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Abstract

Purpose — The purpose of this study is to construct a comprehensive review on family businesses in the
tourism industry since glocalization and small businesses comprise most of the industry.
Design/methodology/approach — This is a conceptual paper which utilizes qualitative research methods.
Bibliometric analysis is applied to the selected 35 articles from specific databases which include not only the
general tourism industry but also subsectors of airline, hospitality, restaurant, etc. Articles in this study fixate
on the family businesses within the tourism industry.

Findings — In total, 35 articles are found with the keywords “family business and tourism”, “family business and
hospitality and hotels”, “family business and restaurant” and “family business and airline”. Though the family
business studies focus on hospitality, tourism and restaurants as F&B, there is a research gap in the subsectors
like rent-a-car companies, travel agencies and tour operators and recreation facilities. Overall qualitative research
design is preferred, but majority of the authors’ focus is on business development, profit, performance and
succession. For further studies, quantitative analysis on research gap areas are recommended.

Research limitations/implications — The most general limitation is that only specific selected databases
are used for the data gathering process such as double reviewed indexed journals published within Web of
Science, Emerald, Elton B. Stephens Company (EBSCO) and Elsevier databases from the period of 1970s. Some
other databases and some different periods may be considered as well as different keywords for other research.
Secondly, few studies have analyzed quantitative data, since the specific nature of the family business
dynamics require qualitative data. As a suggestion, not only qualitative analysis but also mixed methods may
also be studied since the literature lacks the studies conducted with these methodologies.
Originality/value — The study contributes to the existing literature by providing a comprehensive review on
hospitality and tourism family business management emphasizing the research gap on subsector
application areas.
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1. Introduction
As it is known that family businesses are the first businesses in the world business history and
still in the world economy, family businesses have a huge accelerant impact in developed and
developing countries’ economies. Family-controlled companies comprise 35% of all Fortune 500
companies and consist of 80-90% of firms globally (Conway Center for Family Business, 2021).
Family business are important economic drivers of GDP, employment and job growth since they
generate around 70-90% of annual global GDP, generate half of GDP in the USA, employ around
60% of the private sector US workforce and has created about 80% of all new jobs in the 1980s
and 1990s (Poza, 2004; Memili ef al.,, 2015; Zellweger, 2015; Burns, 2016; De Massis et al, 2018).
Family business has been dominating local economies globally, and since tourism
industry providers comprise mostly family businesses, the topic is especially important for
research and practice. Even though the global corporate firms lead the international business
world for many years now (Rogerson, 2016; Krupskyi et al, 2019), they are looking for
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innovative ways to localize the global village to satisfy the growing local needs of global
customers, thus leading to a new terminology called “glocalization” which family firms are
experts in (Liu et al, 2014). Thus, the world leader hospitality chain Hilton hotels, which was
started as a family business, has been sub-branding its brand under different names in order
to appeal changing different segment needs. As a matter of fact, a localized approach to
satisfy localized global customer demand is the reality for success in today’s global tourism
world (Ger and Berk, 1996; Marzuki, 2012). The changing demand profile of tourists (Pirnar,
2016) also impacts the trend of localization in global, international and national tourism
establishments, since new customers tend to be more culture and local experience-oriented
guests. Consequently, this localization trend has also led to many local and family business
entrepreneurs to start up their own business in the various innovative forms like boutique
hotels, thematic accommodations, and sustainable travel agencies organizing eco-tours and
slow or concept restaurants (Hall and Mitchell, 2003; Salazar, 2005). Successful family
businesses operating in the tourism sector not only contribute to regional development but
also positively impact local sustainability, create new jobs and provide a better quality of life
for the residents in relation with the economic contribution to the local area (Kokkranikal,
1993; Zapalska and Brozik, 2007; Kucukaltan and Pirnar, 2016).

