CHAPTER EIGHT

The Mas De Torrent Group:
| Case Study of “Family Branding” SR
: in Tourism Firms |

resis, Dolors Mufioz and Jorne Guia

vact |
Jittle research has been done-on the creation, development
¢ty of 2 family corporate brand in toutism family firms. In

nid ¢
His case study, we aimvat first developing a concephual model of the
4 of ‘a family corporate brand in totrism firms, then later
sciibe and analyze the case study 1o explore to what extent the
¢is of the model are observed in the case. The concepal model
developed taking as a reference some oOf the general literature on
snding, and adapting it to the case of family firms in the tourism
Three elements are essential in the model: strategic vision,
organizational culture and corporate” image. After proposing the
sdsL we analyze the case of a family hotel business in the Costa .
4, Catalonia (Spain). On one hand the case ilustrates and
nows evidence of the presence and relevance of the family values in
hé corporate brand. On the otherhand, the case shows how the par-
iciilar famaily values or “familiness” on which the brand is butltsup-
rts'sustainable practices of tourism developiment, a particular pat-
11 of business. growth and developmént, and proves how ¢he fact”
~of being 2 family business becomes an essential part of the tourist
“experience for the guest, Therefore, the values of a tourist family fizm
“strongly afféct both the experience and satisfaction of guests and the-
-path and type of development of the business over the years.
levwords: Familiness, corporate branding, family values, busi-
‘tiess growth, sustainable practices. :
ey dudience: Family business -owners, non-fami
mily business advisors, students. C
Horkshon style: Discussions on the interprefations of the case
the perspective of theoretical model. :
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case first In trodizces the Titeratirk o1 fami By busi nessea‘_és
Tmﬁééﬁ sector and the brand constradtion of the:sz cp;rijpam .
Ui- S : al miodel is proposed and some .
an’ expleratory conceptual miodel Is proy d
1 expleratory  concey : : ; : some
,-_f{idris %eﬁ?ed, Finafly, .the case of a tourism-based ]E?mé;} .
A }?ﬁ‘énﬁ%‘?zéé' making use of interviews and qualitative metho sd .
' u};é are then presénifed in the form of an -mterngtatmn}_f; ’
SN . 1 vnhioc ES 03[ e
scussion on the influence of the family values on J.ni;ci{ripc e
E;ééﬁg‘ of a family business and its effects, together whki ie L{}f
A Hy businesses make 1
reridati t tourism-based family busine:
e s o te brand to heéln them
ir familiness wi reating & corporate brand io help
jeir familiness when creating s rate brand o hom
liiz'ﬁé'iéz*-d remain competitive. And finally, a_zeaahmgdnot‘, fo
& LA - . g ’ . &
ea;‘nzrtémiar case study and the conclusion are presented.

Introduction. S

Traditionally, most questions regarding family B
general have been included in Hierature on SMEs or
neurshio. From the G5 g Browth of the interest in e
family businesses as an independent phienomenon' |
{(Sharma, Chrisman & Chua, 1996; Smyrnios, Romane,
19973,

Family businesses apd especially tourist-based famif
es should not just be analyzed asg individual, indepe
gories, as in rural and peripheral areas they contribute to t
opment and maintenance of the community, the
CCOnOmY, In addition to 3 conservation of thefy environ)
traditions, which are the resources mainiy responsibié for at:
tourlsts (Getz, Carlsen & Mortison, 20043, L

Although there are many investigations whiclh -stid
businesses from different perspectives at a disciplinary and
fual level, none have vet studied the influence which family
exercise on corporate branding, and their consequences; T
vance of this investigation therefore centers on the dey
and exploratory analysis of a conceptual model of Corporate’l
ing applied-to a family business, ;f“un_damemaﬁ}a it considers th
family business wij develop its corporate brand and- PIOg
keeping with its own ideals, S

At this stage, and in patticular in what refers to +he o
quences of family branding for the strategic decisions that'fa
business make, we FESLECE our analysis to the case of tourtsm
family businesses, In further research this analysis can be £xpan
to other types of family firms and other sectors. 2

Many tourists are attracted to and EIHOY 4 type of authent:
tural experience, especiaily as it provides opporiunities for learnt
about everyday life in communities and families {Notzke, 1
Wanhill (1997) observed that those families that own torikm h
HEesses may themiselves become part of the tourist experience
visitor, in addition o Increasing visitor satisfaction. This fact ¢o
stitutes the basis of what we term famity branding in tourisn,
sTeation of a family brand, which could become a powerful elem
t0 gel a competitive advantage in the family business, Additionall
the values of such a famiiv-owned fourism firm will have specifl
consequences on the SUstainability of the business tself anc orrits

Browth strategy, as well as nn the destination in which they are
embedded. Some of these COMSEqUences are much more matkedd
the toustam business, which justifies the restricted analysis of ¢
model for tourisny firms at this expioratory stage,

" Theoretical background

Thetourism-based family company - e oo o -
T motives, the objectives and the behavior oi; ’ET;;; f;, s of .
tourkim-based famnily businesses% differ niim:; gz.x;s;;) ;:1 Olt nafgi o
otipariies, as tourism attracts - many avestor  motivated by
estyle and independence. The main. objective of these x tva
s"ig;ddgif;io work for oneself in more a’frasm{:i mzwji{‘;i
ings such as rural areas and the pezipi?enes,. zl_ns%ead‘ (‘: . j;;::zﬂm
obiective of growth and the atizinment of qm‘L,_:\_,‘ ortern
profits, which is what companies in oﬂ%er‘ sec.t‘pri-uf_u_a j; {}})i}‘;
(Sitiger- "'E.Janahu ;-1992; Sharma ef al. 39%; etz & (,‘ar 5@1}, 2! tmt.
et of not necessazily desiring company g?.owih_ mecznls that
Céiiiﬁﬁéira‘%i&"e'}jgf' few new jobs are created, and the fe&iu fva}jx;iad
contracted are usually m-embersi c;i}glg same family (Westhe :
1997, xerson, Black & MoCool, oo e
7 .ifs‘géz{}c?t’(}'urism-bageé- famity com pa'nies mja‘_‘y: bec;?slﬁ?:f
s of their objectives and their motzvati_ox}s_ fO} s{gi-“ixn_’i;;m{e
s's'%’Getz, Carlsen and ?%f!;')rrisozw{ 2004}, H}?ze aie P;tioﬁ e
. buéinesses, for example, which focus on the Qrg'anifviw o
s andfor guided tours during the- ifv‘*eekenés, thj‘ 3;{’1 ’ d“;n_
which 1§ fotally independent from. the main t:}?r:,ugaﬂ:;o;d ?, La_mg_ e
“e1s. Theré are also “fuli-time” companies, which in _11121;}- »;h‘e s are
ccatized i the farily. home itself, and these are relate tg?f hob-
he founders, such as the Créé{i‘i{)p .,Of a r;c%m;z saa ;‘301 ro;ﬁ
ng trips; and those activities {'Ezﬁ'icult fci bj;p%;ul;time”
iy 1iFe, stk as bed and Breakiast Eoﬁdgmgs.‘(}-mik ull-time”
'ﬁiﬁénies aré those which are dedicated to. econon .

