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Abstract:

Introduction: Family-owned businesses (FOBs) are essential to the UK, as they are characterised by family values, long-term orientation, and
governance structures. Although UK FOBs are economically relevant, most of them fail to strike a balance between conventional family control
and the need to operate under formal governance systems to improve their competitiveness and operational effectiveness. This research article
aimed to explore the effect of strategic governance on marketing and supply chain performance through the mediating effect of family values
in family-owned businesses (FOBs) in the UK.

Methods: The current research adopted a primary quantitative research design, in which data were collected using a structured survey
questionnaire from 384 supply chain and marketing managers at FOBs. The data were analysed using Partial Least Squares-Structural Equation
Modelling (PLS-SEM) in SmartPLS.

Results: The study found that strategic governance significantly impacted marketing performance (f = 0.525, p = 0.001) and Supply Chain
Performance (B = 0.454, p = 0.001). The study also revealed that family values partially mediated the association between Strategic Governance
and marketing and supply chain performance. Results indicate strong direct effects in model pathways, with all values highly statistically
significant and strong explanatory variables. Contributions through family values also existed indirectly, which validates the applicability of
cultural mechanisms that demonstrate the role of UK FOBs in enhancing competitiveness when traditional family principles are successfully
incorporated into performance-based decision structures.

Conclusion: Family businesses need to recognise the role of formal governance systems, despite having traditionally used informal, trust-based
governance. Second, family values should be incorporated into the policy framework of governance, where business strategies are established
within the enterprise's cultural identity and history, thereby creating a competitive advantage.

Keywords: Strategic governance, family-owned businesses (FOBs), family values, marketing, supply chain, performance.

1. INTRODUCTION

Strategic governance in FOBs intersects with intensely

the equity and the voting rights (FBU, 2025). This is an
indicator of how the family greatly affects strategic and
decision-making related to governance (Schweiger et al.,

integrated family values and the necessity for competitive
outcomes and business performance (Randerson & Radu-
Lefebvre, 2021; Khan et al., 2022). Regarding the economic
influence of FOBs in the United Kingdom (UK), they
contributed £985 billion to the country’s GDP in 2021 and
approximately employed 16 million workers (CEBR, 2025).
Most of the market leading firms, including Wittington
Investments, Pentland Group PLC, and James Dyson Ltd, hold
significant ownership and control within the firm that are
characterized by family ownership and control of majority of

2024).

According to (Sadiq & Gebba, 2022), FOBs typically centre
their governance on family-centric norms, such as socio-
emotional wealth, long-term orientation and legacy. However,
(Harjito et al., 2021; and Huseyin, 2023) found that structured
governance mechanisms, comprising formal policies and
boards, tend to enhance financial performance when developed
and applied effectively, aligning with the company's strategic
objectives. On this note, (Barzegar & Alavi, 2023) also explain
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that effective strategic governance is also a supervisory
administrative tool and is an integrative and vital tool in
aligning the family values with the market requirements when
running the businesses.

Moreover, (Anatasia et al., 2023; and Qi & Mohammad,
2024) indicate that the family commitment has a positive effect
on the innovation among firms that eventually leads to better
market performance in the form of customer satisfaction,
market demand, and market share. On conflicting grounds, yet
stating that this effect depends on how the governance
facilitates experimentation, research and development without
undermining the control, (Oluwatukesi et al., 2023) express
that this is a tension between upholding legacy and at the same
time, incubating innovation. In addition, (Sorenson &
Milbrandt, 2023; and Ahmad, 2025) stated that the family
values are an effective brand asset, which includes authenticity,
reputation, and loyalty. The author also divulged that in terms
of marketing, such brand assets result into differentiated and
unique products in a saturated or competitive business
environment. Nevertheless, (Gamble ef al., 2021) found out
that FOBs are less tech-savvy and brand-conscious. They will
not invest enough in technologies or online marketing, limiting
access to customers and responsiveness. The findings are also
indicative of a significant gap in the research of the extant body
of literature, since the process through which strategic
governance structures in FOBs are related to the conversion of
family values into measurable results, e.g., better supply chain
and market performance, is under-researched.