In general, family businesses make up to 85% of all companies in the regions, making
them a very important source for the economic development and well-being (Soler and Gémar,
2016). Since most of the businesses in the tourism industry are family owned and managed
(Getz and Petersen, 2004), family business in the tourism industry is a vital element for
economic development. Yet, as mentioned, even though family business dominates the
tourism industry (Memili ef al, 2020), there seems to a significant lack of family hotel
businesses research related to the tourism industry (Soler and Gémar, 2016). Mostly, in the
business literature, the performance of family businesses, the profitability, the importance of
institutionalization, managerial types, business management models are highly appreciated.
However, not only the family business as a concept in tourism is undermined but also the
family business and its existence in subsectors of tourism is neglected. Due to this research
gap, this paper aims to explore the existing tourism literature where the significance is the
focus on comprehensive summary and related research gaps.

2. Literature review

Family businesses are business ventures that are fully or partially owned and/or managed
and operated by families, where the business may be owned by a single member or many
members of the family (Madgerova et al, 2016). There are various definitions involving the
family businesses dimensions as single dimension of management or ownership, multiple
dimensions as management and ownership and integrative as ownership, management (Litz,
2008). Family business synonyms are family company, family firm, family-owned company,
family-owned business, family-managed company and family-controlled company.

Getz et al. (2014) claim that the reason to start a family business is to meet the needs and
preferences of the owners and their families rather than profit maximization and/or business
growth indicating these founders put a little emphasis on the strategy of the enterprise with
respect to the preferred lifestyles. In a supporting argument, Kallmuenzer ef al (2018) mention
that once the financial survival of the family firm is ensured, most of the sustainability-related
decisions that are taken by rural tourism family firms are associated with ecological and
social issues rather than expanding the organization or growing the operations. Findings of
their study perfectly delineate and complement the prior arguments made by Getz
et al. (2004).

As the size of the business increases, lifestyle-oriented and family-oriented decisions tend
to be less important and less frequent. Organizations continually adapt and change,



maintaining a persistent transformation process (Valeri, 2021). Ranging from large publicly Family
traded international firms to small companies, size of the family businesses varies business in
consequently affecting their strengths and weaknesses. Regardless of their size, all family tourism
businesses have their strong and weak points. Within this context, Allio (2004) lists the five
virtues (strengths) and five vices (weaknesses) of family businesses. Loyalty, focus, having
deep pockets, ability to follow through and speed of the family businesses make up the
strengths of family businesses, whereas blind loyalty, impulsiveness, myopia and utilizing
medium-term “tactics” rather than long-term strategies can be listed as the weak points. Getz
and Carlsen (2000) point out that the literature on family business is overlapping with the
literature on small and medium enterprises (SMEs); however, family businesses when
compared to SMEs have some unique attributes. Many of the SMESs are nonfamily bodies;
therefore, in terms of ownership and management, they differ from family businesses. This
main distinction affects the business vision, goals, strategies and performance (Hallak et al,
2014). Regarding the dissimilarity between SMEs and family businesses, some remarkable
points may be classified as stated below in Table 1.

It is clear that the tourism industry provides many opportunities for family businesses,
where the close host—guest—social community interactions and small family applications lead
to meaningful customer experiences, guest satisfaction, value maximization, brand and
destination loyalty and positive word of mouth and increased social responsibility, ethical
applications and community commitment (Getz and Carlsen, 2005; Niehm et al, 2008). Within
this context, a study by Kallmuenzer et al. (2020) reveals that the ties of social interaction and
relationship commitment have a significant impact on the value co-creation within the
context of tourism and hospitality sectors. Moreover, their findings also remark that if
relationship commitment is existent between guests and hosts, the former party is involved in
the value creation process at a remarkable degree, which further provides evidence on the
aforementioned remarks about the impact of host-guest interactions. Complementary to
host—guest interactions; emotions are also important for both family businesses and the
tourism industry. The recent tourism literature remarks that customer involvement and
emotions “demonstrate greater progress” toward the progress and scientific development of
the tourism industry and consumer behavior concept (Santos et al, 2021a, b).

