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1. Introduction

Family firms are one of the development opportu-
nities of advanced economies and contribute large-
ly to their performance (Zellweger, 2017). In the
Czech Republic, for example, it has been estimated
that up to 80% of all Czech firms could be de-
scribed as family-owned in 2023 (Stanglovad
€2024). Family firms are specific to the emotional
involvement of the family in the management of
the firm, which is often in contrast to the rational
economic goals of the business (Gomez-Mejia et
al., 2007). This concept of family involvement in
the firm is called Socioemotional Wealth (SEW)
and defines how family involvement affects the
strategic decision-making of the firm. (Berrone et
al., 2012) Other specificities that distinguish family
firms from non-family firms are innovation and
growth in line with family traditions (De Massis et
al., 2015), the link between family identity and
firm identity (Gomez-Mejia et al., 2011), the reten-
tion of firm ownership in the family and the asso-
ciated transfer of firm management to the next
generation (Berrone et al., 2012), and the tendency
to prioritize family values over purely economic
goals (Debicki et al., 2016).

One of the opportunities for family firms to de-
velop and leverage the emotional involvement of
the family in the management of the firm is in the
area of brand (Micelotta and Raynard, 2011). The
brand of the family firm has become an area of
scholarly interest in recent years, as evidenced by
research conducted by Aparicio et al. (2023), who
identified the main areas of interest for the brand
of family firms.

Pilot research within the Brand and Relation-
ships in the Context of Family Businesses project
showed a possible positive link between Aaker’s
brand equity model and the SEW (Socioemotional
Wealth) model in selected family business sectors.
The results suggested that family values can con-
tribute to building a strong brand. This combina-
tion enables family businesses to gain a competi-
tive advantage and help the development and
growth of the family business (Strakova and An-
dryskovd, 2024). This paper is a continuation of
the pilot research within the project and focuses on
defining the possible connection between brand
elements, family aspects and brand equity.

The follow-up part of the research within the
above-mentioned project focuses on the potential
link between brand equity and family influence
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factors in the area of brand communication. The
aim of the follow-up pilot research project is to find
a more detailed link between the components of
Aaker’s brand equity model and the SEW model.
Following this project objective, the aim of this
study is set as a continuation of the pilot research.

The aim of this study is to identify what brand ele-
ments are used by brands of selected family busi-
nesses in the wine, gastronomy and construction
industries in online family brand communication,
whether they use family ownership and values in
this communication and their subsequent joint in-
fluence on brand equity. Based on the results, an
extension of the research and further validation of
the proposed framework to other industries is
planned.

The focus on brand elements is based on the
idea that it is usually the first contact of the brand
with the customer and thus creates its first brand
image (Keller and Swaminathan, 2020). If brand el-
ements are based on family influence factors, then
this perception is potentially very significant. In
fact, from a brand equity perspective, the correct
linking of brand elements with family aspects
should be clearly reflected in brand performance
(Zellweger et al., 2010).

2. Theoretical Background
2.1 Brand Equity

There is no consensus in the literature on the defi-
nition of brand equity or on its creation or the
model that expresses it. Thus, the literature offers
a large number of models that can be divided ac-
cording to their origin into theoretical models,
which have been developed as a result of research,
and applied models, which have been developed
by brand equity firms (Leone et al., 2006). Anoth-
er possible division of brand equity models is of-
fered by Davcik et al. (2015), who divide models
according to 2 dimensions, which are customer or
firm focus and marketing or financial approach.
The literature offers 2 basic comprehensive brand

Scientia et Societas » 2025

equity models that define brand equity as a set of
several aspects.

The author of the first of these is Kevin Lane
Keller, who defines brand equity as the difference
between a brand’s planned marketing activities
and the customer’s response to those activities.
This model is called Customer-based-brand equity.
Its essence is the gradual creation of brand equity
through 4 consecutive steps in order to achieve
brand resonance. The first step is the development
of brand salience, which aims to create a brand
identity and achieve a defined level of brand aware-
ness. The next step is to achieve brand perfor-
mance defined as satisfying customer needs
through the product associated with the brand. At
the same time, brand image creation takes place as
a result of the customer’s perception of the brand
and the intangible added values. The third level is
the building of desired reactions to the brand,
which consist of opinions about the brand formed
on the basis of the quality, credibility and priority
of the brand, and the feelings that the brand evokes
in the mind of the consumer. The final target state
is the consumer’s identification with the brand, or
the creation of brand resonance (Keller and Swam-
inathan, 2020).

The author of the second model is David Aaker,
who defines brand equity as a set of assets and lia-
bilities associated with a name and a symbol that
increase the value that a product brings to a com-
pany. These groups are Brand Awareness, Brand
Loyalty, Perceived Quality and Brand Associations
(Aaker, 1991).

2.1.1 Brand Awareness

Brand awareness means that a consumer is likely
to prefer a brand that is generally more well-known
or that he or she knows personally when deciding
whether to buy a product. The strength of brand
awareness can be measured and defined by famili-
arity and popularity, defunct several levels of
brand awareness from brand identification, to re-
call, to first recall, to dominance in a given catego-
ry (Aaker, 1991).



According to Keller and Swaminathan (2020),
brand awareness consists of brand recall, which
determines whether customers associate a brand
with a particular product category, and brand rec-
ognition, which defines whether customers recog-
nize an already known brand among competitors.
For a company, the benefits of brand equity consist
mainly of increased brand awareness and, as a re-
sult, the ability to retain existing customers and at-
tract new ones.