3 sondary 1o e main fdmily
o UWBICH provide a source of income secondary 1O e 1w

Horse i
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{e preservaiion {)f thie area and iés Lzadmons* as tourists
1 > usually attracted by these dspects, thelr loss would have con-
quences with rtxpcu tor the c;zmqt;tv o'f chients visiting thiose
aréas.

i family busingéses, fhe_ fartitly may be 2 1;023 ly impottant part
of thie product Or, tOUFSE selvice, ex;;emé when the company
s Iocated in the family bome or on one of its properties.
According 1o W anhill { }ﬂ%'}, famities may be part of the expe-
ience of toutistn and mav increase chient .\atbfd{‘tmﬁ as they
nay provide betier information and understanding of the atea;
anie )

'mms *i'f'i;a*;ﬁd family cmnpm;ex are able to show the tourist
: authenticity of the ares, offering a g)crsona}l:?e{i sefvice to
: a,fmrisw; W i:;c}t means that muus*x can feel they are part of the

activity, such as agro-tourism n-aiabi*shmev}%s 1“118: 0ﬁg1n of tl'u
final category of family companies can be found in {he desire
nead to diversify the family source of ncome aﬂaf{}r omam extg

Many towrism-based family companies do not deveiep bey,
the foundation stage of the model created by Gersicky Daws
ii‘lmgmn & Lansberg (1997). The motives for this lack of. progres
sion (Getz et al, 2004) derive from different elements suchas: -
{1} there is no desire to grow Ot 1o maxiznize profits and to'avo
accruing the debt involved in requesting loans for expansion;.
the lack of professionalism of the businessmenfwomen Tirnit
thelr growth, as the tourdsm sector does not mpose dhy bat
ers for those investors with Hetle or no experience in the SECH

the solution to this problem is to employ professionals {o man
age the company. Many companies however, do not make §
ficient profits or operate at a large encugh scale 15 take
external stalf, meaning that the majority of workers are famiily
members Wbc may 1ot alwavs earn a wage of :,aiarlf,s (Getz [

al., 2004);

(3) the marked seasonal nature of tourism chmng eexruai speaﬁ
months, long weekends and public holidays makes the empio
ment of extra staff necessary; the main pmolem involved with
this seasonal characteristic is related to the Toss of profitability
and the viability of the company {Baum, 1998), unpedﬁw ar;y
possible ¢ yowth {Brown, 1987

2

_ ?' Fe fm L' Bm rﬂs& e }”f}wrwz ssmé r-f;;spztf,@iz‘} (200 }xdenuﬁ a series -
g D< in ’*he

gf Sfifi’?‘(’si is ¢ ;rz* f=f f{zzm v brasding in fourtse and Botel
-:f)fg’ﬁf’ff’&{"& As such, the appropriale researchi guestions are: (1)

4) the sons;c‘myhfe,fs, or those inheriting the business- dO"HO
e e o it e g 7 there détermined aspects of tourissy and the hotel busiriess .
wish to continue with the family business as they have séen s .
which influence the sirengths or weaknesses of g fourism-based
that it requires a large amount of dedication and long wor‘ang .
: mzzfy company? {2} Are there opportunities and unique aspects
days, and in exchange, little economic benefit is obtained; af - z;?y branding in towrise gd the hote] tade?”
o 7 fly
{53 the Tack of innovation in these tourism-hased establishhen

means that they can be very easily substituted, as all of them
usuaily have the same characteristics and services; this means
thtf&ft}}’t that competition is usually highly iatense, and 1ot
only among businesses, but also amnong tourist destinations T
order o gvoid the negative consequences of this compef:ltio
these family businesses have to position themselves in a market
niche, Le, in a determined market, and attract a'h%ghiy-spt‘.v_
cialized publc.

Despite the problemns making their business work ibaf fcﬁmsm

based family companies face, they also benefit from a series of

advaniages (Getz ¢ al., 2004) which are:

{1} faroily Dusinesses make significant aoutri%)tztibns o -ﬁ}e s{}m
muaity and to calture, and are easily visible In rural areas and
peripheral arcas where they provide eoonomic developmet

i aznom‘ct= brmd;ng is-the practice. of using 2 company’s name
dsa ;};odu - brand pame. It is an attempt to leverage corporate
rand-equity to {reate product brand recognition. It Is a type of
fiy 'biazxcng orumbrella brand. The concept of family branding
ing strategy that fnvolves the sale of various products
. tes frem a company under one brand name. If the
ang has va EuL in %erms of acceptance by custommers, then ail prod-
ugts ) same brand name should be welcomed.
iete is, ??’“’}siﬁ}}, <z second mesning of the ey family brand-
slngali s developed by W az‘hx 1 {1997y and occurs when the family
ot fmniv buisiness, which becoires part of fhe tourist experience
ang m lomg COMMmuT m“‘.‘, i Imtroduced in the corporate brand of
-__;’ihn amily firm.
i EG a‘mxé confusion with these twn meanings of the term family
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> company and the later nnst be ceheiem
wvaliies mts !O’Xi{iiie\ 1991). As such every fanmi-
iness must create a brand in accordance with its principai
;md’m busigess xahze\, with 4 specific product, which WIH
'a k)uimc with vho;zz it %Lares ximsiar wz}ueﬂ

