes “Family Business™ and
“Brand” between 1917 and 2023. Between 1917 and 1980, the number of publications
for both topics was very low. From the 1980s onwards, the number of publications
starts to increase slowly, with the “Brand” theme seeing more growth towards the
end of the 20" century. Since 2000, the number of publications on “Brand” has
grown exponentially, reaching around 2,500 publications in 2021, indicating the
huge interest in this topic in recent decades. The increase in the number of publica-
tions on “Family Business” is also noticeable, although less exponentially, to around
1,000 publications in 2022, which may indicate a growing interest in research on the

structure and management of family businesses.

Research method

The research method is based on bibliometric analysis related to family business
brands. The publications analysed were selected according to the following criteria:
keywords and scientific articles. The final narrowing concerned the thematic area,
and the following areas were selected: “Business, Management, and Accounting”,
“Economics, Econometrics and Finance™ and “Social Sciences”. The data was down-
loaded on 7 April 2024 from the online database Scopus and then analysed by the

authors, and the analyses were performed using VOSviewer software.

In order to carry out the most accurate analysis, the modified research questions

formulated by Velt et al. (2020), concerning family business brands:

1. Who are the most influential authors who publish in the field under study (in

terms of citations) and who are the most published?
2. What is the network of keywords?

3. Which journals publish the most articles in the field of family business brand-

ing?
4. In what areas is family business branding most associated?

5. Which institutions are the most important in terms of deepening the topic and

which countries account for the largest number of publications?
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Results

There were 58 searches in the Scopus online database, including the phrases
“family business”, “family businesses”, “family firms” or “family firms” and “brand”,
“brands” or “branding” as basis for analyses in the area of family business brands.

Publications and citations on family business brands at Scopus

The first publication dates to 1999 and concerns the Rahmin brothers, who run
one of the many undifferentiated orange juice stands in Marrakech and face a diffi-
cult marketing challenge (Dana & Dana, 1999). Ten years later, another article was
published discussing the possible impact of both family and ethnicity on business
performance in the market (Harris, 2009). On the contrary, we can see a significant
increase in interest in the topic from 2018 onwards. The highest number of publica-

tions was in 2023 — 12 items.
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Figure 2. Number of publications in 1999-2023

Source: Authors’ own study based on (Scopus data, 2024).

Figure 2 shows the number of publications on family business brands between
1999 and 2023. Among the items analysed, we can see that the initial period (1999—
2010) is characterised by low publication activity. From 2011, greater fluctuations are
noticeable, but without a clear upward trend until 2018. After 2018, the number of
publications begins to increase, with a sharp increase between 2021 and 2023. This
may suggest a growing interest in the topic in recent years and increased research

activity in the field.

2023
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Figure 3. Number of citations in 1999-2023

Source: Authors’ own study based on (Scopus data, 2024).

Figure 3 shows the number of citations related to the branding of family busi-
nesses in the literature per year. Between 1999 and 2009, the number of citations is
very low, oscillating close to zero. Between 2010 and 2012, there is a sharp increase
in the number of citations, reaching a peak around 2011 with around 300 citations.
The highest number of citations (384) was recorded in 2018, with an annual aver-
age of 112 citations. After 2018, the number of citations decreases and remains at
a lower level, fluctuating between 50 and 100 citations per year. Overall, the graph
illustrates the variability of the number of citations over the years, with periods of
sharp increases and decreases and a downward trend in the most recent years, which
may indicate the dominance of older, more influential publications.

Table 1. Citation structure of family business brand

Number of citations Number of papers Percentage of papers [%]
Over 150 2 3.5
100-150 2 3.5
50-100 6 10
Less than 50 42 72
0 6 10
Sum 58 100

Source: Authors” own study based on (Scopus data, 2024).

Table 1 shows the citation structure of the articles, which were cited a total of
1,456 times. Three articles among them have more than 150 citations, representing
3.5% of the citations of all published papers. The same situation can be observed
for the number of citations in the range of 100—150. Six publications were classified
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in the range 100—150, which represents 10%. The vast majority (72%) were articles
cited less than 50 times, according to Scopus.

Table 2 shows the 19 most-cited publications in the area of family business

brands. The table shows the title, authors, year of publication, journal, and number
of publications of each article.