Peters (2004, p. 76) indicates that “special and personal relationships with customers/
tourists constitute one of the most important sevvice quality elements” positively impacting the
guest satisfaction levels. Niche marketing opportunities, independence, flexibility and

Family businesses

More risk averse

Reluctant to accept outsider investors

Commitment of family labor

Objectives under the influence of the family members

Family and the business objectives interrelation interferes with entrepreneurial process

Personnel performance incentives are often excluded

More complicated

Usually owned and run by couples

Shortage of skilled staff and financial resources

Limited access to business expertise and little management training

Informal (owner-manager) Table 1.
Source(s): Adapted from Becton and Graetz (2001), Chua ef al. (1999), Craig and Lindsay (2002), Dyer (2006), Family business’
Gallo et al. (2004), Getz and Carlsen (2000), Getz and Petersen (2005), Getz and Carlsen (2005), Page ef al (1999), remarkable differences
Peters and Buhalis (2004), Zhang and Morrison (2007), Zhao and Getz (2008) compared to SMEs
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adaptation abilities, continuity and stability for generations are some other advantages of the
family businesses operating in the tourism industry (Peters, 2004; Peters and Buhalis, 2004).
Flexibility of the family businesses is also associated with utilizing well-known marketing
techniques. According to Obermayer et al (2021), family-owned wineries in Hungary use
social media quite extensively while increasing their brand-awareness and reaching out to
new customer bases.

Small business is the focal point in tourism entrepreneurship research with the focus on
economic indicators such as employment opportunities and revenue-generating impacts
(Wanbhill, 2000; Zapalska, 2015). Furthermore, family businesses operating in the tourism
industry have particular opportunities for profit, greater financial rewards and growth
potential benefits due to their association with small business management and
entrepreneurship issues (Andersson ef al, 2002; Getz and Petersen, 2005). Thus, the
positive impact on rural development, positive local economic gains, opportunities for
minority groups’ entrepreneurship activities are factors which support tourism industry
family business development (Bosworth and Farrell, 2011). Due to the continuous changes in
the tourism sector, niche tourism markets such as wine tourism (Santos et al., 2021a, b, c) are
becoming more and more important, which the family businesses may fill quite effectively.

The tourism industry is very suitable for the family business applications and has the
potential to optimize the stated benefits since “fourism industry is dominated by small and
medium sized fanuly enterprises” (Peters and Buhalis, 2004, p. 406). In light of this quote,
however, the literature remarks that SME owners in the up-and-coming tourism destination
should develop or embrace critical entrepreneurial behaviors such as intrinsic innovativeness
or proactiveness in the market (Peters and Kallmuenzer, 2018). By developing these
entrepreneurial behaviors, family businesses may persevere while navigating around
tourism enterprises networks, which are often characterized by complexity and dynamicity
(Valeri and Baggio, 2021a, b). Networking may be a necessity for SMEs that aim to grow.
Cooperative relationships between SMEs help organizations survive in competitive
environments (Valeri, 2016).

There are many factors that lay the groundwork for family enterprises. It is widely known
that big companies attract potential employees in the tourism industry. However the
“autonomy” factor which is being one’s own boss is a very important human trait that has
been motivating new generations in developed and/or developing countries for a career
switch and start up a tourism business. The second important issue is about the tourism
types (such as farm tourism, eco-tourism, etc.) that encourage investing in the silhouette of a
family business. The other issue why family business is important in the tourism industry is
just because these businesses are the foundations of destination competitiveness. Both in
economic and community perspective; the family businesses not only become the economic
engines in many destinations but also they make difference in demonstrating the aspects of
culture. If family businesses were not involved in the tourism industry, the communities in
rural areas would face migration; the intention of standardizing services would result with
the overlooked cultural patterns (Getz et al., 2004). These are some of the main indicators why
family business is ideal for the tourism model. Within the context of rural tourism, Kumar
et al. (2021) remark that support of community, attitudes of the locals toward the tourism,
availability of funds and destination characteristics are some of the factors that foster the
rural tourism development. This phenomenon, in turn, reduces the potential migration from
rural areas.