2.1.2 Perceived quality

Keller and Swaminathan (2020) define perceived
quality as the quality perceived by the customer
with respect to the purpose of use and competing
products. They cite performance, features, con-
formance, reliability, durability, service availabili-
ty, and style and design as dimensions for evaluat-
ing product quality. This shows that perceived
quality does not only depend on the quality of the
product itself, but also on other intangible assets
associated with it. In order to define the desired
level of perceived quality, it is necessary to know
what level of quality the target segment requires
(what they perceive as a quality product). The cre-
ation of a quality product alone does not guarantee
the creation of brand equity. The customer must
also perceive the product as quality (Aaker, 1996)
because perceived quality often influences con-
sumer decision making. As one of the customer’s
clues for creating perceived quality is the price of
the product. Perceived quality forms a link be-
tween brand equity and economic performance of
the brand (Keller and Swaminathan, 2020).

2.1.3 Brand Associations

Brand associations encompass all the associations
that are made with the brand in the mind of the
customer (Aaker, 1991). These associations can be
linked to the function of the product or they can be
abstract (Keller and Swaminathan, 2020). They
can be product features, advertising or symbols
(Aaker, 1996). The consumer forms brand associa-
tions based on previous experience, information

presented by the brand (Aparicio et al., 2023).

From the brand (firm) perspective, the basis for
forming brand associations is brand identity (Aak-
er, 1996). One of the authors defining brand identi-
ty is Kapferer (2008), who defined the concept of
brand identity prism. According to this concept,
brand identity is made up of personality, physique,
relationship, reflection, self-image and culture,
where just one of the areas of culture is the family
background of the company (Kapferer, 2008).
Keller (2020) distinguishes two types of brand as-
sociations. The first group is Core brand associa-
tions, which are the most important associations
associated with the product, and secondary brand
associations, which are formed as a result of the
association of the brand with the company, coun-
try of origin, distribution channels, events, person-
alities, other brands.

According to Keller (2020), there is a close link be-
tween brand associations and brand awareness,
where strong, unique and favorable associations
can lead to brand awareness regardless of their or-
igin and vice versa.

2.1.4 Brand Loyalty

Brand loyalty is an important part of brand equity
because it defines a group of loyal customers (Aak-
er, 1991). In practice, it means that the customer
prefers the products of a given brand over compet-
itors. Brand loyalty can provide a brand with some
predictability of demand and create a barrier to en-
try for competitors (Keller and Swaminathan,
2020). The greatest creation of brand loyalty oc-
curs when the customer achieves brand resonance
(Keller, 2020). Kohr et al. (2021) identified that
brand loyalty is influenced by brand credibility
and customer experience with the brand.

2.1.5 Brand equity model

According to the original brand equity model, all
dimensions contribute simultaneously to brand
equity from the perspective of both the brand own-
ing firm and the brand user (Aaker, 1991). This
concept has subsequently been modified by Yoo
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and Donthu (2001) who argue that brand aware-
ness, brand associations and perceived quality are
the sources of brand loyalty that constitute brand
equity. The concept was subsequently confirmed
by research by Bravo Gil et al. (2007) who modified
it for family businesses. Keller and Swaminathan

(2020) also add another perspective on the linking
of dimensions by considering perceived quality as
the core of brand equity created by brand associa-
tions that lead to the formation of brand loyalty.
This linkage is supported by Yoo and Donthu’s
(2001) modified Aaker’s model of brand equity.
Gilitwala and Nag (2022) also offer an extension of
the view of Aaker’s model of brand equity. Specifi-
cally, they add the influence of brand image, which
they define as the customer’s perception of the brand.
At the same time, they argue that brand image is
the link between the brand and the customer and
therefore will always contribute to brand equity.

2.2 Brand Elements

One possible approach to integrating brand equity
theory and customer insight is to consider brand
elements, which frequently act as intermediaries
between the customer and the brand, influencing
initial perceptions that form brand associations
and brand awareness. These elements serve to dif-
ferentiate the brand from competitors (Keller and
Swaminathan, 2020; Aaker, 1996). Keller and Swa-
minathan (2020) identify the following brand ele-
ments:
¢ Brand name: The brand name is considered
one of the most visible brand elements and is
often the initial point of contact for customers
in the context of a brand (Aaker, 1996). Concur-
rently, the brand name is among the most cru-
cial brand elements, as customers form prelim-
inary brand associations within a few seconds
of contact with the brand name (Keller and
Swaminathan, 2020). This illustrates that the
brand name can independently generate brand
associations and brand recall, frequently with-
out the involvement of other brand elements
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and brand knowledge. The brand name is
strongly associated with the product category
in the customer’s mind; thus, it is essential to
select it with regard to its associations, recogni-
tion, and credibility within the category (Aaker,
1991). The brand name, when combined with
identity, represents one of the key avenues for
the creation of brand awareness (Rotfeld, 2008).
It is of significant importance to give careful
consideration to the selection of a brand name,
as once a brand name has been established, it is
challenging to alter the associated brand aware-
ness and associations (Aaker, 1991).