Table 2. Most cited papers in the field of family business brand

No Authors Title Year Journal Ctl:;:d
Craig, J.B.,Dibrel, C., Leveraging famlly—l?a'sed brand identity to Jomjnal of Small
1 Davis. P.S enhance firm competitiveness and perfor- 2018 | Business Manage- |261
T mance in family businesses” ment
“ i i ily? Cor-
Micelotta, E.R., Concealing o reYeallng the? famlly. Cor Family Business

2 porate brand identity strategies in family 2011 . 173

Raynard, M. . Review
firms
Binz, C., Hair, Jr. J.E., |, . . . .

3 | Pieper, TM., Baldauf. Explopng the effect of (’ilstmct famll’}: firm 2013 Jowinal of Family 152
A reputation on consumers’ preferences Business Strategy
Astrachan, C.B., “Branding the family firm: A review, an Journal of Famil

4 |Botero, 1., Astrachan, |integrative framework proposal, and are- |2018 Business Strate Y 104
J.H., Prigl, R. search agenda” &Y

“Why the brand of the family business Journal of Business
5 |Lude, M., Priigl, R. matters: Brand authenticity and the family [2018 102
. \ Research
firm trust inference
“The family business an enquiry into Journal of Family

6 Krappe, A" Goutas, L., the construction of the image of family 2011 |Business Manage- |86

von Schlippe, A. . \
businesses ment
Blombick, A., “The dual opening to brand heritage in Corporate Commu-

7 . . . > 2013 | 0 75

Brunninge, O. family businesses nications
“Family firm reputation and humanisation:
. Consumers and the trust advantage of Family Business

8 |Beck, S., Prigl, R. family firms under different conditions of 2018 Review s

brand familiarity”
Binz, C.. Astrachan, »We area family ﬁrm«:' Aq exploratlor} of Jomfnal of Family

9 the motives for communicating the family |2018 |Business Manage- |69
C., Botero, I.C. . "

business brand ment
“Building a family business brand in the Forum Scientiae
10 | Dacko-Pikiewicz, Z. |context of the concept of stakeholder-ori- 2019 . 63
\ Oeconomia
ented value
11 |Parmentier, M.A. “When David met Victoria” 2011 Farrflly Business 52
Review
Blombick, A., “Exploring the logics of corporate brand Cf)rp ?rate Commu-
12 , . . . .S, 2012 |nications: An Inter- |50
Ramirez-Pasillas, M. |identity formation .
national Journal
“A Rose by any other name: are family
Kashmiri, S., Mahajan, | firms named after their founding families Journal of Business
13 . 2014 . 43
V. rewarded more for their new product Ethics
introductions?”
Botero, I.C., w . . . Journal of Family
14 | Astrachan, C. B., Areceiver’s approach to family business | o | 5 oo Manage- |40
R brands
Calabro, A. ment
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No Authors Title Year Journal Ctl’t;d
Block, J.H., Fisch, “Who prefers working in family firms? An .
C.0., Lau, J., T . Journal of Family
15 exploratory study of individual organisa- 2016 . 38
Obschonka, M., . -~ Business Strategy
tional preferences across 40 countries
Presse, A.
Presas, P., Mufloz, D., |“Branding familiness in tourism family Journal of Brand
16 . " 2010 37
Guia, J. firms Management
. “Family presence, family firm reputation .
17 Santiago, A., Pandey, and perceived financial performance: Em- [2019 Jomjnal of Family 34
S., Manalac, M.T. .. . e e Business Strategy
pirical evidence from the Philippines
“Family business employer brand: Under-
18 Arijs, D., Botero, I.C., |standing applicants’ perceptions and their 2018 Journal of Family 34
Michiels, A., Molly, V. |job pursuit intentions with samples from Business Strategy
the United States and Belgium”
Barroso Martinez,
A., Sanguino Galvan, “Exploring family business brands: Under- Journal of Famil
19 |R., Botero, I.C., borng famtly ' 2019 - 7130

Gonzalez-Lopez, OR.,

Buenadicha Mateos, M.

standing predictors and effects”

Business Strategy

Source: Authors’ own study based on (Scopus data, 2024).

The article “Leveraging family-based brand identity to enhance firm compet-
itiveness and performance in family businesses”, authored by Craig, Dibrel and
Davis, received the highest citation as it appears in other publications as many as
261 times. In the article, the authors examine how promoting family brand identity
affects a company’s competitive orientation and financial performance.