In addition, supply chain processes are also heavily
impacted by family values through relational norms, such as
trust-based relationships with suppliers and local sourcing. In
this regard, (Debellis et al., 2024) found that trust enhances
resilience and cost performance across dimensions such as
innovation, agility, and reliability, which are essential
components of effective supply chains.

The private sector of the United Kingdom is dominated by
Family-Owned Businesses (FOBs), which make up 85% of all
firms and contribute substantially to the country's GDP and
employment (CEBR, 2025). Though their structures of
governance usually remain conventional, formed by massive
family-controlled ownership and governance practices driven
by family legacy, with restricted adoption of formal
mechanisms of oversight or digital integration. In the UK,
where regulatory frameworks focus on accountability and
transparency, such informal mechanisms of governance tend to
obstruct the competitiveness and efficiency of marketing and
supply chain operations. Although the topic of FOBs strategic
governance is crucial and guarantees its long-term
sustainability and performance, little research has evaluated
how strategic governance in FOBs of the UK interacts with
family values and affects dual performance outcomes in the
context of the supply chain and performance (Jum'a et al.,
2021; Kyere & Ausloos, 2021; Lee et al., 2023; and Lyon et
al., 2025). This is one of the critical research issues that the
present study deals with.

The current study makes significant contributions in
empirical, theoretical and practical dimensions. In terms of

empirical contributions, the current study offers rare evidence
in the UK FOB context on the causal relationships among
strategic governance, family values, and marketing and supply
chain performance outcomes, an area underexplored in recent
studies. Moreover, in terms of theoretical contributions, the
current study advances socioemotional wealth (SEW) theory
and agency theory by placing family values as a mediating
factor that links governance structures with tangible business
outcomes in the marketing and supply chain area. It expands on
the research of (Sanchez-Marin et al., 2024) on the effect of
finances. practically, the present research suggests the
leadership and policymakers of FOBs to adopt a balanced
approach between the traditional approach and professionalism
by integrating the organised governance systems with the
association with family values.

1.1. Aim

The aim of the study is to analyse the impact of strategic
governance on marketing and supply chain performance, both
directly and through the mediating effect of family values,
within these relationships in the context of UK FOBs.

1.2. Objectives

e To evaluate the effect of strategic governance mechanisms
on marketing performance in UK family-owned
businesses.

e To assess the impact of strategic governance on supply
chain performance within the UK family business context.

e To determine whether family values mediate the
relationship between strategic governance and both
marketing and supply chain performance.

2. LITERATURE REVIEW
2.1. Hypothesis Development

To examine the relationship between the strategic
governance factors and the firm performance factors mediated
by market orientation factors, (Kazemian et al., 2022) carried
out research on the hotel industry of Western Australia. The
author found that supply chain efficiency, manifested through
shorter inventory turnover cycles and lower ratios of logistics
costs, is a key way of improving corporate sustainability. Also,
the results showed that increased digitalisation and well-
developed internal governance positively enhanced the positive
association amidst the governance and supply chain
performance. The same results can also be observed in the
research by (Nagalingam et al., 2022), which concluded that
efficient governance frameworks allow optimisation of the
resource allocation process and enhance the transparency of
operations, supply chain efficiency, and compliance. In this
view, (Liu et al., 2023) further observe that Global supply chain
strategies such as procurement management and optimisation,
and better logistics operations are also implemented through
high-quality internal governance, but this is useful in
responding to risks related to supply chain disruption.
Moreover, (Klumpp et al., 2018) hypothesised that proper
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governance frameworks in companies contribute to enhancing
the power of the firm to regulate the data in the supply chain
and make the supply chain system more stable, which
significantly affects the supply chain performance.