Logo: Together with the brand name, the logo
constitutes a significant component of the tan-
gible visual brand elements and serves as a pri-
mary distinguishing feature from competitors
(Diktas and Akgiin, 2021). Additionally, it rep-
resents the origin and ownership of the brand
(Keller and Swaminathan, 2020). The brand
name and logo should be in alignment with
each other to facilitate the formation of brand
associations (Aaker 1991) and brand aware-
ness, a particularly crucial aspect for logos that
incorporate the brand name as a component. In
contrast to the brand name, the logo offers sev-
eral advantages, including the ability to be up-
dated more readily in accordance with contem-
porary trends, versatility, and the formation of
associations with a multitude of product cate-
gories. There are numerous possibilities for the
visual representation of the logo. A logo may be
either highly abstract, which is easily recogniz-
able but difficult to associate with a particular
brand, or concrete, often containing a brand
name. A logo should be strongly recognizable,
distinctive, and easy to remember in order to
achieve positive brand perception and brand
performance (Keller and Swaminathan, 2020).
According to Luffarelli et al. (2019), a more spe-
cific descriptive logo or, conversely, a logo com-
posed of a name and an image is perceived as
more authentic, similar to black and white log-
os (Bresciani and Del Ponte, 2017).



The presence of a family aspects in the brand of a family business can be one of the
sources of its competitive advantage because each family has a unique history,
identity and reputation. This fact makes each family an inimitable unit and helps
to differentiate it from non-family firms. Family firms tend to have a better reputa-
tion and brand image and appear more credible from the customer’s perspective
than non-family firms, especially if they present their family, its values through his-
tory and name as part of the brand. In this case, the family's interest is in creating a

positive brand image.

Symbol: A symbol can be defined as a physical
element associated with a brand that is recog-
nized by consumers as a distinctive feature, fa-
cilitating brand recognition (Keller and Swami-
nathan, 2020).

URL: The URL web address is closely related to
the brand name, as the majority of brands uti-
lize the same brand name and URL (Hashim &
Murphy, 2007). If brands have the same URL
name and brand name, it is more convenient for
customers to recall the brand, increases the
likelihood of brand recall (Keller and Swamina-
than, 2020), increases brand awareness, and
enhances the brand’s credibility, security, and
reliability, particularly if it can be transferred
from offline brand identity to online brand
identity (Hashim and Murphy, 2007).
Character: A character demonstrate human
characteristics, which can be either a real phys-
ical person (representing themselves or assum-
ing a role) or animated (Keller and Swamina-
than, 2020). Personality is one component of
brand identity prism (Kapferer, 2008). By artic-
ulating a distinctive personality, a brand tends
to attract attention and enhance customer affin-
ity, influencing all dimensions of brand equity
(Chang, 2014). In contrast to a brand name, a
personality is influenced by trends, necessitat-
ing more frequent updates (Keller and Swami-
nathan, 2020).

Slogan: In the context of brand management, a
slogan is defined as a short phrase that captures

the unique brand values (Keller and Swamina-
than, 2020). A slogan can be regarded as an ex-
tension of a brand name or symbol, offering ad-
ditional context and associations (Aaker, 1996).
However, in contrast to a brand name, they are
more readily amenable to change over time.
Conversely, they have a longer lifespan than
marketing campaign slogans. Slogans facilitate
the development of brand awareness, image,
and, in the case of product-related slogans, per-
ceived quality (Keller and Swaminathan, 2020).
In order for a slogan to have an impact on brand
equity, it must be specific, memorable, and as-
sociated with the brand (Aaker, 1996). Howev-
er, as Keller and Swaminathan (2020) have ob-
served, there is a risk that overly familiar
slogans may in turn have a negative effect on
brand equity because customers do not think
about what the slogan means and what values it
conveys.

» Jingle: A jingle is defined as any musical mes-

sage related to a brand (Keller and Swamina-
than, 2020). It is frequently utilized to foster
brand awareness for a new product (Aaker, 1991).
In order for a brand to be memorable, a jingle
must be catchy and often mention the brand in
a humorous and entertaining manner (Keller
and Swaminathan, 2020). Consequently, brand
awareness and desired brand associations are
formed (Sharma et al., 2023). Frequently, the
meaning of the product and the feelings associ-
ated with its use are also communicated, which
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limits their transferability to other brand prod-
ucts (Keller and Swaminathan, 2020).

» Packaging: Packaging serves a number of func-
tions beyond the mere conveyance of a brand
and its associated message to the customer.
These include the protection of product content

and the facilitation of product functionality. It is
therefore essential that these functions are in
harmony with one another and the brand. Pack-
aging is one of the brand elements that form the
strongest brand associations, often by serving
as one of the clues of brand recognition. As is
the case with character, packaging can be up-
dated and adapted to trends over time (Keller

and Swaminathan, 2020).

The aim of choosing brand elements is to create
brand awareness and to create the desired brand
associations and brand image, which results in the
creation of brand equity (Keller and Swaminathan,
2020). The importance of the brand element for
the creation of brand equity is also shown by Aak-
er (1991) who argues that for assets to contribute
to value creation, they must be associated with a
brand name or symbol.

There are several potential options for linking

Figure 1 » Brand Identity Prism

brand elements and brand equity. For example,
Kapferer (2008) considers brand elements as part
of the brand identity prism, where they manifest
themselves in the physique. The specific elements
he includes here can be logo, color, sound, scent,
packaging, location, parent company identity, slo-
gan, and others that are associated with a brand or
product and help differentiate it from competitors.
The whole concept of brand identity prism can
therefore be seen as one potential way of linking
brand elements with family and aspects and brand
equity.