anaing, we use branding “familiness” o refer to Wanhiil’s
ing and the term family brand ing 1o yefer io ijramimg b‘;f megy
an umbrelia brand :
Literature on branding in forms us that bmnﬁmﬂ 18 noty
differentiatin A aspedt, it also acts as an mstrument 16 Cfﬂatg 451
valie w the product. To put it another way, & brand s ag of
which offers clients an added value and that is based on ifs
which reach beyond their suictly functional tasks, These adde
ues or brand values differentiare the offer and mrovide x base
that clients feel a preference or have invalty tewar;i_s,one _com
and not w another (Knox, 2004).
The brand consists in 2 name, a svmbol ora daszgn or
bination of all three, It Is used 1o ;desz‘c the goods ot service
company and differentiate it from its competiton {O \iaﬂev 19t
Despite this, the only purpose of a brand 15 to Lons’fmat ari
of its product {Cleary, 19§11 C ompanies develop brands i orde
atiract and maintain clents, As a value, an unage; a CEfEAT prés :
or a ffestyle is promoted with each brand, A good brand will
vide a value for the client and confidence in those ‘H()du(:i's nd
the same brand, in addition to an acceptance of i new pr
whiclt enter the market, :
In the case of family businesses, this brand namé niay! beth
suriame of the company founder, When the customers view th
COIMPAnY name as a person, it is a personification approach tha
used to undersfand the corporate brand mmge of the busih
(Vinhas D Silva & Faridah Syed Ahwi, 20081, I all events, any fai
wre within the company affects the | mmge of the family (Getz ¢td
2004} And the opposite, the success of the company, ezzgendezs
prestige and recognition of the & imily, which owns the busiriess.
As such, branding olfers fami fy companies the charicé to com
mercialize its products using the vision and the culture of the ¢om
Dany as unique elements of its moc‘iuc is {Ackerman, 1998 Baimet
1995, 2001; de Chematony, 1969, 7 001; tad, 1997), Habbershon
Williams (19997 deseribe i:he A{smz?v busmess as unusually Comple
dynamic and rich in intangibie resources. This set of tritar gible
resources is what makes a family busma% become vmqut, and, cai
be cmapsuiaieé in the term familines
The term has been used by Habbms%mn Williams & ’\Jfar:\villlan
(2003} 1o refer to the result of the interactions betwien dlfforenf
memnbers of the family, the business they own and the oMMty
with the potential to creste a ¢ ompetitive a uvam‘*ag} ora d;saﬁvan-
tage for the company, in a direct or indirect manner ( {Dyer & %m@h
1999 Strmon & it 2007
The family business bra;‘zzi therelore becomes a reflection of 'th

<
o)
jeny
=
1
i
g
4

: )’3 e aimm but 1¢) tne {“ii‘&d@ﬂ of mmwes o; ai% the stakn—

' Izers pariners, the local conmununity, etc. (Hatch & Schultz, 20010,

7 @}{g&i@f&iwy model of corporate %}g‘anémg foa’

ourisni-based famséy firms
Ui model of the forma ation of a brand in toudsm fazm}‘ﬁ' bu:%
sand its main consequences takés a8 g basis the Hatch ef ol

ation of a corporate brand,
13 the medel of Hatch of of. {2001}, the corparate btand anses
1 the Hink of three main elements, which are ¢ (1) the strategic
Asion, (2} the arganizational culture and (3) the corporate images.
Thes 5?1}&.{‘ faciors are defined in the following manner,. -according
Hatch @ al, {2007): The sfrategic visivn is the main idea which is
‘behind the company, and which epresents and expresses every-
hmg, which the company seeks 1o achieve in the long-term. From
this cq}mpam* vision the mission, the company philosophy and its
“objectives, arise. The orgasizational culture 15 a collection of
compam values, bellefs and premises which must be communicat-
e i all those whe work In 'e:hﬁ company. And the corporate i image
cotrprises the different viewpoints of the crganization heié by the
wlders, that is, the opinions and the impressions which dif-
ex 3pé30§,ze I contact with the company have, such as ¢l ilents,
L {’;z)_k_m,es the media, the public in gencral, among others, This
bereeived dmage will be transiated nto corporate reputation and
il promote the fdelity of <;ffezeﬂt stakeholders with respect o

b __mss mfkwn, which mmpmea the company w%ueﬂ
%vg%ﬁv relevant role in the development of any COTOPANTY,
h‘i itlacts 45 a differentiating factor among ,_o;;}parur:ﬁ ’ts
ihe existénce of centralized vaiues which are inculcated by
i the | ramm, means that the dev elopinent of the company s coher-
Enewith these values.

In family bisinesses, it has been Obsérved that the role of the
cfounderis fundamental, as the company develops In accordance
ol hisfher values. These values have been transmitted 1o the rest

in the business, such as emplovees, clients, investors, sup- -

891; maodel which depicts the factors that interact in the ;>1c}ce<;s '

Toagt
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of the family and to the workers, and are usually. hainiaing
shioughout the life of the company. As such, it miav.be sald that
family businesses usually have a pyramidal structure, as the foimder

is at all thnes the reference during business activity; ever thongl
he/she may not be active within the company. ' s

This entire collection of vatues contributes to the creation of
corporate brand, which relates constantly to the valiies of the farg
ity. These values aiso act as a differential factor with respect 16 com.
petitors. All the stakeholders within the company must be awate of
these values; this means that both the family.and conipan
employees are responsible for tansmitting -these values 16 th
clients. As a consequence, all the actors in the company willh
the samae Image of the company. e

Furthermore, any lack of cohesive values and objéctives aii I
family merabers in the company and among other ¢mployees )
be reflected In the products and the services offered. This may
der the creation of a single image by all the stakeholdets and
of a single brand for the entire company, in addition fo sedu
the quality of the products and services offered. 1f siich . inte
probiems in a family business are not solved, an intertal crisis fra
arise, one yhich could cause the company to'faill =70

In this context, vee tried to relate the concept of familiness wit
the process of corporate brand formation through the developmen
of a conceptiral model. With this background we prepose a mo
depicting how family values and the other iritdngibles resolired
which we label with the term “famniliness,” are -Icpr_éssemed;iﬂ thi
corporate brand of the farily business by means of thetr presen
in the strategic vision, crganizational culiure and corporate i
of the family firm. L

Also, the model suggests some important implicatioss OF COE:
sequences of these values for a tourism family firm in térms of ¢
contribution to sustainable practices, the business growth: path
the firm and the actual expetence and satisfaction of the tourist
visitor

CHAPTER §-

- Figure v Familiness and corporate branding
in tourism-based family frms
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__;E_rs'}m '-:ti_l_e elements in the mode! angd their links, degaict"ed i
gure Labove, we derive the following particalar hypothesis oy
positions, which we argte below, .

Fa _' Cvaliies gssociatad with business activity aie the basis for the
eqrion of a corgorate brand based on the concapt of familiness.
‘He intangible resources, which form the familiness of 2 com-

panyare reflected in the model above; exactly, in the three cle. .