In addition, the link between family business and tourism development cannot be ignored.
A study by Hallak and Assaker (2013) indicated that family businesses that are operating
within the tourism industry have an overall greater commitment to the destination. In other
words, tourism-based family firms tend to stick to their town, which fosters the economic
development of the town that they operate in a sustainable and effective manner.



This mindset of developing and fostering the destination is so strong that the SMEs that
operate in emergent tourism destinations are stripped of their competitive aggressiveness.
Rather than promoting their own agenda, these actors strive toward promoting a common
tourism package (Peters and Kallmuenzer, 2018). Thus, it is prudent to mention that primary
attributes of entrepreneurs that operate a tourism-based family firm is quite distinct from
run-of-the-mill entrepreneurs especially if they are operating in emerging tourism
destinations.

This, however, does not mean that entrepreneurs in the tourism sector are completely
different than their counterparts in other industries. According to Ahmad (2015); most of
owners in small- and medium-sized hotel enterprises that operate in United Arab Emirates
are self-confident, perseverant and strive for independence. Moreover, they started their
business to be independent and to be their own boss. Findings of the study of Ahmad (2015)
are quite similar to mainstream attributes of entrepreneurs.

As it has been mentioned above, the rural areas are generally dominated by the family
businesses. This majority for sure would play a great role in the success of the industry in the
area, and this ownership model would highly benefit from higher income multipliers. This
reciprocal trading would result with the development of the industry and the destination.
This is not the only issue to be underlined. As Getz and Carlsen (2005) indicate, there are many
more advantages the family businesses bring to the areas such as (a) children to sustain
schools, (b) ties to the land, (c) resulting in commitment to the area and (d) attitudes favoring
conservation of resources. Consequently, when there is an economic efficiency in a
destination, the resources and opportunities begin to gain more importance, and the family
businesses try to adapt to the changing circumstances. While adopting these ever-changing
circumstances, family businesses may generate new competitive advantages by utilizing
their already present knowledge about the market: for example a resource that is valuable,
rare, inimitable and non-substitutable attributes (Valeri and Baggio, 2021a, b). Being a
sustainable business demands innovative approaches; innovative approaches demand
identification of innovative elements, and the development of sustainable family businesses
would result with the sustainable tourism industry. It is evident that the business
development, industry development and families are interrelated and do influence each other
(Elmo et al., 2020).

Despite the fact that all these issues raised above prove the family business’ crucial
importance in tourism, the related research is limited (Andersson et al., 2002; Soler and Gémar,
2016) and has a huge potential for further studies as Thomas ef al (2011, p. 972) indicate as
areas for initiation, emerging areas and established areas (see Table 2).

Despite the economic importance of the family business in the global business world, it is a
question if the field gets the attention it deserves from the academic perspective. In other words,
when compared to global brands and international hotel chains, are the family hospitality firms
getting deserved attention in the literature? Was it underestimated and/or vanished among
SMEs? This study tries to find the answer by searching the related literature and details as the
amount, distribution and contents of family tourism and hospitality business.

3. Research methodology

This research has a descriptive design with the objective of providing systematic information
on the academic tourism industry family business literature by indicating preferred study
topics as well as research gaps. Based on the authors’ knowledge up to this date, no
bibliometric study is conducted related to family business in the tourism industry; therefore,
in order to identify the research development, understand the research trends and identify the
research gap, a qualitative research method and bibliometric analysis technique is chosen for
the methodology.
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Table 2.
Research agenda on
small firms in tourism

Areas for initiation

Emerging areas

Established areas

Small business growth and
failure
Business strategies

Finance and financial
management

Supply chains

Innovation and knowledge
management
Explanations of structural

Informal economic relations
Pro poor tourism
Ethnic enterprises

Gender
Social and cultural perspectives

Local economic development

Sustainability

Characteristics and motivations
(including lifestyles)
Training and learning

Developing economies

Impacts (or evaluations) of public
policy

Contributions to local economies

changes

International comparative ICTs Small business networks and
studies clusters

Small festival and events Policy formation and participation in ~ Marketing

businesses local ‘partnerships’