The other possible option of linking brand ele-
ments, family and brand equity is through brand
story, which can be understood as a story that ex-
plains the values and mission of the brand and
transforms them into brand elements that are then
communicated to the stakeholder (Crespo et al.,
2023). The consistency of brand elements contrib-
utes to the ease of creating a brand story, which in
turn leads to higher brand element recognition,
better differentiation of the brand from competi-
tors, building trust and emotional connection be-
tween the brand and the customer, which in turn
can result in brand loyalty (Moin, 2020).
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2.2 Family Brand and Business

The influence of family on brand equity was stud-
ied by Gil et.al. (2007), who in defining the brand
equity of a family firm based on Aaker’s model,
which was adapted by Yoo and Donthu (2001). He
considers family information and marketing ac-
tions (Advertising, Price, Promotion) as attributes
that have an impact on brand equity dimensions.
The main finding is that communication of family
aspects through the brand has an impact on brand
equity. Specifically, it has the greatest impact on
awareness, associations and perceived quality
(Bravo Gil et al., 2007).

The presence of a family aspects in the brand of
a family business can be one of the sources of its
competitive advantage because each family has a
unique history, identity and reputation. This fact
makes each family an inimitable unit (Astrachan et
al., 2018) and helps to differentiate it from non-
family firms (Zanon et al., 2019). Family firms tend
to have a better reputation and brand image and
appear more credible from the customer’s perspec-
tive than non-family firms (Debicki et al., 2016),
especially if they present their family, its values
through history and name as part of the brand. In
this case, the family’s interest is in creating a posi-
tive brand image (Deephouse and Jaskiewicz,
2013).

The use of family aspects as part of the brand
creates a perception of greater brand authenticity
for the customer, which in turn is a condition for
creating greater brand loyalty (Zanon et al., 2019;
Lude and Priigl, 2018) and brand credibility. The
loyalty and trustworthiness thus created influenc-
es the customer’s purchase decision, (Lude and
Priigl, 2018), where he tends to prefer family
brands over non-family brands. The disadvantage
of family businesses may be that they are often
small or medium-sized businesses with limited
capital, which may hinder their further develop-
ment (Gallucci et al., 2015).

Another family aspect that affects brand image
and reputation is Socio-Emotional wealth (Apari-

cio et al., 2023), which is defined by the emotional

involvement of the family in the firm’s manage-
ment strategy, where family firms tend to prefer
the preservation of family values over purely finan-
cial goals (Gémez-Mejia et al., 2007).

The goal of brand management of a family busi-
ness is to find the unique values and elements of
the family identity that need to be transferred to
the company’s brand so that they are as consistent
as possible. These unique elements of the family
brand identity help the customer to form associa-
tions with the family brand and brand image (As-
trachan et al., 2018). This connection also works in
reverse, where the use of family aspects in image
creation fosters a relationship with the customer
(Kohr et al., 2021).

One of the conditions for the creation of the de-
sired family brand image is the correct communi-
cation of the family aspects of the brand through
brand elements, which should communicate to the
customer the connection between the family and
the company. For this communication to be suc-
cessful, family members involved in the operation
of the firm should identify with the firm’s brand
(Zanon et al., 2019), as the brand identity of the
family firm is closely linked to the identities of the
family members (Deephouse and Jaskiewicz,
2013). This is not to say that it does not evolve over
time. As the family firm is passed down from gen-
eration to generation, the values and identities of
family members change and, a result, so does the
brand identity (Aparicio et al., 2023).

Specific family aspects that can be communi-
cated through the brand to the customer and thus
link the brand to the family firm are family history,
family values and traditions (Zanon et al., 2019),
name (Deephouse and Jaskiewicz, 2013), family
reputation, family role in firm and brand manage-
ment, quality orientation (Astrachan et al., 2018),
and family personality. Today, family firms use ad-
vertising, product packaging, and websites to com-
municate brand, brand elements, and family as-
pects (Lude and Priigl, 2018).

Another of the family values communicated by
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Figure 2 » The relationship between Family aspects, Brand element and Brand equity

Family Aspects >

Brand Elements

Family Brand Equity
Awareness

> Associations

Perceived Quality
Loyalty

Source: Own research based on theory

the family business brand is the quality orientation
based on family values (Berndt and Meintjes, 2023).
Communicating family quality creates a better
brand image in the mind of the customer and the
association that family businesses guarantee high-
er quality products and services (Soler et al., 2017).
The perception of family brands as higher quality
improves their overall brand image and credibility
(Kohr et al., 2021).

Family businesses are often inextricably linked
to the place where the family comes from. The
country of origin thus creates another opportunity
to differentiate products from competitors, and
when family and country of origin aspects are
communicated together, a unique combination of
the two can emerge (Spielmann et al., 2022).

Previous research conducted as part of the
same project has shown that combining Aaker’s
brand equity model with the SEW model can con-
tribute to the development of family businesses.
The following diagram shows a summary of the
theory for the link between Family aspects, Brand
elements and Brand equity and also forms the
starting point for the research.

The above diagram defines the framework for
subsequent data collection and also shows a sum-
mary of the above theory.

3. Methodology
For the purpose of this study, the definition of a

family business is based on the definition of the
Ministry of Industry and Trade and the govern-
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ment resolution. A family firm is defined as a firm
that is majority owned by members of one family
and at the same time members of that family are
part of the firm’s management or employees. The
reason for choosing this definition is to focus on
Czech family firms and the Czech business envi-
ronment.