The previous studies are consistent in demonstrating that
strategic governance is a positive influence on the performance
of the firm, and is often mediated by the process of market or
customer orientation. This study by (Kazemian et al., 2022)
proved that financial and non-financial performance has
improved due to the existence of better governance structures
in the Australian hotel industry, and (Wasdani et al., 2021)
showed that customer orientation is capable of improving
satisfaction. Although these studies focus on the relationship
between governance and performance, they are limited by
industry specific experiences and most of them fail to include
the role played by family in decision making process. In
addition, the two research articles fail to comment on the
complexities of family-owned enterprises, where governance is
deeply rooted in family values and socioemotional aspects.
These results combined suggest that the concept of mediation
is essential. However, the current literature is inadequate for
understanding the impact of family values on the efficacy of
governance in performance. This gap underscores the need to
explore strategic governance in UK FOBs, taking into account
family values as a mediating variable to determine their effects
on marketing and supply chain performance. Therefore, the
strength of the current study lies in connecting governance with
market-related outcomes such as supply chain and marketing
performance in the case of UK FOBs, which leads to the
development of the following hypothesis:

e H1: Strategic governance mechanisms have a statistically
significant positive effect on the marketing performance in
family-owned businesses in the UK.

(Li et al., 2025) conducted a detailed study to investigate
the impact of strategic governance factors on the supply chain
performance of Chinese listed firms, utilising 8,000
observations from 2010 to 2022. The author concluded that
enhancing supply chain efficiency, as evidenced by shorter
inventory turnover cycles and reduced logistics cost ratios,
substantially increases corporate sustainability. In addition, the
findings revealed that greater levels of digitalisation and robust
internal governance substantially strengthen the positive
relationship  between governance and supply chain
performance. These findings are also reflected in the study by
(Nagalingam et al, 2022), which found that effective
governance structures enable optimised resource allocation,
improve operational transparency, and ensure supply chain
efficiency and compliance. In this perspective, (Liu et al.,
2023) also note that high-quality internal governance enhances
the implementation of more scientific and efficient supply
chain strategies, including procurement management and
optimisation, as well as improved logistics operations, all of
which are valuable for addressing risks associated with supply
chain disruption. In addition, (Klumpp ef al., 2018) theorised
that effective governance structures within firms help improve
the firm's ability to manage supply chain data and make the
supply chain system more resilient, substantially impacting
supply chain performance.

According to existing studies, strategic governance is
effective in improving supply chain performance through
efficiency, transparency, and risk management. (Li et al., 2025)
showed that strong governance in Chinese listed companies
shortens inventory turnover and reduces logistics expenses,
thereby enhancing sustainability. Equally, (Nagalingam et al.,
2022) highlighted that effective governance systems are the
best indicators for streamlining resources and ensuring
operational transparency to ensure compliance and smooth
supply chain processes. Another postulation made by (Liu et
al.,, 2023) concerns the fact that proper internal governance
would enable the application of scientific methods to the supply
chain, which, in turn, would assist in eliminating the risk of
disruption by optimising the procurement and enhancing its
logistics. Despite the fact that these studies confirm the
correlation between governance and supply chain performance,
they predominantly are focused on large firms and do not relate
to the specifics of family-owned firms, where the family values,
traditions, and informal decision-making can influence the
performance of governance. The gap indicates the need to
investigate the effects of strategic governance, moderated by
family values, on the supply chain performance of UK FOBs.
Based on these arguments, the following hypothesis has been
developed.

e H2: Strategic governance statistically and significantly
impacts supply chain performance outcomes in family-
owned businesses in the UK.

Moreover, H3, which assumes that family values interfere
the correlation between strategic governance and marketing
and supply chain performance results, stems out of the
Socioemotional Wealth (SEW) theory, which assumes that
FOBs prioritize non-financial goals and elements like brand
identity, quality, and continuity, and emotional bonds with
customers (Temprano-Garcia et al., 2023). These values are
translated into strategic governance decisions, such as offering
high-quality, reliable products and services to customers and
improving its marketing performance through a high-quality
brand (Salem & Hashem, 2023). In addition, agency theory also
supports H3, highlighting that strong governance eradicates
inefficiencies, whereas family values form the execution of
governance mechanisms (Mariani et al., 2023). Therefore,
strategic governance coupled with family values justifies trust
and unity, which ultimately improve the supply chain and
marketing performances of firms.