The next most cited article is “Concealing or revealing the family?: Corporate
brand identity strategies in family firms” by Micelotta and Raynard (2011), with 173
citations. The article explores how family companies use their heritage in marketing
activities to gain a competitive advantage. The authors identify three main branding
strategies in family companies: family preservation, family enrichment, and family

subordination.

It is also worth noting that the first two articles from 1999 and 2009 were not
included in this table, since the 1999 publication had only one citation and the sub-

sequent one — 13.

Principal researchers and authors of family business brands publications

Research in the area of family business brands is based on the work of 137 re-
searchers, resulting in 58 publications. Table 3 shows the ranking of the authors in
terms of their contribution to the area of brand research in family businesses, taking
into account the number of publications and citations in this area, as well as their
overall scientific output. The results presented in Table 3 show that 13 authors play
a key role in these activities.
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Table 3. The most influential authors in area of family business brand

> —
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CSE|EEE| BF g | 2
8 S22 Eg | 2L 2 | B
— - [ 172] [ 172] ~— - —
g 2 sc2l€%2/ 828 2| 2| =
. - g £ 7] = 172} =8 R= = =
z 2 E <5E|C05E|&5| 2| & | &
1 |Prigl, R. Zeppelin Universitit 7 331 16 22 32 2,083
2 | Botero, I. University of Louisville 5 242 12 22 52 2,890
3 |Hair, o g, | University of South Ala- 2 178 9 | s6 |15 |60328
bama
4 |Micelotta, E.R. | University of Ottawa 1 173 8 11 20 2,738
5 |Raynard, M. | University of British 1 173 8 9 | 17 | 2801
Columbia
6 |Binz, C. Universitdt Witten/Herdecke 1 152 7 10 16 1,245
. University of North Caroli-
7 |Pieper, T.M. na at Charlotte 1 152 7 20 68 3,142
8 |Baldauf, A. University of Bern 1 152 7 16 24 1,122
9 |Blombick, A, |'Onkoping International 2 125 6 | 10 | 12 511
Business School
10 | Astrachan, J.H. |Kennesaw State University 1 104 5 30 119 6,144
11 |Astrachan, C.B. |Universitit Witten/Herdecke 1 104 5 10 16 1,245
12 |Lude, M. Zeppelin Universitit 3 103 5 6 8 249
13 |Beck, S. LBG Open Innovation in 2 98 5 9 16 516
Science Center

Source: Authors’ own study based on (Scopus data, 2024).

Figure 4, on the other hand, shows the most productive authors in the area of
family business brands with at least 2 of the articles analysed.

Among the most influential and productive authors in this area, we can include
Reinhard Priigl (Zeppelin Universitét), who ranks first with 7 publications and 331
citations in the field of branding in family businesses, accounting for 16% of all his
citations. Another highly influential author is Isabel Botero (University of Louisville),
who is in second place with 5 publications and 242 citations (12% of all citations).

The next step was to define co-authorship networks. The data correspondingly
configured collected from the Scopus database was entered into the VOSviewer
software, from which a map was generated (Figure 5).
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Figure 4. Number of publications by more productive authors in fields of family business brand

Source: Authors’ own study based on (Scopus data, 2024).
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Figure 5. A network of relationships between authors working together

Source: Authors’ own study in VOSviewer based on (Scopus data, 2024).
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Figure 5 shows a network of collaborations between authors visualised using
a point diagram. Each point represents a publication, and the lines connecting the
points indicate collaboration. As can be seen in the figure, only one link is visible,
indicating that collaboration between authors in the area of family business brands
is not yet so widespread. The researchers involved are narrow groups of researchers,
often from, for example, one university or country.

Hierarchising the importance of journals that publish family business brands research
results

The articles analysed (58) were published in 32 journals. Table 4 shows the 7
journals in which at least 2 of the articles analysed were published. The journals
shown below represent more than 50% of the analysed publications, which were cited
a total of 1,032 times, with an average citation per publication of 147.43.