-3 1nat are part of the corporate brand: strategic vision, corpoe-
cultare and corporate image. As such, the brand of a tourismi-

.bg;{?ﬁ family cornpany will be linked to values which are inculcat- - 1
TG by

the family; in comparison to other non-family based compa-
111 which the values will be different, ’ '

__j.h_e:r{'_ei;;;ioraship__is_ based on Habbershon & Williams (1999
vhHICh applies the B8 " {Resource- Based View) to the resources é:r

the Smily businesé o highlight its unique character, that is, its

%g;?z‘%%i_m?ss. Thus, the author observes how the unigue features of
anly !}zssz__n_esses have the potential to genefate a competitive
(ivanitage. These WiRgue features aze provided by some intangible

Fesources such as routhnes, culure, leagning, trust, beliefs, judge-
mﬁﬁ_}:,-_-geais, socialization, brocess and exp ?z'ieﬂce, and are the ele-
(InEfis  that compose the familiness. At the same time, some of
‘those resources that make familiness, such as beljefs, goals and
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e}f%mrs,_are part of the formation process of the mrpo'rcé%_ wgeﬁ FoR g, in ’mngliﬁ@ i smmeg 0‘" 4 family business, AHa

the familingss, means that evely family business is am{;u{*

'3

2. A corporare Family brand in ffzﬁ tourisen business is rm@mbz’e A
use of sustuinably busiuess praciices, owing 1o the volies g;}fermz
the concept of familiness.
The subject of sustainability i the tourism sector i$ a h;g'

tho, tant factor, and this factor is associated within a compa

through the values, which are part of the organizational m%tufe

a ((}ﬁ}pan‘o
The main reason for the creation of family bizsmesses is t

fifestyle {_(‘;é:tf el al, 2004}, but according to E,aiisen & Tibu

(2006} and Schaper & Carlsen {2004), also isnotivated 5 cons

ation and, according to Rramwell & Alletorp (2001 and Getz ot

{2004}, for uﬁmmabhzt}z particularly in ecologicat iv smml} “art

sconomically rural areas,

Therefore, being a family-based businéss with values: w
contribute 10 sustainability would act 23 a guarantee when under
taking an activity or service and employing sustainable, pzacﬁ'
Lo, those focused on its own values {07 on #ts business culture) an
not on the ea of doing business at any cost,

Carslen ¢t al. (2006} demonstrated that family husme‘;ses not
non-family corporations, are best placed to embrace the ‘transfo
mation towards sustainable tourism development because of the
mmupks of equity and concern for mm atter% beyond pfofzcabﬂz
witich are fundamental for this type of business.

Tirand, compemwe actvanitage can be attained with respect to other:

eated by the company, ensuring that the family becomes part of

{Catelonia, Spain} in December 1988, However, the business activ-
ity of thie fampily at that time was real estate, and the whole family

pitality secton

Iy had boughi 2 property in Torrent as a second res;deme and after
S
o hote]

together with all land surrounding their second residence.

3.

e
-after a-trip 10 Tuscany zhd Provence, the founder decided to Create
hotelinstead of the apartments, imitating the' hotel style that he

E ci S‘-e‘ﬁ during his trip.

3. A corporate family brand in a tourisii-based < oMY sszgriszz;?es 1]
madel of business growth, wiich is slow and Finited, :
Thnis preposal concerns a possible e expansion of tha fam;ly bus'

ness at a territorial level or an expansion of products and/or se;
es, a3 long as this expansion is in accordance with its vatuésof fam
dness as # family business. This means that the growth of the busk
ness is undertaken as this is fulfilfed and as it is able to erisuie ih
preservation of the family vajues,

Tourist family businesses do not seek environmental, seuai ang
cultural sustainability nor growth of the business in re gsponse iy
pressures 1o increase proflts, savings, and the reprrtation that thes
Lempanies often seek from such sustainable wractices. Insteéad, th
are motivated bv’ @ personal desire to maintain family vajies; cul
ture and traditions, which is their aim and the way they sell then
own family business nroducts or services (Carlsen 7 4], 2{}’{}6)

oy

1 at the Deginning and foi some time they had difficulty findi ing
ood maniagers: h’emma lly, the family found a good manager,
.heaame part 6f the chain Relais & Cha’reaux turned into an icon
*ﬁr m t%‘;e fata,lan mzzr’#m sector, :md de Uded w0 Comiaml\

i -_-Ieﬂ mars
_?mup 3&3:411&@ the Tease of the Hotel o] Far de Sant Sebastia, a his

. - g 959, ! the Albons.
& Acorporate farnily brond in g tourism-based company will E}{J @ giir- 299 in March 1999, they had acquired the Hotel

antes thet familiness becormes g Key eletent i the experience of t!

visitors, “iméerporation of the B was a service company in neighlbotng

“these di ercn*;atmg ‘elements are applied to the corporate”
mpanies. Clignts perceive this familiness from the family brand

“the: tom%ﬁ produ: and experience md thus increase client satis- |

' L‘he (Jrur} Mas de Totrent was Lreated with the opening of {he
otel Mas de Torrent in 4 small vi llage called Torrent in ¥ Empordd -

>usiness took the name of the Hotel with the entrance into the hos- o

: ,Thzs emmm‘e into the towrism sector was i}x tharice: The f&ﬁll". :
years, they bought another farmhouse there where now the -

’ihe ﬁrst aiy of this a<quzmmn was 1o fransform the new house _
veral apattments for their children and godchildren. But .

_ ‘the hotel vas ready to open, the founder hired two f&mzf ;
_.1th experience in the hotel indusiry and catering, who would:
Psponsiblé for managing the hu’;m'sss However, it did not work’ -

df{%‘{ the creation of the Hotel Mas de Towrent, the:
ilditig overtooking the sea from a cliff, which was opened in

"_; ’§‘€£§§, L}}a, %mzzaizt a testaurant called Miradoy in Palamds. The last
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Palatrugell to satisfy the service needs of ‘::he aparumeﬁts *:imt ’rhe
group has arcund the Hotel Mas de Torrent.

ale it the Baix m;;‘orda region. They have fully equipped houses

_}I'rewmg, somye with private garden and swimming pool, for year-
montily and weekly ne";“wd and with all the services customers
E-ﬁe@d '

The tourism business activities

The philosophy of the Mas de Torrent Group is that o{
founder, joan Figueras and the Figueras famity. Tt *has zzzsplred our
nistory in all these vears: quality, wradition, the mtzzml Bnvire
ment and above all customer attention, wzth the- aim of makx'
them happy during thelr stay in our house.” :