The concept of socioemotional wealth (SEW) has been
widely used to theorise the mediating impact of family values
in the relationship between governance and performance, and
FOBs are more actively involved in non-financial objectives,
that 1is, identity, continuity and emotional attachment
(Temprano-Garcia et al., 2023). This view is helpful in
showing the distinct advantages of FOBs; however, it holds the
risk of missing possible trade-offs, including resistance to
change or scaling inefficiencies. (Salem & Hashem, 2023)
propose that family values may be converted into trustworthy
governance behaviour that reinforces marketing performance,
but they are still focused on branding outcomes in a limited
manner. When defined by (Mariani et al., 2023), the agency
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theory is essential to reduce the number of inefficiencies by
amalgamating governance, but it does not reflect the reality that
values can be embedded in the family-based culture of FOBs.
Therefore, the available theories shed light on complementary
factors but not on integration in understanding how family
values have a systematic moderating role in governance-
performance effects. Based on these arguments, the following
hypotheses are developed:

e H3: Family values significantly mediate the relationship
between strategic governance, marketing, and supply
chain performance in the UK.

2.2. Research Gap

There is a clear research gap in terms of investigating how
strategic governance of UK-based family-owned businesses
(FOBs) affects marketing as well as the supply chain
performance in the context of being mediated by family values.
However, studies such as (Patrick et al., 2022) have evaluated
the governance structures in FOBs. However, the primary focus
was on business performance or succession planning.
Nevertheless, they have a tendency to ignore dual and
functional role of governance on the supply chain performance,
as well as on market competitiveness. On the same note, family
values have been mentioned in numerous works, including
(Xian et al.,, 2021; and Zapata-Cantu et al., 2023) among others,
as applicable in business decisions. Nevertheless, empirical
studies investigating the mediating change between governance
and performance measures are very few.

Additionally, the correlation between governance practices
that include board accountability, strategic clarity and oversight
and business performance has not been given much focus in the
UK context, and specifically in family-owned businesses
(FOBs). This difference is especially important when relating
to the predicaments faced by these companies in the context of
the influence of the legacies, which is bound to vary clearly as
compared to the forces experienced in highly competitive

markets fuelled by innovations (Ghinizzini et al., 2025). This
research fills the gap in the literature by concentrating on the
direct effects of strategic governance on both marketing and
supply chain performance. Also, it focuses on how family
values mediate this relationship in the UK. It helps to overcome
the gap between the structure of strategic governance and its
actual application in FOBs. Further, it will also be helpful to
build integrative models that take into account the complexity
of social-cultural and operational specifics of such enterprises.
Therefore, the research provides new ideas with theoretical and
contextual content.

2.3. Conceptual Framework

Fig. (1) presents the conceptual framework that
demonstrates the effect of strategic governance on the market
and supply chain performance of family-owned businesses in
the UK through the mediation of family values. The framework
is founded on the Socioemotional Wealth (SEW) theory, which
acknowledges that the various dimensions (continuity, family
identity, and emotional attachment) shape priorities in
decision-making in FOBs stressed by (Leopizzi et al., 2021;
Oluwatukesi et al., 2023) also. These values can be both
empowering and limiting to the governance, such as dedication
to family values can reinforce long-term strategic planning, but
excessive dedication can slow the responsiveness of operations
and flexibility. The agency theory supplements this view in that
good governance mechanisms minimise inefficiencies, provide
accountability, and coordinate managerial behaviour with the
goals of a firm, which was unveiled by (Khan et al., 2022) also
in their study. The framework combines these theories by
postulating that strategic governance enhances marketing and
supply chain performance both directly and that family values
influence the performance of such governance mechanisms
indirectly, resulting in alignment between the strategic intent
and the socioemotional priorities. This two-theory
underpinning explains the avenues between governance,
values, and operational performance.