Table 4. Scientific journals with the highest number of publications in the field of family business brand

Number of Average Total number of
Rankin Journal publications in Percentage number of | citations in the area
g the area of family | of 58 [%] citations per | of family business
business brands article brand
1 Jou;jnal of Family 3 14 295 177
Business Management
p  |Journal of Family 7 12 37.29 414
Business Strategy
3 Journal of Business 6 10 2333 140
Research
Journal of Product and
4 Brand Management 4 7 275 18
5 Family Business Review 4 7 44.25 261
International Journal of
6 Entrepreneurship and 2 3 207.00 11
Small Business
7 JOWT}’I[Z] of Small 5 3 5.50 1
Business Strategy

Source: Authors” own study based on (Scopus data, 2024).

The highest number of articles (8) representing 14% of the total analysed were
published in the Journal of Family Business Management. On the other hand, the
highest average number of citations per article (44.25) is in the Journal of Family
Business Review, where 4 articles have been published and the total number of
citations is 261.

Table 5 shows the 3 key categories of the Scopus database to which the ana-
lysed articles were assigned. Each article could have been assigned to more than
one category.
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Table 5. The most relevant Scopus categories in the area of family business brand publications
Papers in the Average number T(_)tal_num_ber of
. . . Percentage of hor citations in the
Ranking Scopus categories area of family o of citations per .
. 58 [%] . area of family
business brands article .
business brand
1 Business, Me.magement, 54 93 26.52 1,432
and Accounting
5 Econqmlcs, Econometrics, 27 47 3774 1,019
and Finance
3 Social Sciences 8 14 9.88 79

Source: Authors” own study based on (Scopus data, 2024).

The highest number of publications comes from the category “Business, Manage-
ment, and Accounting”, with 93% (54 articles). The category “Economics, Econo-
metrics and Finance” is responsible for 47% of articles and “Social Sciences” for
only 14%.

Main sources of data analysis — institutions

Table 6 shows the ranking of universities and institutions based on the number
of publications in the field of family business brands.

Table 6. The main institutional affiliates of the authors of publications in the field of family business
brand publications

Number of Average | Total number of
. L publications in | Percentage | number of | citations in the
Ranking Affiliation Country the area of family | of 58 [%] | citations | area of family
business brands per article | business brand
1 Free University of Bozen- Ttaly 6 10 16 9%
Bolzano
2 Zeppelin Universitit Germany 6 10 55 330
3 Universitét Innsbruck Austria 5 9 6.4 32
4 Stetson University USA 4 7 58.25 233
5 Universidad de Granada | Spain 3 5 9.33 28
6 Umvlers1dad Catoll?a de la Chile 3 5 933 28
Santisima Concepcion
7 |Open Innovation in Austria 2 3 49 98
Science Center

Source: Authors’ own study based on (Scopus data, 2024).

The highest number of publications (6) in the area of family business brands were
recorded by: Free University of Bozen-Bolzano (Italy) and Zeppelin Universitit (Germa-
ny), which stands out with a high average number of citations per publication (55) and
the highest total number of citations (330), indicating the high impact of their research.
On the contrary, Stetson University (USA) achieves the highest average number of cita-
tions per publication (58.25), indicating the high value of their publications in the field.



Pobrane z czasopisma Annales H - Oeconomia http://oeconomia.annales.umcs.pl
Data: 28/06/2026 03:30:27

BIBLIOMETRIC ANALYSIS IN FAMILY BUSINESS BRANDS 37

Main sources of data analysis — countries

Figure 6 shows the number of publications originating from a country that have
a minimum of 3 articles analysed in the area of family business brands. For countries,
we can observe that the highest number of publications (13) comes from the United
States.

United States
Italy
Germany
Spain
Austria
France
United Kingdom
Chile
Switzerland
Portugal
Netherlands
Greece
China

Country

f=}
)
~

6 8 10 12 14

Number of publications
Figure 6. Number of publications by country in the fields of family business brand

Source: Authors’ own study based on (Scopus data, 2024).

Figure 7 shows the network of co-authorship between countries. Of the 36 coun-
tries, up to 21 have published a minimum of two articles and 18 of these are linked.
The United States, Germany, and Italy occupy the central positions with the highest
number of connections, suggesting their key role in global research. Countries such
as China, the UK, France, and Australia were also assigned a prominent role, indi-
cating widespread international cooperation in science.
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united kingdom

cyppus

unlt%tates nethaflands

switzgrland australia

= porwgal fraice

southgafrica
seg@ghny

austria hungary
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Figure 7. Co-authorship between countries

Source: Authors’ own study in VOSviewer based on (Scopus data, 2024).
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They were divided into 5 clusters (Table 7): purple (cluster 5), red (cluster 1),
blue (cluster 3), green (cluster 2) and yellow (cluster 4).