The fizst hotel of the group is the Mas de ’i{}rmm mhich 5
exampie of elegance, character and attentive service, Be}ongmg
the prestigions Relais & Chateaux chain, this e}.cémwe five-sk

rotel has 10 rooms located in the main building, an 18t cénta
country house, 22 bungalows with their private gardens and seve
suites with a private swimmning pool for each of thént. It additior
it offers a restaurant considered one of the best gastrononiic estab
fishments in the area, and another more informal Testaurant loca
ed on the terrace beside the swimming pool: farmulation of the questions were adjusted to évoke the

The second, Hotel el Far de Sant Sebastid, is located ori the Gut _mé of Information being sought. During the Interview, control
’ii{“ ts of the V‘H%’Q of ? lafranc, in a prmlegtd }ocaﬂon thcmks t‘?’- i ‘as thalntained by listening and gaiding those interviewed so that
they did not stray from the pre-established themes..
Cheioterviewees in this research are: (8) fhi‘ﬁﬁ memibers of me

;%a%%@éﬁiﬁng |

he case study has -been conducied following a c;u:zi;mm’
t]rcéoiag&, using in-depth interviews with a seml siructured
SCOipt. A single-case study is used i our research. Yin proposes five
Crationisles as major reasons for conducting a single-case study. In
case, the single study is used to help to refocus future investi-
s in the same fleld, Also, this single-case study will be used as
ilotcase that is the first of a multipie-case study (Yin, 2003)

#

\,'iedﬂe of what information was to be ascertained and 1o do

uyiemon of zes‘rored buudmgs that constitute the hoi:ei mciud
E5th century shiine and offer the visitor nine exquisite ToOMSs OVer:
looking the sea and a I&rge restaurant where guests can en]ov 4
typical gastronomy of the Emporda region,

The last hotel, with magnificent views reaching (‘ ap de Cxens
is proof of the excellent location of Hotel Albons, on a Rill in
Baix Emporda. This modern hotel has 29 rooms, three suites, 2
large rooms for banguets and conventions, and in addition to it
teautitul surroundings, it offers proximity to dfffezcnt goif courses
yachting ports and other cultural evends.

El Mirador restaurant is in the bay of Palamés, offermﬁ exce}
lent homemade cuisine, in an enchan’cang location with spectacu
iar views from all the tables, ideal for enjoving the prmleges_
Mediterranean.

The Mas de Torrent Group has recently uea@eé a new. p;.'o jec
with the aim of offering customers five star service. They offei &
exciusive service 1o satisty all custorpers’ needs and aﬂon them
enjoy their free tme to the utmost. The company offers 2 set 0
household services such as maintenance of gardens and. swzmﬁuﬁ
pools, cleaning, laundry and shopping; aad personal services ‘sucl
as coaching, tutoring, wogkcnops hesne assistance, baeysﬂtmg
massage and beauty services, and catering and breakfast at home o
an in-home chet,

are pmmsmmh who work In the company but have 6o family
' iese interviews were recorded with the permission of

made_;n accosdance wm the information provided.
When one réaches the moment at which carrying out miors
erviets only pmmdcs information aleady gathered, and which

'dmmtzﬁ’; of information has eocurred. This isw hy fivé interviews

ﬁi&m*’&ggimﬁ of case studly

L the familiness; means that every family business is unique.

Thirough the experience of Mas de Tofrent in service and care .
or “details, they Can offer custorners detached houses for renting or'.

The control for the Interviews was established ‘with previous &

S0115. wm} are-active i the cor;zaum 1) mo*h‘r ttw pe ople whe

'ﬁ*czr}amq and were later transcribed, reflecting all the con-
pﬁz 3 zﬁpﬂzs and iddents such as mterruptons and the over-
Sping of conversations. An analysis of the conversations has been

e ne: d;ffﬂr from the information already obtained, 2 so- Caﬂed-_
ﬂ?' carried ot Dsﬁpm this, a random eXploration was also car--

: sut informally with people from different Gz.uﬁpc,t‘enai cates -
%Q*iﬁi‘% n i*iil fxrm iG COn iz_z r this saturation of information; the

S The-coilection of intanzible sesources of & igmzh business, that

San7
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When these differentiating elements are appiied j%o:thé_c:'orp ¥
brand, competitive advantage can be attained with respect fo-oth
companies. Clients percetve this familiness from the family by

created by the company, ensuring that the family becomes part G

the tourist product and expedence and so increasing client s
faction (Wanhill, 19971 ' s

¥rom the analvsis of the case, we can give a desci‘ip{iaﬁiof +hi

characteristics of the relevant factors in the corporate brand of
family company (Haich a et al, 2001) showing that the family
ues and familiness are present in the strategic vision, the orga
tional cultare and the corporate fmage of the company. Theréfor
the statement of the first preposition derived from the model is il
trated i this manner in the case analvzed. TS
Mote specifically, in the case of Mas de Torrent, farnily wal
are reflected in cach of the three basie factors of corpotate by
ing, as can be seen below: S

Strategic Vision ‘
the philosophy of the Grup Mas de Torrent is that of enjoyin
ore’s work, as the different establishments run by the'organizati
are treated with the same dedication and enthusiasm a5 one woul
give 1o a "hobby’ - the company activities coincide with a passic
tor business. The Grup Mas de Torsent, as 2 family business, d
not seek (¢ maximize it profies, it seeks to develop and maintain.
determined lifestyle in a specific area (the Erpordd). As such,th
company seeks to maintain a cettain Jook to its environment, wit
oulb renouning s business activiies, and in order to achieve reco
nition and the prestige which came with having pi{}'neeﬁﬁéﬁf"'{'hz
fype of accommaodation in the area. This is reflected in the Tollow
ing extracts of the interviews: S

“Our basic philosophy (..} has a pait of the profil which 15
efretional, o pd it one weay. That is o say, we In the Mas conld .
Lt fore money, Bul perkaps we would eujoy ourselves 185§
L £0

{0

W da st jive from the hoted, and rhis allows ny i Keep it
is q bbby, itke a private Bouse, You do not Jook for profit, even
ihough, the fruth is that one does earn money, | ave passed ik
philosophy ou io my ciildien; they do rot save f;:f.:;rfé?}" when
miking medifications o the hotel dnd whes incarporating e
details 1., _ SR

o TWHICR has created a precedent. & fiav pears ago everyone.
Fook i and said Tets take our ouse amd comvert it o o ?;OEZ’E-“ :