Al H2 1. Supply Chain Perf
Strategic Governance + SUpply Sl teriormance
2. Market Performance
H3
Family Values

Fig. (1). Conceptual framework of the study.
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3. MATERIALS AND METHODS
3.1. Data Collection

The data is collected using primary data collection methods,
which include a survey based on closed-ended questions. The
survey was conducted with representatives from FOBs operating
in the UK, as the study is based on measuring supply chain and
marketing performance in the case context of FOBs in the UK. At
FOBs, supply chain and marketing managers have extensive
operational expertise and strategic knowledge. Their performance
drives the results directly, making them perfect candidates for
assessing supply chain productivity and marketing performance.
Their real-world experience provides reliable, pertinent data
consistent with the study's goals in the UK family business setting.

As a primary data collection instrument, the structured survey
questionnaire was chosen to get standardised responses on the key
constructs of strategic governance mechanisms, family value
orientation, marketing performance, and supply chain
performance, which were assessed using the previously validated
instruments and modified to consider the peculiarities of family-
business settings. Each variable is measured by three items, which
are further measured on a 5-point Likert scale from 1 to 5: strongly
disagree to agree strongly.

A 5-point Likert scale (Appendix A) is chosen to provide
comparability and consistency of the constructs and allow for a
statistically sound analysis to be performed. The survey started
with demographic questions, collecting information about the
respondents' position, age, gender, job position, department,
and years of experience managing marketing and supply chain
operations in FOB. To ensure the validity and reliability of each
construct, several Likert-scale items were used to measure it.
Strategic Governance was quantified by questions like "Our
firm has strategic objectives that are clear and noticeable" and
"The decision-making in the firm is transparent and
accountable. Family Values consisted of such statements as
Family values are a significant source of business decisions, "
and " Emotional connection to the business affects the choices
of operations. The parameters of the Performance of the
Marketing were evaluated with the help of such items as: Our
brand reputation has been improved in the last year, and
Customer satisfaction has been enhanced as a result of strategic
initiatives. Supply Chain Performance entailed that Supply
chain processes are efficient and reliable, and our logistics
operations respond effectively to disruptions. The instrument
was pilot tested (N = 30 FOB executives) after the initial draft
and was refined concerning wording, scale balance, and context
relevance, thus clarifying the instrument, decreasing the level
of ambiguity, and improving the quality of measurement. In
addition, scholars in family business governance performed an
expert review, ensuring content coverage, highlighting
redundant items, and establishing the representativeness of all
constructs.

3.2. Population and Sampling

To get a representative sample, purposive sampling was
utilised as per (Thomas, 2022), focusing on executives with

transparent governance, marketing, or supply chain
management-related experience, which is important to get
informed and expert respondent opinions. The participants
were approached using social media professionals' platforms
like LinkedIn and official social media pages of FOBs
operating in the UK. Almost 700 representatives were
approached using informed consent, among whom 410
responded, with a response rate of 58.57%. Out of 410
responses, a data cleaning process was applied for the missing
values and outliers greater than |z| > 3.29 as per the principles
of (Carlier et al., 2021), which led to the elimination of 26
responses, leaving a final dataset of 384 valid responses, which
can be deemed as an appropriate sample size. The professionals
were approached using different networking features of
professional platforms. For instance, on LinkedIn, we joined
pertinent industry groups such as representatives of FOBs and
also approached individuals who were supply chain and
marketing managers at FOBs in the USA.

On the other hand, contacts were also made with different
FOB owners or those playing multiple roles in the FOBs, which
maximised participation in the study. In this manner, the study
used various platforms to engage participants, which allowed it
to eradicate selected biases. Online recruitment and the
utilisation of LinkedIn lead to the self-selection bias because
the respondents who are more digitally engaged or interested in
issues regarding governance have a higher chance of
responding. As per (Carlier ef al., 2021), this could impact the
sample representativeness as it might over-represent managers
who have had a positive experience of governance or who have
had a greater involvement in strategic processes. In turn,
(Harjito et al, 2021) specify that the results are not
generalisable to specific regions such as the rest of the UK
family-owned businesses, especially those that are not well-
digitised or work in more traditional management
environments.