The selected sectors are wine, gastronomy and
construction. The main reason for the selection of
wineries is that a large number of wineries in the
world are also family businesses (Spielmann et al.,
2021). At the same time, these wineries are charac-
terized by the use of family aspects in the brand
communication on their website (Berndt and
Meintjes, 2023). The second chosen industry is
gastronomy, which shares a large number of char-
acteristics with wineries, such as the dependence
of brand image on the geographical origin of the
brand (Kim and Kim, 2018). At the same time,
businesses in the gastronomy industry do not pay
enough attention to brand management (Majid et
al., 2016). The last industry is construction, which
was also chosen in the pilot research as an indus-
try where family businesses also play a large role.
Unlike the wine or gastronomy industry, the con-
struction industry has a significantly different po-
tential for using family business factors in branding.
Because family businesses in this industry have a
higher tendency to focus on keeping the business
family owned (Strakova and Andryskova, 2024).

The research sample consisted of 5 family firms
from each industry. These firms were selected with
respect to geographical location and all firms were



simultaneously worked with as part of the re-
search for the project. All of the analyzed firms op-
erate mainly regionally and have their headquar-
ters in the Uherské Hradisté district. The geograph-
ical constraint was chosen because the place of
origin of the brand has an impact on the custom-
er’s perception of it (Veseld and Zich, 2013) and it
was recommended as one of the possible develop-
ments of the pilot research conducted to combine
Aaker’s brand equity model and the SEW model
(Strakovéd and Andryskovd, 2024). The district of
Uherské Hradisté was chosen because one of the
analyzed sectors is wine production, which has the
strongest link to the region of origin (Depetris
Chauvin et al., 2024) and this district is part of the
Slovacké wine sub-region, which is one of the most
important wine regions in the Czech Republic
(Slovackd vinatskd sub-region, 2024).

The research was carried out using the desk re-
search method in the period September 2024. The
specific data sources for the desk research were
chosen to be online communication channels such
as websites, social networks (Instagram and Face-
book) as modern options for brand communica-
tion. These channels were then explored through
qualitative content analysis. The process of its
elaboration was divided into two steps. The first
step of the analysis was to identify which brand el-
ements are used by family business brands in on-
line communication. The selection of the brand el-
ements studied was based on the theory defined
by Keller and Swaminathan (2020), where for the
purpose of the research the elements logo and
symbol were considered as one element. For the
next step of the research, the four most commonly
used brand elements were identified. These ele-
ments were examined in the content analysis in
terms of their connection to family ownership or
value elements.

The basis for the search and subsequent defini-
tion of family aspects were the results of a litera-
ture search. These areas include family history,
family values and traditions (Zanon et al., 2019),
family name (Deephouse and Jaskiewicz, 2013),

family reputation, family role in corporate and

brand management, quality orientation (Astra-
chan et al., 2018), and family personality. In this
step, two areas were examined. The first area ex-
amined in which brand elements each brand uses
family aspects. The second area analyzed what
manifestations of family and family aspects occur
in the online communication of family brands.

4. Results

4.1 Brand elements used in online brand
communication of the family company

The first part of the research shows the results of
the first step of the content analysis of online com-
munication focusing on finding out what brand el-
ements are used by family business brands of se-
lected industries in online communication.

The table shows that all brands use the brand
elements name, logo and URL in their online com-
munication, which can be considered the mini-
mum necessary. It can also be seen that, given the
nature of the industry, the only industry using
packaging as part of online brand communication
is the wine industry, which uses labels on wine
bottles. This is evidenced by research such as (Mu-
eller et al., 2010). that the label is one of the impor-
tant elements of brand communication in the wine
industry. For the other two industries, the packag-
ing element is not present because it is more about
services from a supply perspective. Among the
other brand elements, character and slogan are
used in a few cases. The character element is pre-
dominantly used by wineries and conversely not
used by brands in the gastronomy sector, which
can potentially reduce brand loyalty and affect cus-
tomer emotions and satisfaction (Lee et al., 2009).
An element that was not present in the online com-
munication of brands is the jingle.

From the above analyzed brand elements, the
most frequently occurring brand elements, which
are brand name, logo, character and URL, were se-
lected for the second part of the content analysis
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Table 1 » Using of brand elements in winery

Company

{

Winery 1

Jingle Packaging

{

Winery 2

Winery 3

Winery 4

Winery 5

Gastronomy 1

Gastronomy 2

Gastronomy 3

Gastronomy 4

Gastronomy 5

Construction 1

Construction 2

Construction 3

AN NI N N N U N U I N N N N I N N

Construction 4

AR N N N N N N N N N N A N A AN
X X X X IX X X X X X X X X X X

Q

Construction 5

AN N U N N N A N N U U U U O N
X iX ixiKixX X ix xixix SIS iK
X X iX X IiXIiX X IXIiXiX X X Xix9|x
X iX ixXixixix X xixix SIS iK
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v The brand uses the brand element
% The brand does not use the brand element

Source: Own research

focused on the occurrence of family aspects in
their online communication.

4.2 Occurrence of family aspect in the
selected brand elements

This section is devoted to the results of the second
step of the content analysis aimed at identifying
the occurrence of family aspects in individual
brand elements.

4.2.1 Winery

Winery 1: The first family wineries analyzed use
websites, Facebook, Instagram and LinkedIn for
online communication. The main family aspects
for brand communication is the surname, which is
part of the brand name, logo and URL and is also
the company name. At the same time, they often
emphasize in their communication that they are a
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family business. It does not use family history or
family values for communication. The owner’s per-
sonality only appears in the communication in 1
photo on the website and as part of social media
posts, but with no connection to the family. The
situation is similar for the history, where the histo-
ry of the business is described without any con-
nection to the family.