Table 7. Co-authorship between country clusters

Cluster 1 (5 items) | Cluster 2 (4 items) | Cluster 3 (4 items) | Cluster 4 (3 items) | Cluster 5 (2 items)
Chile Australia Austria China Switzerland
France Cyprus Denmark Poland United States
Portugal Italy Germany United Kingdom
South Africa Netherlands Hungary
Spain

Source: Authors’ own study in VOSviewer based on (Scopus data, 2024).

Figure 8 describes the change in the dynamics of co-authorship between countries
from 2018 to 2023.
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podeal france
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gef@any
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dentnark

[@5 VOSviewer

2018 2019 2020 2021 2022

Figure 8. Periodic evolution of co-authorship between countries

Source: Authors’ own study in VOSviewer based on (Scopus data, 2024).

In Figure 8, we see that the United States and Germany occupy the central posi-
tions with the highest number of connections. In 2018-2019, connections between
these countries dominated, and in 2020-2021, Italy, Austria, and Spain, among others,
joined the network. In 2022, cooperation became even more intense and complex,
with new participants such as France, China, and Portugal.

Bibliometric analysis of keywords

The results of the bibliometric analysis show that of the 215 keywords appearing
in 58 publications in the Scopus database, 37 occur more than twice.
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Figure 9. Bibliometric map on research in the area of family business brands

Source: Authors” own study in VOSviewer based on (Scopus data, 2024).

Table 8. Co-occurrence clusters in the use of keywords

Cluster 1 Cluster 2 Cluster 3 Cluster 4 Cluster 5 Cluster 6 Cluster 7
(8 items) (7 items) (5 items) (5 items) (4 items) (4 items) (4 items)
branding b‘ra‘md authen- brand heritage family buS}- brand brandn.lg cross-country
ticity ness branding strategies study
family busi- family firm . . |business employer
ness brand brand trust brands branding brand identity history branding
famlly firm consumer communica- 1dent1Fy of brand image en.terpreneur- family firms
image behaviour tion a familyfirm ship
future re- family busi- |family busi- | family firm . . industrial occupational
. social media . .
search nesses ness reputation revolution choice
literature . family busi- | mixed meth-
. family firm
review ness brands | ods
. purchase
marketing intention
. signaling
reputation theory
sustainability

Source: Authors’ own study in VOSviewer based on (Scopus data, 2024).

On this basis, seven clusters were created, each containing at least four elements
(table above). The term “family business” is found in cluster 3 (blue) and is the most
frequently used (19 times), the second most frequently used term is “family firms”
(12 repetitions) assigned to cluster 7 (orange) and the third is “family business
brand” (cluster 1, red) occurring 9 times. This indicates a very strong intermingling
of these terms.

Figure 9 shows the network of associations between the different terms associated
with family businesses, with colours indicating the years in which the research was
conducted, from 2016 to 2022.
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Figure 9. Periodic evolution of keywords

Source: Authors’ own study in VOSviewer based on (Scopus data, 2024).

The early years (2016-2018) were dominated by terms such as “family firm
identity”, “family firm image” and “family trust”, suggesting that the initial research
focused on identity, image and trust in family businesses. More recent research
(2020-2022) includes terms such as “employee branding”, “brand image”
cupational choice”, suggesting an expansion of research into employer branding and
occupational choice in the context of family businesses. There is also an increase in
research on “branding strategies” and “brand trust”, indicating a growing interest in
brand trust strategies and comprehensive approaches to brand management in family
businesses. The central term throughout remains “family business”, indicating its

central role and consistency in family business research.

Discussion

Figure 10 shows a concept map in terms of family business brands, which was
generated using the Scopus Al tool. The concept map is a graphical representation of
the different concepts and the relationships between them, which allows for a better
understanding of the complex structure of the topic under study and allows the topic

to be deepened and analysed in the context of different aspects.

Scopus Al as an analytical tool, has analysed thousands of academic and industry
publications to identify the most important themes and the relationships between
them in the context of family business brands. As a result, the concept map shown
in Figure 10 is a rich source of information that researchers and practitioners can
use to better understand the dynamics of family business brands and develop more

effective brand management strategies.