To evaluate non-response bias in the current study, an
independent sample t-test was carried out, which compared the
first thirty (A1 = 30) and the last thirty (A2 = 30) respondents
as received, which is aligned with the techniques proposed by
(Malik et al., 2024; Didssy et al., 2025). Consistent with
(Chavez et al., 2023), the absence of statistically significant
differences within the variables among early and late
respondents highlighted no response bias, indicating that the
data collection procedure in the current research remains
reliable and strong. Moreover, the standard method bias was
addressed by using Harman's single-factor test, which unveiled
that there was no single factor that accounted for the majority
of variance and validated minimal risk. In addition, procedural
remedies were also applied, which comprised ensuring the
anonymity of the respondents and randomising the order of
items to decrease potential bias and improve the validity of the
findings.

3.3. Ethical Consideration
The ethical considerations that were upheld in this study
were targeted towards the protection, rights, and well-being of

all the participants. Participation was informed, and the
participants were informed entirely on the aim of the study, the
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voluntary nature of participation and their right to withdraw
anytime and without any consequences, as recommended by
(Leopizzi et al, 2021). Besides, consistent with the
requirements of (Kazemian et al., 2022), in order to maintain
anonymity, no personally identifiable data was gathered, and
the answers were coded to eliminate the possibility of tracing
the answers to the participants. All the data obtained was stored
in secure devices having limited access and could be used in
compliance with the data protection laws, and prevent any
unauthorised usage. All these ethical considerations guaranteed
integrity, transparency, and accountability in the research
process.

3.4. Data Analysis

The data analysis was initiated with the data processing,
where data cleaning was carried out. Once the data was
collected, it was electronically recorded in Microsoft Excel,
where it was processed for missing values and outliers. It
resulted in the omission of several responses as specified,
leaving 380 final responses for the analysis. SmartPLS 4.0 was
used to analyse the data and perform PLS-SEM to assess causal
relationships and mediation processes that could predict
governance that facilitates value alignment across functional
domains. The approach supports complicated hierarchical
structures, non-normality, and modest sample sizes and
delivers stable estimates of direct and indirect effects
(Nallaluthan, 2024). Reliability testing was conducted using
Cronbach's alpha and composite reliability (CR), whereby the
a and CR values were above the 0.70 threshold of internal
consistency as established by the pioneering measurement
theory. The convergent validity was determined through the
average variance extracted (AVE), and all AVE values were
higher than 0.50 as suggested by (Rana ef al., 2023), which
indicated that constructs accounted for more than half of their
items’ variance. The study also used the Heterotrait-Monotrait
ratio (HTMT) with the cut-off value of < 0.85 suggested in the
study of (Stelezuk & Wolanin, 2023), which is based on
contemporary advice instead of traditional standards.
Bootstrapping was used to derive confidence intervals of
HTMT values, which all indicated statistically significant
discriminant validity between latent variables. After
confirming the measurement model, the hypotheses were tested
by structural path analysis.

The reason why PLS-SEM was used instead of CB-SEM
was its high strength to analyse complex models containing
many constructs and mediating variables, including strategic
governance, family values, and performance outcomes, as
emphasised by (Nallaluthan, 2024) as well. In contrast to CB-
SEM, PLS-SEM does not presuppose multivariate normality,
which is why it can be used in the cases when the data do not
meet the normality assumption, which is also typical of
research involving family-owned businesses that recommend
the utilisation of PLS-SEM reflected by (Gorai et al., 2024)
also. Additionally, PLS-SEM also aims at maximising the
amount of variance in endogenous constructs, which is also in
line with predictive objectives of the study that are suggested
by (Maharjan et al., 2024) as well. Since these two techniques
require large samples under strict distributional assumptions,

the CB-SEM provide biased estimates, but the PLS-SEM
provide consistent path coefficients and valid inference despite
non-normal and complex data structures.

4. RESULTS AND ANALYSIS
4.1. Demographic Analysis

The results related to demographic analysis, shown in Table
1, depict that the sample size of 384 respondents was
distributed effectively concerning Gender, Age, Job Roles,
Departments, and Industry Experience. The largest group was
males (55.73%), with 23.70% not revealing gender. 35-44 was
the most predominant (33.33%) age bracket, with 45-54
remaining (28.13%), indicating that the participants were
mainly in the mid-age bracket. The number of jobs was
relatively equal, and the most represented were supply chain
managers (27.08%) and owners (26.30%). Following
departmental roles, the marketing respondents headed the
participants' group with 45.57% representation, since the study
applied to them. The industry experience was more inclined
towards individuals with 6-15 years of experience (46%),
suggesting a credible experience-based opinion (Table 1).