Winery 2: The second winery analyzed uses a
large number of family aspects as well as brand el-
ements in its online communication. The main
family aspects are the family values, which are rep-
resented by the story component, the logo, and the
family surname, which appears in the brand ele-
ments name and URL. For online communication,
they use the website, which from a communica-
tion perspective is used to communicate the brand
values and context, and the Facebook, which is
used to communicate news and events.



Winery 3: The third winery analyzed presents
itself on its website as a family winery with family
traditions and values that it passes on to its brand.
It conveys them in the form of a hint of family his-
tory and family values, combined with quality pro-
duction and handicraft. The website also includes

an introduction to the individual family members
associated with the winery who feature as brand
personalities. For further online communication, it
uses Facebook, where it works with the brand’s
history and geography rather than the family as-
pects. A similar strategy is evident with Instagram.
Although the brand name is not linked to the fam-
ily name, it uses other family aspects of the brand
in its communication at the same time as having a
strong connection to the place of origin.

Winery 4: The fourth winery is a small family
winery. It uses only a website for online communi-
cation. On it, it presents a wide range of family as-
pects. Specifically, the family name that is part of
the brand name, the family history and values that
are linked to the brand story and the quality of the
production. The last family aspect is the personali-
ty of the owner and managing director, which
forms the brand persona and is communicated
through photographs associated with family and
company values.

Winery 5: The last winery has a different focus
from the others analyzed, not only on wine pro-

Table 2 » Using of brand elements in winery

Element

Winery Brand 1

duction and sales, but also on breeding activities.
For online communication, it uses only a website
to communicate its history and unique offerings in
wine breeding. From the family aspects, it commu-
nicates the family history and the way family mem-
bers are involved in the management of the compa-
ny. In terms of brand elements, all the analyzed
elements are present in the brand communication
and except for the logo, the family aspect is present
in all of them

Table 1 describes which brand element the
brand uses and in which ones the family aspect is
present. It shows that family aspects tend to occur
most in the brand elements brand name and URL.
At the same time, it can be seen that if a brand uses
a family aspect in the name, then this element also
occurs in the URL. Brands make the least use of the
family aspect in the brand elements character and
logo. Family winery brands significantly commu-
nicate brand elements through story.

Table 3 shows which family aspects brands use
for their communication through brand elements.
Wine brands clearly work significantly with the
family name aspect, in the case of wineries it is the
surname. Another element that tends to appear
frequently in winery family brand communication
is family values. A surprising result may be the low
level of use of family history, even though the
brands analyzed present a long tradition on their

Character

Winery Brand 2 v v v -
Winery Brand 3 - - - v
Winery Brand 4 v v v v
Winery Brand 5 v - v v

v The brand element contains family aspect
— The brand element does not contains family aspect
% The brand does not use this element

Source: Own research
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Table 3 » Using of Family aspects in winery

Family Name

Connection Role of family

aspect Slname) Values History t!1e fami!y men:lbers ip
with quality the family business

Winery Brand 1 | v - - - -

Winery Brand 2 v v - v -

Winery Brand 3 - v - v v

Winery Brand 4 v v v - -

Winery Brand 5 v - v - v

« The family aspect is used in brand

— The family aspect is not used in brand

Source: Own research

website. Similarly, we can also talk about the low
use of the association of family with the guarantee
of quality, which is an important purchase deci-
sion element in the case of wineries (Martinho,
2021).

4.2 Gastronomy

Gastronomy 1: The first company under examina-
tion in the context of the gastronomy industry is a
restaurant that forms part of a hotel complex, but
whose name is different from the company’s name.
The connection between the family and the brand
name can be found as part of the story, which pri-
marily describes the history of the location where
the hotel with the restaurant is situated. However,
there are also indications of the relationship be-
tween the brand name and the family name. Other
family aspects are absent from the brand’s commu-
nication. The family name is present in the brand
name, URL, and to a limited extent in the story and
logo. The content of the online communication is
primarily focused on the accommodation and res-
taurant offerings.

Gastronomy 2: The second family business is
distinctive in that it owns three distinct entities
(brands): two restaurants and a hotel. For the pur-
poses of this study, these will be considered as
three distinct brands. The hotel’s brand communi-
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cation strategy leverages the establishment’s ur-
ban location and aligns with the company’s core
values. There is no evidence of the utilisation of fa-
milial aspects in any of the brand elements. The
brand communication of the first restaurant is
based on the location and includes elements of the
restaurant’s history. Similarly, the hotel brand ex-
hibits no evidence of a connection between family
and brand elements. Both brands utilize brand
name elements, a logo, and a URL that incorpo-
rates the brand name and element story. The sec-
ond restaurant also lacks brand elements, al-
though the presence of the name in the brand
name suggests the potential for such an associa-
tion. However, this restaurant uses only the name,
logo, and URL containing the brand name among
its brand elements.

Gastronomy 3: A third family-owned company
in the gastronomy industry uses family history and
family values related to the quality of the product
offered on its website, which it translates into a
brand story. The company utilizes the family name
in the brand name, in the logo, and in the URL, al-
though the name is presented in a modified form.

As illustrated in Table 4, brands of family-
owned companies operating in the gastronomy
tend to utilize the family aspect of brand commu-
nication to a significantly lesser extent than other
types of companies. Of the sample, only one brand



communicated its family background. It is interest-
ing to note that none of the analyzed brands oper-
ating in the gastronomy used character in their
communication. According to Lee et al. (2009),
character is an important brand communication el-
ement in the foodservice industry that influences
customer satisfaction and emotions and conse-
quently brand loyalty. Similarly, story plays a sig-
nificant role in brand communication in the food-
service industry, as observed in the wine industry.