Source(s): Thomas ef al. (2011, p. 972)

Bibliometric analysis is a specific type of systematic literature review analysis that draws a
comprehensive picture of academic trends, comparisons and graphical visualizations. In
other words, bibliometric analyses generate an overall view on a specific topic of interest by
establishing the important milestones of the current state of research (Iftikhar ef al, 2019).
A bibliometric study is an advantageous method of analysis due to the fact that it shines light
on a variety of quite specific topics and subfields. Bibliometric studies are quite prominent
among the subfields of the tourism sector. A variety of bibliometric studies can be found in
the literature that focuses on the different aspects of tourism. Studies that focus on specific
subfields of tourism (Yang ef al, 2017; Spasojevic et al, 2018; Barrios et al, 2008),
geographically specific research (Moreno-Gil and Parra Lopez, 2020), interdisciplinary
articles (Teixeira and Ferreira, 2018; Barrios ef al, 2008) or general tourism articles (Koc and
Boz, 2014; Mulet-Forteza et al, 2020; Palmer et al., 2005) often utilize bibliometric analysis as
their analysis method, which further justifies the use of bibliometric analysis for the topic of
family businesses within the tourism sector.

Double reviewed indexed journals published within Web of Science, Emerald, EBSCO and
Elsevier databases are searched from the period of 1970s. For analysis, keywords “family
business and tourism” (31 entries), “family business and hospitality and hotels” (17 entries),
“family business and restaurant” (5 entries), “family business and airline” (2 entries), “family
business and rent-a-car” (0 entry), “family business and travel agency” (0 entry), “family
business and tour operator” (0 entry), “family business and recreation” (0 entry) are chosen as
indicative of the tourism industry. These keywords used as search items for article title
section to get more accurate articles for the aim of the research. In total, 55 journal article
entries are found, but after eliminating the repetitive ones and the ones that can be suitable, 35
articles are selected for the analysis. As suggested by Fisch and Block (2018), various
research practices have been exercised to increase the rigor of the study and make it more
transparent for readers. Articles are examined in a methodical way to bolster the rigor of the
study, as well as, to eradicate any potential bias. Therefore, during the eliminating process,
the researchers cross-checked the repetitive articles. In order to frame the research better with
the existing works in the field, breadth of the article search process has been fine-tuned.
Moreover, depth of the database scrutinization process has been calibrated in order to not
miss major relevant journal articles. As the research went on, breadth and depth of the
included articles were revisited and tuned accordingly in order to build a strong foundation
for bibliometric analysis.



The analysis is conducted by thorough investigation of these articles and classification of
them under the titles of authors, year, research theme, theory, research methodology and
results soon some research gaps are found in the field. Articles within the academic journals
constitutes the population from which the sample is drawn by using purposive sampling.
This sampling enables the researchers to get the necessary information and describe the
major impact of the findings (Alchemer, 2021). Within the population, English language
articles are classified by year, country, discipline, research design, theories, variables,
findings, etc. To classify the articles’ content, method-oriented criteria and semantic content
analysis is chosen.

4. Findings and results

Findings indicate that in total, 35 articles are found with the keywords “family business and
tourism”, “family business and hospitality and hotels”, “family business and restaurant” and
“family business and airline” on the selected databases. Thus, search of keywords which
consisted “family business and rent-a-car”, “family business and travel agency” “family
business and tour operator” and “family business and recreation” yielded 0 studies which
clearly shows there is a need to conduct more research in these subsectors of the tourism
industry. Table 3, located below, presents the detailed bibliometric table which includes
relevant keywords, articles’ title, publishing year, author name(s), methodology and
summary of the conclusion.

As seen from the bibliometric table, family business in the tourism industry gained recent
research interest, since 28% of these articles are published before 2010 and 72% after 2010.
The publications are from different continents and countries, but 16% of these research
works are mainly from Australia followed by Italy (14 %). Yearly distribution of the articles is
shown in Figure 1.