4.2. Multicollinearity (VIF)

The issue of multicollinearity was addressed by observing
the Variance Inflation Factor (VIF) values against the threshold
of 1-5 to state no or moderate multicollinearity. The results are
specified in Table 2.

From the values, it can be observed that all VIF values for
all the constructs lie between the threshold of 1 and 5, which
signifies there is no or moderate multicollinearity.

4.3. Measurement Model — Confirmatory Factor Analysis
(CFA)

Table 3 indicates the measurement model that was tested
with Confirmatory Factor Analysis (CFA), determining the
internal consistency of the constructs, reliability of the
constructs, and convergent validity by testing Cronbach's
alpha, Composite Reliability (CR), and Average Variance
Extracted (AVE). The construct of family values exhibits
adequate properties of measurement, where the lowest factor
loading is 0.783, and the highest is 0.899. The Cronbach alpha
(0.812) and the CR (0.831) are above the required level of 0.7,
and the AVE of 0.726 validates strong convergent validity.
Marketing performance indicators exhibit higher factor loading
(0.871 to 0.930) than the desirable 0.7 level, as is demonstrated
in Table 3, despite a high level of CR (0.891), showing strong
reliability and AVE (0.810), showing strong convergent
validity. Also, factor loadings in the case of the supply chain
performance variable range between 0.903 and 0.927, its AVE
is 0.771, and its CR is 0.852, which signifies high item-level
validity with high construct-level reliability. Strategic
governance indicates high item loading (0.855-0.901), whereas
alpha and CR are equal to 0.901 and 0.903, which averages
0.835. These results articulate that internal consistency is
upheld; however, convergent validity at the level of the
indicator is also strong for primary constructs. In Fig. (2), the
measurement model of the study is provided.
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Table 1. Demographic analysis.

Demographic Category Frequency (n) Percentage (%)
Male 175 55.73%
Gender Female 118 30.73%
Prefer not to say 91 23.70%
25-34 70 18.23%
35-44 128 33.33%
Age Range
45-54 108 28.13%
55+ 78 20.31%
Owner 101 26.30%
Manager 80 20.83%
Job Title/Position
Marketing Head 99 25.78%
Supply Chain Manager 104 27.08%
Marketing 175 45.57%
Department Supply Chain 134 34.90%
General Management 75 19.53%
1-5 years 68 12.98%
6-10 years 80 25.97%
Industry Experience
11-15 years 134 20.78%
15+ years 102 18.18%

Table 2. VIF.

Factor VIF
FVI 1.617
FV2 2.290
FV3 1.869
MP1 2.420
MP2 3.185
MP3 2.330
SCP1 2.796
SCP2 3.396
SCP3 2.616
SG1 2.082
SG2 2472
SG3 1.923

4.4. Discriminant Validity

The HTMT ratio measures the constructs of the study that
possess a distinct nature and do not conceptually overlap, as
suggested by (Roemer et al., 2021). Table 4 shows the HTMT
values of the family value, strategic governance, marketing

performance, and supply chain performance constructs.
Strategic governance and marketing performance (0.719) and
strategic governance and family value (0.620) signify that these
are distinct from each other and hold no conceptual overlapping
since the values of HTMT are lower than 0.85. Family value
holds the lowest HTMT (0.467) with supply chain
performance, indicating high distinctiveness.