] WhHat's miore it % 5o nmice and so charmeing thet i will.eqny

s mioney,” Thisds not ke that, You buve fo be brepared for3 or
4 yoars With sispect to fosy sveli things go and nvert money into
“things work, We have cregied o precedent, we have ore-
te competition enselves, we have Becomne the competition.
Ver we arervery. clear about this, we wre the first, wehuve io
hivg well and we have o be the first in Innovation and in
vistg niew thisigs {37 ; '

13 that staff feels at home, like a big family, This §s how the own-
ensute staff lovalty, It fs the emplovees who transmit to the

ce which, they offer clients is more family-oriented and of a
Guality. '

AR within gil of this enthusiasm and philosophy, we
also fry i have good relationihps (...} and wark beside those
who work for us. Ong of the things which I believe that seis us
spart from some companies, from lasge companies obviously,
ard frov the average famidly business, ' bellove, is that In sorne
WEPS W Trave peogle (..} who have worked with us ;‘ér sope 30

SO 1% o 20 yesrs, and at the end of the dav there is @ relation-

fige et Bord with the peaple who work with us, as there-gie peo-
i the hotel who have beert working there since we opened, in
sctor where there 15 a high level of rotation.”

AR for me the basis §s service, 1.0} 1 believe that fux-
Hry foday-means service, I you huve service und o space of your

vhyy during high season we have to take on a lot of extra staff
Fardar 0 Be able fo offer ar excellent service 1o gur chents.”

Anothier chiaracteristic of the strategic vision ‘of the group is the
wiheivehich it has experténced over the years. Fven though at
the growth of the Grup Mas de Torrent was not established as
fhve; thete has been growth 1o teyms of services and new

stablishinents. This expansion Is a reality; however it is'one which

Whien we opened E1 Far (.5 and we opened Albons £..) we
2 trigd fo follow the same philosaphy, even thoughthe level
of Frofehwas difforent {3 MY father always said thist when by
storted Hre Botel, he wanted fo make g large house for guests,

-

L gmore thast a hotel, avd $his 1S more what we 7y o do.”

¢ ;.i?_zééesa;}hyﬁné the oblsctives of the Grup Mas de Torrent, -

15 their satisfaction within their workplace, meaning that the
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srzh are used (.0 They invest with the best
iwant & take care of the environment and above alf. -
z}«;g}, do ot mzﬁz{ any new canistruction 6 be out of keeping (. g
ép thal iFis Harmonious with the surroindings. They take care of

serpinig, aizaw aif the detail and above all By this hotel, more
4 &??’r‘}’if%‘fﬂ“ else ;or Hee prestige which it has. Also f”sm;fma it
eprmected 10 the Figueras family, with a family which looks
: i?zc mvwﬂmaza which takes care of using the best and

‘ i) at g certin poistt in time we felbvery sitie {0} #
did not want o grow, Although it is certifn that we did not i
20 grow Inn ferens of stractre, we wasited {0 keep on with §
the, directly controlled, but (...} we keep looking for ﬁassziﬁd
tn do something ke Mas de Torrent or £l Far, sl things W}zr
we will keey in control,”

Organizational Culture

The father and founder of the Grup Mas de Torrent ha
o his values 1o s children and to his workers to attain hoel
intangible factors which characterize them, such as Qix'ziii%r,r
sivily, prestige, vte. And which are the basis of the philosophy,
motivations and the objectives of the family and of the fdmﬂ
Grup Mas de Torrent, :

A Leiew:ence to the other values which have been passed onand:
';}ara of the oranizational culture of the finm, there are all; those
rotional valies nh ¢H result in a determined behavior end man-
Yer of Woréarw by both the family and the staff, one which the”
“¢lienits nofice, Ihe;c values emphasue the enthusiasm for taking
¢are of the business, and the idea of feeling at home, amonyg other
actors. Expansion is adjusted o the hopes of the family in méer .
: mfzate s new business and not a8 4 pew souIte of income. Thus,
a proposal for a mew product does not fulfil the values ang
eitives of the family, this new project is disc ontinued.

“A fighty colierent business has been created, and. this ¢
ture and way of understanding the business Has beeri fransmit
ted to the children,” ' o

The values which the founder has passed on are diverse, &t
their very nature. Among these vatues ransmitted to the testof
tarnily are those which reflect that the family comés-fi'iéf,-‘_b_éfd
husiness, and there are also those of environmental suseainahi
These final values reatfirm the fact that the business does noty
sue the highest profit marging, but rather secks to maintain
tain fife style, which is another value which has been ‘passe
from one generation to the nexs. This sustainability élemen
applied in the physical stpucture of the different esLab}sshm nt
which the group owns, in addition to the conservation and pr
tion of their environment. o

" ”Vyé :zﬂ,f; f o to ?Ook at the costs, we go o ook at the fea]
sues, We z0 o z’a{)i’\' at the riumbzhfy of things, we.go fo look at
tire rzart 0"“ the nratter above all ¢lse. These are businesses which
are mtivated 1 & large pait by enthusiasay, they are not specr-
itive and if vau do ot agree or you don't have this enthusiasm,
Fisidifficidt 1o woik ,vgﬁ? ir.”

“This hotel is the apple of s eve {...). T His is like his own
Jui?!i If this works we will all Hve veh, if ihis doesn’t work, we
von't work well, and that is what it's like. In the end we all put
< uch enthisigsnr as we can vt sf so Haat it works well and
Fhat it's beautifid. If you wall around here it 5 a i?msry
e yai H say 1o vour. sﬂ%f’ “Wow, everything is perfect.’