Concerning the research design, 88% of the articles have adapted empirical research,
while the rest were kept theoretical. Besides, the type of the research is mostly descriptive
(75%). Research works mostly were designed as qualitative research (53%), and only 12% of
them conducted mixed method. Table 4, further, shows the design pattern of the articles.

In the literature, it is found that most of the articles on family businesses are related with
general tourism (50 %) and hospitality and hotels (38 %) where subsectors are not preferred as
aresearch topic. Only subsectors of restaurants as F&B establishments with 6% and airlines
with 6% are researched, whereas other areas’ subsectors intermediaries as travel agencies
and tour operators, recreation facilities and rent-a-car companies are not chosen at all leading
to a vital research gap (see Figure 2).

Other than the related sub-industries, from the managerial perspective, it is understood that
the family tourism business studies mostly focus on the issues with the entrepreneurship
perspective and usually with general business and/or management issues such as business
development and performance. To give an example, Harms ef al (2015) examined the
determinants in family business’s cooperation in the tourism industry. Debski and Sutkowski
(2019) examined the relationship between customers and owners in the context of small family
accommodation business leading to be an effective competitive advantage. Ismail et al (2019)
investigated transgenerational impacts and inherent influences of family business operating in
the tourism industry in Malaysian islands. They arrived to a conclusion that inherent factors
like ability to adapt to changes help overcoming situational challenges. Succession is an
important topic for family business research, and within the context of the tourism industry,
family business second and third generations learn and adapt, leading to sustainability. Peters
(2004) focused on business-planning processes in tourism family enterprises where results of
the study showed that although business-planning aspects can be associated with the success
of the family tourism businesses, only 1 in 3 family business entrepreneurs can be considered as
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a professional planner. On the other hand, Peters and Buhalis (2004) studied strategic planning
and the need for education and training in the family hotel businesses. The study indicated that
family businesses generally want to keep the business within the family. However, as the size of
the firm increases, so does the willingness of the owners to engage in cooperation. From another
perspective, Ehiobuche’s (2012) paper suggests that it is possible to improve customer service
professional’s critical thinking competence by not only hospitality training and professional
development but also with effective dialog since (Ehiobuche, 2012, p. 64) “dialogue could be an
effective tool for stimulating leadership and managerial critical thinking at front line and
middle management levels in family owned hospitality enterprises.”
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Among the research works focusing on managerial issues, “succession” as a topic seems
to be more appealing than others (e.g. Sharma et al., 2003; Peters, 2005; Prevolsek et al., 2017,
Tirdasari and Dhewanto, 2012). It is understood that since sustainability is important for
family businesses in the tourism industry, succession plans and their proper applications has
a crucial and essential role for long-term endurance. Tirdasari and Dhewanto (2012) indicate
that family business owners in Indonesia have plans for the inevitable succession of the
businesses, but few of them are written. Moreover, most of the current family business
owners know what they require from their successors. In all cases, children will be chosen as
the successor of the family business. Prevolsek ef al (2017) mention that success of a
succession in family businesses is generally affected by the characteristics of the next
generation and current operator, number of successors and the inclusion of the successor into
the management. Within this context, Elmo et al (2020) researched succession as an aspect of
innovation driver from the family businesses’ point of view by also mentioning that the lack
of an innovation strategy and theoretical basis hinders family businesses’ ability to innovate
their business models. Similarly, Baggio and Valeri (2020) found out that utilizing network
science methods effectively benefit the sustainable performance of family businesses.