The table 5 does not provide any surprising re-
sults when considered in the context of the previ-
ous table. The family aspects that were present in
the brand elements were name, values, history,

Element

Gastronomy Brand 1 -

Table 4 » Using of brand elements in Gastronomy

and the association of family and quality. However,
all elements were present in only one brand. With
regard to the name, the brands of family-owned
gastronomy tended to indicate a connection to the
industry, as they contained some of the labels “res-
taurant” “hotel,” and “kantyna”.

4.3 Construction

Construction 1: The first construction company is
a medium-sized enterprise that engages in digital
communication via the Internet and social media
platforms, namely Facebook, Instagram, and
LinkedIn. Its website features a multitude of brand

Character

Gastronomy Brand 2 -

Gastronomy Brand 3 -

Gastronomy Brand 4 -

Gastronomy Brand 5 v

|
|
X X X X X

v The brand element contains family aspect
— The brand element does not contains family aspect
% The brand does not use this element

Source: Own research

Table 5 » Using of family aspects in Gastronomy

Name

(Surname) Values

Family aspect

Gastronomy Brand 1 - -

History

Connection
the family

Role of family
members in
the family business

with quality

Gastronomy Brand 2 - -

Gastronomy Brand 3 - -

Gastronomy Brand 4 - -

Gastronomy Brand 5 v v

v The family aspect is used in brand
— The family aspect is not used in brand

Source: Own research
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elements, including the name and logo, which
share identical wording. However, the URL exhib-
its slight discrepancies in wording. Concurrently,
the company provides a comprehensive account of
its history, comprising solely of its own achieve-
ments and past projects.

Construction 2: The second construction com-
pany is a small, family-owned business, as indicat-
ed on the company website, which lists only fami-
ly members as owners. However, the company
employs only a limited number of family aspects in
its communications. These include allusions to the
company’s history, values, and the involvement of
family members in its operations. Notably, the
family name is absent from the brand name, logo,
and URL. The website serves as the primary plat-
form for online communication, with the primary
focus being on the company’s services, contact in-
formation, and past projects.

Construction 3: The third family-owned con-
struction company under examination does not
utilize any familial aspects in its brand communi-
cation. Upon initial observation, the company’s
identity as a family enterprise is not readily appar-
ent. In regard to its brand element, the firm em-
ploys solely the brand name, logo, and URL. The
website is utilized primarily for the presentation of
product and service offerings, as well as the show-
casing of successful projects.

Table 6 » Using of brand elements in Construction

Element

Construction Brand 1

Construction 4: As with the previously dis-
cussed example, the fourth family business exhib-
its a striking absence of any family aspects in its
brand communication. The brand element com-
bines the brand name with the logo and, to a less-
er extent, the URL, along with a brand story based
on the company values and history. The website’s
content primarily focuses on the product and ser-
vice offerings.

Construction 5: The final construction compa-
ny is a small, family-run enterprise. Its website in-
dicates that the current company is the successor
to a building and carpentry company, yet there is
no evidence of any family aspects or other family
associations. A similar lack of detail is evident in
the use of brand elements, which consist solely of
the brand name and logo with a URL carrying the
brand name. The website’s content is primarily fo-
cused on communicating the company’s offerings
and past successful projects.

The data in the table 6 indicates that family-
owned construction companies utilize minimal
family aspects in their branding strategies. The
only exception to this was the brand of construc-
tion company No. 2, which did make use of family
aspects. Conversely, it can be observed that, as in
the case of gastronomy, there is a low incidence of
the character element. The websites and commu-
nications of these brands tend to prioritize the of-

Character

Construction Brand 2 -

Construction Brand 3 -

Construction Brand 4 -

Construction Brand 5 -

|
|
X X X { X

v The brand element contains family aspect
— The brand element does not contains family aspect
% The brand does not use this element

Source: Own research
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Table 7 » Using of family aspects in Construction

Name

(Surname) Values

Family aspect

Construction Brand 1 - -

Connection
the family

Role of family
members in
the family business

History

with quality

Construction Brand 2 - v

Construction Brand 3 - -

Construction Brand 4 - —

Construction Brand 5 - -

v The family aspect is used in brand
— The family aspect is not used in brand

Source: Own research

fering of products and services over brand commu-
nication per se. This may be attributed to the
distinctive nature of the industry and the potential
for a focus on B2B and B2C market. In contrast to
the previous two sectors, there is a lesser inclina-
tion for the construction industry to utilize story in
its communications.

A review of the construction companies ana-
lyzed revealed that none used a family name or
surname in their name. Brand names were found
to be composed of abbreviations, to contain a ref-
erence to the industry, or to be names that did not
evoke any associations with the industry.

S. Discussion

The first part of the discussion is devoted to the re-
sults of the first part of the content analysis, which
aimed to find out which brand elements are used
by family business brands in online communica-
tion. All the brands analyzed use the name, logo
and URL of the website, which can be considered
as the minimum necessary for a brand nowadays.
However, the results suggest that companies virtu-
ally never use the full potential of the possible
brand elements in their brand development. This
can probably be linked to the fact that brand devel-
opment in small family firms is often rather hap-
hazard and unsystematic, while at the same time

small firms lack the resources for strategic brand
development (Odoom et al., 2017). This is particu-
larly true for the gastronomy and construction in-
dustries and relates to the character element. By
underutilizing the character element, a brand can
potentially lose one of the sources of brand equity,
as according to (Keller and Swaminathan, 2020),
character has the potential to create a more person-
al relationship between the customer and the
brand.