(... ) we experience fhis very much as.a personal ‘thing, and
_amvrriﬁfs fon fmch: as...onr hotel is q Home...a little ke mn'

“This factor of enthusiasm, that perhaps we connot bé
ambitious with money, to put it one way,.. this | believe, is whit.
my father passed on fo us. (L) 1 tie fong rurn it transates in
mondy, but e ldew of seking profit in the short-term 4.} ineans”
that the busisess is pressed to the lmit and what happens is that:
vou destroy it and (..} m{;}a«g today yau will ear a eurs, butyedl
are fosing five in tiree yegrs” fime, Tdon't know IF it is Bug &
not, but at least with this philosophy we ae working {md zf
works very wefl forus (..}

“Twant to fake care of the ervironment g lot and with.i}uzf-
s as pbjective, spending money 1o achieve It doss nit 'wuré}’: e
L o :

%i?a 'gggmis 55@?{3 zz

'0?;91 'Mnch gives its name 1o the brand, and which isa iso the frst

It is @ freasure, the family hay abways looked after i, aay |
investiment always fnkes s appearance intg consideration md g

he zma&fc of the Grup Mas fk Eorrepz is closely Emk&d m "{310"_3 B

8} mm e:‘;t?bhsi;mem of ibe ;, 0{;;} T‘ms bmnc% has prommed N:selt T
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. R : . .
sreat ﬁeai of m‘ﬁ;ﬁg}e* atza}n §u acine'»c tms iom%iv staff’ rnm}—

s aie dffered a series of advantages for the services Whia.h ti.e*,
,_(356 wad*m the estaoézshmam :

(ood I has o philosephy which hus a defined <*f;gp}zrc'
And everything Is convnerciolized as the {;mp w
{(!?f(’ i

Hfz;ww b waine center, af Toreeni, the Torreve bm;m’
which dees not incorporate smany people from giitside g
setd prerr in’u s {..pwe rather have thom among us. This zs' c;z,r
.GL\U‘QN;. '

2

fer referesice, d proximity foa family. (.0 They have
ence. I abyvays el them, Tean solve nwmey probiéms
RE sin fevel, everyone thinks that they hiave fe earn fore
- forwhat they do, I wow't get involved in that, Here they have me
Lo anbther Teval, if pou have @ family probler or a heaith prok-
dein, e Twill By 1o inake an effort, Within the Timits of what
e oo, Y f'm sty gnd Fwill do it This is another Incesitive.
fhis exf?ffzf;zs Gur 3&; Floyalty. | do this becanse [ wait to, not
_ &af r}f ff?f{’ff*i{% :

This image has been worked on in order to obiam a.
prestige, something which the organization has now acqul
this case therefore, this prestige must be maintained and tran
ted to the target public and all the stakeholders, The Pt
rather the d]ems are those who receive the prodacts and th
tees which the hotel group offers, and they also receive th
the tmages, etc, which are tansmitted by the owners and t
ors. Furthernore, one of the main objectives of the_com}g
chient loyalty, B

s: ﬁﬁzr't;}e-semﬁf} proposition dertved from the model, when fam-
aliies comtaln ideas of sustainability and preservation, the fam-
nisiness will guatantee the development of a sustainable activi-
hich s in accord with its own values.

@,

(...} our strafegy is 16 be a referenice n the area. Tm:sg by
seak out the compelition in France or in a hotel in Provenie;
not hotels from around here. We undersiand that we will be pipr
expensive, but in ferms of value for mone v we have o be
L;’vmg;ec‘ {...] People have to come Bere and say, they are. exp
sive, éwz‘ ﬁm!wﬁmg they provide is worth it."

(...} For me, the greatest asset which we have, mdepemi
eritly (}f the location of Mas de Torrent {...) the greatest rewan
we bave is when ¢ client leaves the hotel and rormaify, the :
thintg he says s that i jas been reaily sice and at the singf W
kave are really fiendly, atfentive and always happy, wid that §
tae most Inportant thing, ¢..) And tis is a theme whith (i W
are very much on top of wi o which we try to inculeate with il
Steff.” .

“Although the hest adve riising is word pf rrf;;tz‘}z( ;z is w
ity 1o got the client fo returs as mch as VOu can. (., z;‘ ;»’azz a
happy and you veant to refurn.. vou will come bar A »fmd thzz
our mesiinut priovity that people come back.” :

edicated to tourisii-based activities, this i,:.mshz business is associ-
ated with several sustainable values which are part of its own ol

ti}ﬁ establishivients themselves and in thelr surroundings
However; at the same time, they confribute and benefit the local
population at an a.—nvimnmmta? cultural and economic level, 4s
suich; the existenice of sustainable values within a tourism-based
J company contributes to the image of the area and of the
i:owzsi destination itself, This is reflected in the & foilowing frag-
anx ef t.‘%{t interviews. '

e ¥ *w;ms‘ fu ffske care of the environmnert and so apﬁfzdzng'
?-, ﬂm}’ on it does not concern e (.7

oAU Delleve that Hie shaly thing wikich has bea created is
he Brand, which opens up a lot of doors whin doing other
hings, that is o say, when you go.fo the comicil to negotiate q
spartial plan or to wegttiote o Housing estate and vour tell them
“tht vou are from the Figheras family, and that we are the own-
serstof Mas de Torrest. We da things the Hght way, dort 't we? We
ot come bere and miake ¢ mess of things, do we? {..) and thal
wab-g value which we have not ‘gmmrzfzm') sur it has a value,
Arid ecomennivally looking ot the way thet the bultdlng sector is
cigoipg, as we- have dhversified of the Fight tine, well, we hgve
"hzf;ga i balance ()

The staff, as has been said, are those who have the. mos% oS
with the clients, and s they who transmit the valuss. of t
ily, and who are responuble for offering a quality service
{Tdn&i“i‘(‘x into a corporate image and c@nsaqacnﬂy with a. dete'
1 rand, Therefore, the relationship between the Swner
¥pes is highly unp&rmm, as if the refationship is pos
ard family-based; this is noticed by the cHents, And i gt ankﬁ: t

this factor that staff loyalty is achieved in a sector where the

"f w;wa %w that fm;zg a faraily Business is, fawmi??e as ,w:m: R

clated 10 the Tifestyle which is plrsued by family businesses:

e, These may be trarisinitted in the development of the products,
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The third proposition dexived from the model réfers to-1]
pany expansion of a family business. This growth takes fol!
accordarice with the family aaiues of the COTPAnY. iself.