Since family business seems important in rural areas, some pioneer research studies (e.g.
Getz and Carlsen, 2000; Carlsen et al, 2001; Andersson et al, 2002; Zhao and Getz, 2008;
PrevolSek et al., 2017) in the tourism industry were mostly interested in family business
operations in small selected provinces. Zhao and Getz’s (2008) study is specifically interested
in the family business development in developing countries since the majority of the studies
take place in developing countries. There are also some urban and rural destination
comparisons between small province and metropolis areas to identify segmented consumer
behavior. For example, Oh et al. (2015) compared family-owned and chain restaurants in
different sized cities in Korea. Similarly, Glowka and Zehrer (2019) examined the family
business owners’ risk perception and its impact on the development of destination. They
found out that most family businesses neglect various risks that a destination may face such
as labor shortage which hinders the ability to employ sustainable destination development
strategies. Also, the characteristics and aims considering the initial to start-up, operations
process and ending of the family and owner-operated businesses in the rural tourism and
hospitality industry are analyzed (Getz and Carlsen, 2000). There are also works in the
literature on family entrepreneurship studies focusing on strategies of family
entrepreneurships and their various local and regional impacts. For example, Soler and
Gémarb’ (2016) study which used the hedonic price model is conducted in Malaga, Spain and
implied that “being a family-business hotel has a significant negative impact on room price”
in Malaga (Soler and Gémarb, 2016, p. 58). In a similar manner, Bujan (2020) found out that for
Croatian family business owners, nonfinancial measures are more important than financial
measures. On the other hand, Chauhan and Madden (2020) found out that in the tourism
sector in Thailand, family businesses play an important role due to their flexibility, credibility
and ability to fill niches in the market. On the other hand, the study of Khermkan and Mankeb
(2018) revealed that agricultural tourism businesses in Thailand often employ family
members.

In addition to the rural comparison studies indicated above, there are quite a number of
comparisons focused on family business tourism studies, one being the generic and tourism
specific barriers to inheritance which is studied by Getz and Petersen (2004). Another study
by Smith (2006), compared the aims and characteristics and the variations between of family-
owned small hospitality businesses operating in Middle America and Western Australia. It
was an exploratory study with a conclusion that in spite of many similarities, adequate
number of differences were noted “where the family-centered versus business-centered
family business appeared to take different directions (Smith, 2006, p. 220). Yet, Hallak et al.
(2014) compared the differences between the family and nonfamily tourism businesses within



the scope of the entrepreneurial self-efficacy—entrepreneurial performance relationship. The
related study indicated that even though the “entrepreneurial self-efficacy” of business
owners is an important predictor of business performance, there was no difference between
the family and nonfamily tourism businesses (Hallak et al., 2014, p. 388).

The lifestyle of family businesses is also studied by authors. Andersson et al. (2002)
indicate that similarities exist between cases on the topics of lifestyle considerations, location
preferences and uncertainty over disposition of the businesses. Hence, the main motivation
for the expansion of a family business is to reduce the burden of long hours, rather than
accumulating bigger wealth. Yet, Getz and Petersen’s (2005) paper compares two different
types of entrepreneurs in family businesses: growth oriented and lifestyle oriented. Findings
revealed that lifestyle and autonomy goals predominate the industry. Attitudes and goals of
two groups are different, and in both groups, involving children into business is rare. Further,
Zhao and Getz’s (2008) paper revealed that entrepreneurs in rural countries are less educated
than their counterparts. Moreover, economic and lifestyle-related benefits had nearly equally
attracted business owners in both countries. Based on the age distribution, entrepreneurs in
developing countries are younger than their counterparts in developed countries.

Lastly, it is understood that some research models are preferred by the family tourism
business researchers. Some examples are family business development model (Getz and
Carlsen, 2005; Zapalska and Brozik, 2007; Bogers et al., 2015), Kazanjian’s stage contingent
model and Gnyawali Fogel environmental model (Zapalska and Brozik, 2013), hedonic price
model (Soler and Gémarb’, 2016) and absorptive capacity ACAP model (Boyd and
Hollensen, 2012).