2022

,and “oc-
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Figure 10. Concept map of family business brands

Source: Scopus Al, 2024.

Central to the map is “Family Business Brands”, around which four main branch-
es diverge: “Branding Strategy”, “Market Focus”, “Communication Strategies”, and
“Brand Framework”.

“Branding Strategy” is related to the concept of “Family harmony”, which points
to the importance of aligning family values in building a cohesive brand. “Market
Focus” focuses on two main areas: “Family Business Branding” and “Family Firm
Identity”. “Family Business Branding” takes into account the unique aspects arising
from the nature of these businesses, while “Family Firm Identity”, in turn, highlights
the core values and heritage that define the brand. Some family businesses actively
communicate their family business brand, while others do not, and the decision to
promote the family business brand is driven by identity motives (Martinez et al.,
2019; Binz Astrachan & Botero, 2018).

Communication strategies include: “Firm Revenue” and “Consumer Perception”.
Firm revenue refers to the generation of profits through market understanding and
appropriate brand positioning. Consumer perception is crucial to brand success, as
it reflects how the brand is perceived by customers. According to Lude and Priigl
(2018), family businesses are increasingly communicating their “family” nature,
which influences consumers’ perception of their brand, leading to greater brand trust
and stronger purchase intentions.

The last branch of the map is the “Brand Framework”, which refers to: “Liter-
ature Review” and “Future Research”. The “Literature Review” provides a theoret-
ical basis and best practices for branding that can be applied to family businesses.
“Future Research”, on the other hand, points to the need for continuous innovation
and improvement in building a sustainable and effective brand. Among other things,
through communication strategies.

The concept map provides a better understanding of how the different elements
involved in the branding of family businesses are interrelated, which is crucial for
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the successful management and development of these brands. By visualising aspects
such as family harmony, brand identity, consumer perception, and future research,
the concept map helps to focus on the most important areas that can contribute to
the success and sustainability of a family business brand.

On the other hand, Siaba and Rivera (2024) mention in their article that over the
last decade the theme of “entrepreneurship and innovation™ has become a major focus
of research on family firms. Research on “entreprencurship and innovation” focuses
on sustainable innovation (including green innovation), the impact of generational
succession on changes in firms’ entrepreneurial orientation, the role of ownership
structure in the innovation process, as well as the impact of socio-emotional wealth
on entrepreneurial quality and success.

Conclusions

Family firms play a key role in the Polish economy, which makes understanding
their characteristics and brand management extremely important. This article presents
a bibliometric analysis of family business brands, based on 58 publications from
1999-2023 downloaded from the Scopus database. The analysis, carried out using
VOSviewer, includes citations and co-occurrence of keywords. Shows increasing
interest in the topic from 2018, with a particular increase in the number of publica-
tions in 2023. In total, publications were cited 1,456 times, with the highest number
of citations (384) in 2018. The average number of citations per year was 112. The
most cited article is “Concealing or revealing the family?: Corporate brand identity
strategies in family firms” by Micelotta and Raynard (2011), with 173 citations. The
largest number of publications comes from the category “Business, Management,
and Accounting”. The most influential authors in this field are Priigl and Botero. The
analysis also reveals that the majority of publications in the field of family business
brands come from journals such as the Journal of Family Business Management and
the Journal of Family Business Strategy. The most influential authors in this field
are researchers from various academic institutions, including Zeppelin Universitét
and the University of Louisville.

Among the most cited articles, papers on brand identity strategy and reputation
of family businesses stand out. The analysis revealed that key research areas include
brand identity, heritage, trust, sustainability, innovation, marketing and community
engagement. Research emphasises the importance of integrating family values into
marketing strategies and building customer trust, which may provide a basis for fur-
ther research and practical applications in the management of family business brands.

In conclusion, the article is a preliminary review of the literature based on avail-
able publications on branding issues in the context of family businesses. The literature
analysis carried out lays the foundation for further research and in-depth analysis of
both the specifics of family businesses and the role of the brand in this context. The
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research should take into account two perspectives: theoretical, covering the basic
concepts of the brand and its importance in building competitive advantage, as well
as the specifics of family firms; and practical, concerning the application of brand
strategy in the market activities of specific family firms and in industries where the

family brand plays a key role.
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