As has been noted, company development will ioiiow ix
dance with the values of the family company. Thérefor
moment may artive when a family business decides to-expa
develop new products or services, This business growth w

closely linked to family and business values so as not ol
litestyle values af any time. This means that the Xpansion wi
the result of the enthustasm for developing a new product. Iy
fte, o1 creating a mew establishment, while at ths same gk
expansion will only be undertaken if the maintenance of the
ues and this corporate family brand can be maintained,

.';szwﬂgrzi sttiglh G wafﬁ* nifity.
won't say Ifzzzfi i not

Pethaps Iawr doing # wronge 1.

rm%iiv é? 1 ﬁ;umﬂ g7 (sﬂaszz‘zaw sbom now at ouusm-;}ased tanu«

ed business unigue, that i3 its familiness, are ‘ansmitted to its
15 theough the corporate brand of a tourism-based family corn-

yefzenu of Jts own clieits,

o) Bl Mas de Torrent now needs cave and attenticn, and -
f Vo rruke a'inistake you could lose people again. As the staff. |
5 part of the towrist expericsce of the prodct. LIS hat ey
to ;:;imzrs f{}wif}, but they have achieved Hit here” :

~3owe tadk about doing something in Borcelona. . Bt
waaid %zj,zw to be something very special, we were once ready o
do something.. (...} We also f@uked at sownething in Platja d'A;
an the >mffmt w?;zdf was very good, but hi the end if dids
work out. I mearn to say that at thnes, something si}eaﬁc '
very special, we have had owr doubts,”

”T}zen i 1997 or 1998 | think it was, we sgw te f:hcmce of
taking on El Far as a new establishment (a heritage building
belonging to the local community, on a cliff top hesid
lighthouse overlooking the sea), There was alsea litfle: iater:
nal discussion here, to put fo one way, but my father wanted 10
tuke it on a3 the same thing had happened to him before, e w
very motivated by i, if couldn’t be aban{f(rnr—'d Ivirs pore reliic:
tant because It was a building which didn't belong to us; and
Here ms a cerfain apinion within the town agalnst privatizing
El Far.. However, as always, the enthusinsim of my father sweép

,{?ﬁfzg?%ﬁmﬂg

ness i)mndmg Up untill now, these two Helds of research have
showed very litle Intersection. The objective of this study Is link

gt and thelr mbs(,\me*}f analysis. - _
d §arting point, we used the work of Wanhill (199 7 in o_rde;'

us alf m‘gmg and in 1997 we starfed Kl Far hotel. Move or fes"s and gﬂomg«ag{f of tfze area, 15 buth when a f mily is part of the
' vattraciion, this business dev eiugs the characteristic eléments

with the same ;){zz?asopf"}
()T give you an outlandish idea, | am studving the poﬁ-
sibility of doing something on the border betwesn Chile and
Argentina, W }zy.? Becuuse (...} we really liké the coturtry and its
the same thing all vver again, because we like the idea. I.w
alse offired somiething in Santo Domingo tv construct g hotel like
Mas de Torrent, but for sie I haven't lost anytizing i Santo
Lomingo. There I fnow that T won't go, 1 knaw that it worr't b
of interest 10 me, Gnd perhups it is move business awd it could
bring in R0E i, but I woir’t do anything there. And now, ﬁ)
’mm; e (..} we are very intergsted in the Borse world émid 7
feye be’c*ﬁ <;~ ,esm S0 .f:}:m of & high Tevel, of gualify and we di’.‘_’
5o F(;;skmd gt i, beraise f like the fdea. We haven't mdde aiy

: {}§ z’amziv bmzmn!g

.71%::911211 culture and the corporate image, This initlal madel has

-geeradapted to family businesses in the tourism sector and has

o i_:“cm u(r)d}:“i(*ﬂ 10 indlude the cone ept of familiness and Is conse-
quences for the family business.

' The conceptual model oposed in this study s postulated as an

m?ﬂ(‘}fﬁtﬁf‘s téﬁemeizccd basis for the creation of a corporate brand in

: jd iemi%i’ﬂ based fanily cornpany, The model enhances the entire

Dy catl bemme 2 key factor in the ioumm experience of

T ‘m LHUF@ g@zzp of mtargzbie resources which make a family-

This uenique aspect influences the competitive adwmiaam_
mi the wmg}"«m’ may hold, as it may become part of the tourist”

©An dnalvsis of rhe Hterature has facliitated the 1(%%31%121(_3%1031 of
he key concepts in family businesses, at both a general and partic
wlar towrisin sector level, in rélation to the relevance of family busi-

the two concepts of family business and branding, in the tgumm.

¥y ot our research: This author believes that famniiiies could”

mé*: wWas ém L!GPQd 3 lmzd? #f al. {2{501‘1 I ‘a’hzs:h ‘{he\:
Shstrved the different factors Involved {o the careation of a corpo-
“rate brand or the wmpam" brand: the straiegic ¥ision, the organt
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¥ zte ihos»’e fos *1%*{\, this res .arf:‘z does rot mﬂm the d‘f;nam— -
dmicro-processes dnvolved in the Creation of éﬁvdop*}}cm of
SEL imfiér corpoTate fanily b and. This is another telated,-com:-
gHeme o the: sub;e{‘t analyzed here and which 13{311}19
atterition by the, Jiteratre: . :
st be said; as well, that this vestigation has the tvp;cai o
fraticns of ex rﬂnmtoyv studies; One side we need to consider the
e ‘f&cim of the case we analvzed, an on the other the ¢ His-
haracker of the tourism sector here analvzed, Therefoze, in
Oi‘dﬁi i) further advance the research in this area of family brand-
amzév fmm f:;m distinctiveness needs to be add:esaed e
n family firms family branding is more
Sumia; iy Juﬁhes researh can address the lmitations
s i{,ktﬁcii‘. eness ’zo ’Ehf.‘ tourism Secior. -
11} adi’ance our'

) Co.
;{ igitmm of ;z};anviz}f{* factors which interact iy ordier £
wporate brand, and-identise ich ot as 4
i ies the factors which ack ae
m d. 2 wirich act
i,ef: from other com panies offering the sams type 2?
- =3
ice, and which attract smi\e%}o;{fm witl o pmd
iarnxljwf}ue w \’»hom m
In o X 7
mo{;;; “:e; iy mpim@ the potential s»:}un{mcss of t}:{e 11505
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“mernbers that want to
create g tamily or familiness brand. ' L
s Local communities and governmnents who need 1o learnabout

the advantages of supporting family businesses in terms of ¢us-

thégap, ‘between brand idenitivy and. bmzvd reputation. ,fmfmrrl of -
tomer satisfaction and sustainable practices and Seﬂ ﬂlopmem‘ '

fa?ﬁwimg He:"mz{em{;u 15, 157-79.

Suggestions for using this case study _
This case study is an Hiustration of the elements and e effec

of developing a “farmily’ corporate brand in 2 farsily business in the
rourism sector, 1 can serve as a discussion case to the pmaeﬁs an
the relevance of branding the “family’ i a business firm as ;oart ot
shelr differentiation strategy both for the fim and for t’neji Gl
commurtty, o
Questions should be raised regarding how much ﬂ_'}eﬁ_ ef_fet_':t:s
seen in this firm are universal or might change depending ofi th
economic sector in which the family firm operates. Why it séems
thiat very few family firms actually and effectively brand 1hezz fami:
liness; etc.
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