5. Conclusion and discussion

The knowledge of the nature and extent of entrepreneurial activity among family businesses
is limited in the tourism and hospitality sector. In this study, authors aimed to build up a
comprehensive body of knowledge within the boundaries of family businesses and tourism
sector. A holistic point-of-view is embraced throughout the study while maintaining the
academic objectivity. After scrutinizing the academic databases thoroughly which fostered a
rigorous search process, all relevant articles were tweezed and examined. This effort aims not
only missing major articles pointing at this phenomenon but also following the bibliometric
analysis steps properly. Contemporary standpoints in the literature are also discussed and
existing research gaps are indicated.

It is understood that family business issue in the tourism industry gained importance after
the year 2000. Early publications mainly have entrepreneurship perspective and researches
discussed some of the fundamental business issues such as business development, profit and
performance. In addition to this, depending on the nature of family businesses, “succession” as
a topic is seen as a remarkable entrepreneurship topic (Chua ef al., 1999; Getz and Petersen,
2005; Ismail et al, 2019; Sharma et al, 2003) in the field. Since the family businesses are
assumed to be lacking written or formal succession plans, members tend to know who will be
the next acting manager. From strategic management point of view, resilience should be
considered as a crucial factor or component of sustainable development. Family has a crucial
role in the extent, timing and direction of innovation and entrepreneurship. Furthermore, in
the literature small sized hotels and restaurants have received less attention in
metropolis areas.

From the tourism management perspective; most of the researches are conducted in rural
areas and it is found that even though there are cultural differences in different countries,
family owned businesses mostly have their own similar attributes which led the literature to
generalize them. Though no cultural variations were found in different countries, the
significant difference was found between the developed and developing countries. The
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characteristics and aims of family owned tourism and hospitality businesses showed
significant variations leading to vital implications for further research.

As a managerial perspective, it is understood that inherent factors like ability to adapt to
changes aids overcoming situational challenges, thus, second and third generations of the
family businesses in the tourism industry learn and adapt quickly and their adaptation
ability leads to sustainability and long-term endurance. It is also understood that dialog and
having positive personal relationships are effective managerial tools which positively impact
the critical thinking competence of first and middle level managers in family owned
hospitality businesses. Many managerial implications may be derived from the findings.
Firstly, the concept of succession seems to be the most important aspect among practitioners.
A well-structured succession plan may make or break a family business. Thus, family
businesses should construct an effective plan for integrating second and third generation of
the family into the business if they want to stay successful. Additionally, some of the articles
mention competitive advantages that are unique to the family businesses such as
authenticity, a warm environment etc. Therefore, current and future practitioners are
advised to effectively incorporate aforementioned advantages into their strategies.

5.1 Limitations and suggestions for future research

This research is not free from limitations. There are mainly two limitations that should be
considered in future research. The most general limitation is, only specific selected databases
are used for the data gathering process such as double reviewed indexed journals published
within Web of Science, Emerald, EBSCO and Elsevier databases from the period of 1970s.
Some other databases and some different periods may be considered as well as different
keywords for other research. Second; a few studies have analyzed quantitative data since the
specific nature of the family business dynamics require qualitative data, As a suggestion, not
only qualitative analysis but also mixed methods may also be studied since the literature
lacks the studies conducted with these methodologies. As stated by Baggio and Valeri (2020),
quantitative and qualitative research methods should be treated in symbiosis simply because
one would be less valuable without the supporting evidence from other.

Future research should explore from different perspectives, such as culture, personal
characteristics, motivation and organizational behavior (Li, 2008). Additionally, future
studies should include more publications such as books, nonacademic articles, dissertations
which focus on the family businesses in the tourism sector. Limitations and further
suggestions on family tourism-business related studies indicate that other types of
publications like textbooks and dissertations on the topic may also be analyzed for further
detailed results.

Moreover, it is suggested for future studies to include tourism related sub-industry
applications which are stated as a research gap as rent-a-car companies, recreation facilities,
travel agencies and tour operator subsectors into the research. In addition, since gender
equity has been discussed in many parts of the literature, the gender-based evaluation,
gender effects on ownership, leadership and performance of these family business models
should also be analyzed, and this effort would be enriching the tourism family business
literature. Future research would mostly benefit from inclusion of these constructs
mentioned above.
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