
Table of contents

Foreword........................................................................................................................................... V

Preface............................................................................................................................................ VII

Table of contents............................................................................................................................. IX

List of tables................................................................................................................................. XIII

List of figures................................................................................................................................. XV

List of abbreviations...................................................................................................................XVII

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

1.1 Motivation and research gap.................................................................................................. 1

1.2 Research goals........................................................................................................................3

1.3 Definition of family firms......................................................................................................5

1.4 Definition of key marketing terms........................................................................................7

1.5 Structure o f the dissertation...................................................................................................9

2 Research on marketing in family firms................................................................................11

2.1 Theoretical perspectives....................................................................................................... 11

2.1.1 Resource-based view.................................................................................................... 11

2.1.2 Organizational identity theory......................................................................................12

2.1.3 Socioemotional wealth theory.......................................................................................13

2.2 Literature review..................................................................................................................14

2.2.1 Consumer perceptions of family businesses................................................................29

2.2.1.1 The consumer as a research object............................................................29

2.2.1.2 The firm as a research object.....................................................................35

2.2.2 Family firm identity and culture.................................................................................. 36

2.2.3 Family firm image and reputation............................................................................... 38

2.2.4 Family firm branding...................................................................................................41

2.2.5 Family firm market orientation................................................................................... 44

2.2.6 Family firm marketing practices................................................................................. 44

2.2.7 Family firms and corporate social responsibility.........................................................47

http://d-nb.info/1139185454


2.3 Summary...............................................................................................................................49

3 Research methodology and experimental design............................................................... 57

3.1 Experimental setting............................................................................................................ 58

3.2 Experimental design and manipulation...............................................................................59

3.2.1 Design type....................................................................................................................59

3.2.2 Manipulation.................................................................................................................60

3.2.3 Test product...................................................................................................................64

3.2.4 Manipulation check...................................................................................................... 65

3.3 Participants........................................................................................................................... 68

3.3.1 Selection of participants............................................................................................... 68

3.3.2 Acquisition of participants and execution of experiments...........................................69

3.3.3 Final data set..................................................................................................................71

3.4 Construct validity and reliability......................................................................................... 71

3.5 Data analysis technique........................................................................................................ 72

4 Study 1: The power of a family firm brand: An experiment in how communicating the

family status affects consumer brand choice and willingness to pay...................................... 75

4.1 Abstract................................................................................................................................ 75

4.2 Introduction..........................................................................................................................76

4.3 Theoretical background........................................................................................................ 79

4.3.1 Brand authenticity........................................................................................................79

4.3.2 Signaling theory and branding.....................................................................................81

4.4 Research model and hypotheses......................................................................................... 83

4.4.1 The family firm brand and consumer preferences..................................................... 84

4.4.2 The mediating role of perceived brand authenticity and its antecedents................... 86

4.5 Methodology........................................................................................................................ 88

4.5.1 Manipulation and experimental setting.......................................................................89

4.5.2 Sample and procedure.................................................................................................. 91

4.5.3 Measures........................................................................................................................93

4.5.3.1 Dependent variables....................................................................................93

4.5.3.2 Control variables.........................................................................................98

4.6 Results.................................................................................................................................. 99



4.6.1 Model fit........................................................................................................................99

4.6.2 Direct effects...............................................................................................................101

4.6.3 Indirect effects.............................................................................................................101

4.7 Discussion and research implications...............................................................................103

4.8 Practical implications........................................................................................................ 106

4.9 Limitations and future research......................................................................................... 106

4.10 Conclusion.........................................................................................................................108

5 Study 2: Family firms and consumer happiness: Are consumers of family firm 

products happier than consumers of non-family firm products?.......................................... Ill
5.1 Abstract.............................................................................................................................. I l l

5.2 Introduction........................................................................................................................112

5.3 Theoretical background..................................................................................................... 115

5.4 Research model and hypotheses.......................................................................................118

5.4.1 Family firm status as signal of doing good.................................................................120

5.4.1.1 Family firms as good employers.............................................................. 120

5.4.1.2 Family firms and corporate social responsibility.....................................123

5.4.2 Doing good and consumer happiness.........................................................................125

5.4.2.1 Family firms and consumer happiness for sale........................................126

5.4.2.2 Family firms and general consumer happiness........................................126

5.4.3 Moderation................................................................................................................. 129

5.5 Methodology..................................................................................................................... 130

5.5.1 Method........................................................................................................................130

5.5.2 Manipulation.............................................................................................................. 131

5.5.3 Sample and procedure................................................................................................133

5.5.4 Measures..................................................................................................................... 134

5.5.4.1 Dependent variables..................................................................................134

5.5.4.2 Control variables.......................................................................................138

5.6 Results................................................................................................................................139

5.6.1 Direct effects............................................................................................................... 140

5.6.2 Indirect effects............................................................................................................ 142

5.6.3 Moderation effect.......................................................................................................143



Inhaltsverzeichnis

§ 74 Verfahren bei Übermittlungen.............................................................. 342
§ 75 Berichtigung und Löschung personenbezogener Daten sowie

Einschränkung der Verarbeitung.........................................................  343
§ 76 Protokollierung.....................................................................................  343
§77 Vertrauliche Meldung von Verstößen..................................................  344

Kapitel 5
Datenübermittlungen an Drittstaaten und an internationale

Organisationen
(nicht kommentiert)

§78 Allgemeine Voraussetzungen...............................................................  344
§ 79 Datenübermittlung bei geeigneten Garantien.....................................  346
§ 80 Datenübermittlung ohne geeignete Garantien.....................................  346
§ 81 Sonstige Datenübermittlung an Empfänger in Drittstaaten.................  347

Kapitel 6
Zusammenarbeit der Aufsichtsbehörden

(nicht kommentiert)
§ 82 Gegenseitige Amtshilfe........................................................................  347

Kapitel 7
Haftung und Sanktionen

(nicht kommentiert)
§ 83 Schadensersatz und Entschädigung....................................................... 348
§ 84 Strafvorschriften................................................................................... 349

Teil 4
Besondere Bestimmungen für Verarbeitungen im Rahmen von 

nicht in die Anwendungsbereiche der Verordnung (EU) 2016/679 
und der Richtlinie (EU) 2016/680 fallenden Tätigkeiten

(nicht kommentiert)
§ 85 Verarbeitung personenbezogener Daten im Rahmen von nicht in die 

Anwendungsbereiche der Verordnung (EU) 2016/679 und der
Richtlinie (EU) 2016/680 fallenden Tätigkeiten.................................  350

Literaturverzeichnis........................................................................................  351
Stichwortverzeichnis......................................................................................  353