An analysis of the individual brand elements
shows that all brands use the same or similar word-
ing of brand name, URL and logo, which helps
brands build credibility and increases the likeli-
hood of brand recall and brand awareness (Keller
and Swaminathan, 2020; Hashim and Murphy
2007). At the same time, according to Aaker (1991),
it leads to stronger brand associations and can po-
tentially strengthen brand awareness.

The second part of the discussion is devoted to
the results of the connection of individual family
aspects and their occurrence in individual brand
elements. From the results of the use of family as-
pects as part of brand elements, it is evident that
brands in the wine industry use the most family as-
pects, which is confirmed by the research conduct-
ed by Berndt and Meintjes (2023) for this industry.
Contrary to the initial assumption based on the re-
sults of previous research in the project that the
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Figure 3 » How connetion between family aspects and brand elements can influence brand equity
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Perceived Quality
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Source: Own research

wine and gastronomy sectors would use similar
family aspects as part of online brand communica-
tion (Strakovd and Andryskovd, 2024), we con-
clude that the wine sector is the only one of the
three sectors analyzed that tends to use family as-
pects for online brand communication. At the
same time, it is noticeable that it is not at all typical
for the construction industry to associate a compa-
ny’s brand with family. In this sector, the emphasis
in online communication is on the offer and its
quality. This finding is in line with the results of
previous research, where family firms in the con-
struction industry focus their strategy on quality of
work and customer satisfaction (Strakovd and An-
dryskovd, 2024). In terms of building brand equity,
focusing on quality may be one of its sources as it
can influence perceived quality. This is in line with
the results of Hofling et al. (2024).

For the gastronomy industry, the results show a
strong association with the industry, which may
have the effect of increasing brand recall as part of
brand awareness (Keller and Swaminathan, 2020).
This finding suggests that family-owned brands in
the gastronomy industry do not tend to use family
ownership to create brand awareness, but instead
use the connection to the industry to create brand
awareness.

Looking at the different family aspects appear-
ing in the communication of each brand, it is not
possible to identify a predominant aspect. When
brands of family businesses choose to use the fam-
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ily aspect, they often tend to use the family name
or surname.

Customer trust in the brand and their experi-
ence with the brand’s products is important for
creating brand loyalty (Kohr et al., 2021). One op-
tion for building brand trust is to use family as-
pects (Lude and Priigl, 2018). The results suggest
that brands in the wine industry could use this
trust-building option. Conversely, the results sug-
gest that building brand loyalty through positive
product experiences could be used by the con-
struction and gastronomy industries.

The potential impact of the above-mentioned
combinations of brand elements and family as-
pects will most likely be strongly influenced by the
industry, market and nature of the target custom-
ers. This is also evident from the differences that
emerged in the behavior of the individual compa-
nies/brands analyzed. Of course, the approach to
management (Micelotta and Raynard, 2011), and
in particular the approach to strategic develop-
ment of the firm/brand (Astrachan, 2010), also has
a major influence on the effectiveness of brand de-
velopment using brand elements and family as-
pects.

6. Conclusion
This article examined the influence of family on

brand communication using brand elements in re-
lation to their possible influence on brand equity



and the theory of Socioemotional Wealth. The re-
search builds on a pilot study carried out within
the same project, which demonstrated the link be-
tween Aaker’s brand equity model and Gomez’s
SEW model, which can serve as a tool for the de-
velopment of family businesses (Strakova and An-
dryskova, 2024).

This paper focuses on the research on brand
communication of family businesses, which differ
from non-family businesses by the involvement of
the family and its emotions in the management of
the firm (Gomez-Mejia et al., 2007). Brand ele-
ments were chosen for brand communication, and
their importance for brand and firm management
was theoretically proven by the Brand equity model.

One of the main findings is that the only sector
of the three analyzed that tends to use the family
nature of the business to a large extent for brand
communication is the wine sector. In contrast to
the assumption that the gastronomy sector would
also communicate the family origin of the compa-
ny through the brand, the results show the oppo-
site. Family firms in the gastronomy and construc-
tion sectors communicate the family origin of the
firm only to a minimal extent. Instead, their online
communication tends to focus more on the con-
nection to the industry and business area in the
case of the gastronomy industry or the quality of-
fered in the case of the construction industry.
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Using family aspects in the creation of brand elements for online brand communication of
family businesses

ABSTRACT

Family businesses are a specific type of enterprise abundantly represented in today’s national economies.
They are characterized by the emotional and value involvement of individual family members in the man-
agement of the company combined with rational objectives of company management. This behavior of fam-
ily firms is expressed by the Socioemotional wealth model. In many cases, family values are also reflected in
the family firm’s brand communication through brand elements, which is an important part of brand man-
agement because it serves as the customer’s first contact with the brand. This article serves as a pilot study
to explore online brand communication of family companies in the wine, gastronomy and construction in-
dustries. The aim of the pilot study is to define a framework defining the link between brand elements and
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family aspects used in online brand communication and their joint influence on brand equity. The results
show that the wine industry is the only one of the 3 sectors analyzed that uses family aspects in the brand
communication of family businesses. The other 2 industries use family aspects in brand communication
only to a minimal extent. Furthermore, the results offer possible perspectives on the combination of brand
elements and family aspects and their potential influences on each area of brand equity.
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Brand Elements; Brand Equity; Socio-Emotional Wealth; Family Business; Family Aspects
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