4.5. Path Analysis

The results of the path analysis Table 5 indicate a number
of statistically significant causal relations among the constructs
of the study, which are strategic governance, family values,
marketing performance, and supply chain performance. The
most substantial direct impact is found between Strategic
Governance and marketing performance (f = 0.525, P=0.001)
as well as Supply Chain Performance ( = 0.454, P = 0.001),
where the effective strategic governance practices have a
significant positive impact on marketing and supply chain
performance. The outcomes are also consistent with the agency
theory that governance is effective in diminishing the
opportunistic behaviour and guaranteeing the effective
allocation of resources, which is also argued by (Gamble ef al.,
2021). At the same time, (Carlier et al., 2021) argue that SEW
theory presupposes that family firms seek continuity and
reputation on a long-term basis, and structured governance is



Majestic Global Trends in Marketing & Supply Chain Management (MGTMSCM), 2025, Vol. 1

Shabir Ahmad

encouraged to protect the firm-specific socioemotional goals.
The values of the family that serve as partial mediation might
be a cultural aspect of the UK that has formal bureaucracies in
governance, but still has the traditional family norms of
decision-making. Likewise, Strategic Governance is also a
strong predictor of family values (B = 0.521, p = 0.001). This
shows that governance practices are imperative in
strengthening cultural or value-based mediators in the family-
owned business. The result of the Strategic Governance being
a strong predictor of family values validates the convergence of
governance mechanisms and the socioemotional focus of
family-owned enterprises, which is in line with the postulates
of SEW theory, as also perceived by (Mariani et al., 2023). As
indicated by (Barzegar & Alavi, 2023), institutionalised
governance is aligned with family-based goals, that is,
continuity, identity, and reputation, and the values become

Table 3. Measurement model using CFA.

embedded in the process of making decisions. According to an
agency theory, this connection suggests that it is possible to
balance managerial behaviour with the family interest using
formal governance mechanisms and minimise the agency
problem. The UK FOBs also have cultural and institutional
considerations that contribute to the reinforcement of the level
of family values within the governance structures. Moreover,
family values have a beneficial and statistically significant
effect on marketing performance ( = 0.199, p = 0.001) and
Supply Chain Performance (B = 0.164, p = 0.012), which
confirms that the existence of strong familial values has a
significant contribution to making operations in marketing and
logistics functional. The sizes of the coefficients are relatively
small, but their significance shows the practical usefulness of
cultural embeddedness in strategic decisions.

Latent Variables Indicators Factor Loadings Cronbach's Alpha Composite Reliability | Average Variance Extracted (AVE)
FVl 0.783
Family Value Fv2 0.899 0.812 0.831 0.726
FV3 0.870
MP1 0.898
Marketing Performance MP2 0.930 0.883 0.891 0.810
MP3 0.871
SCP1 0.912
Supply Chai
UppLy AN scp2 0.927 0.851 0.852 0.771
Performance
SCP3 0.903
SG1 0.877
Strategic Governance SG2 0.901 0.901 0.903 0.835
SG3 0.855
Table 4. Discriminant validity imply that Table 5 indicates partial mediation through family
values in the association between strategic governance and both
marketing and supply chain performance. The direct impacts of
Family Marketing Strategic strategic governance on marketing performance (f = 0.525, p =
Value Performance Governance 0.001) and supply chain performance (B = 0.454, p =0.001) are
. significant, respectively, as shown in Table 4. Concurrently, the
Marketing T .
indirect effects through family values are f = 0.103, p = 0.001
Performance 0.550 . -
for marketing and 3 = 0.086, p = 0.020 for supply chain and are
Strategic also statistically significant.
Governance 0-620 0.719 The results confirm that family values are a mediator
Supply Chain between strategic governance and marketing performance, as
Performance 0.467 0.733 0.614 well as supply chain performance. In theoretical terms, this can

Some interesting insights are also delivered by the
mediation analysis. Both the indirect associations between
Strategic Governance and both Marketing and Supply Chain
Performance due to family values are statistically significant;
however, they are of moderate strength (§ = 0.103, p = 0.001
for marketing; = 0.086, p = 0.020 for supply chain). In
addition, in terms of partial and complete mediation, the results

be attributed to the socioemotional wealth (SEW) theory, as
revealed by (Debellis et al., 2024), family-related priorities,
such as legacy, reputation, and emotional attachment, affect the
process of governance mechanism implementation in family-
owned businesses. At the same time, the agency theory defines
the direct impact of the governance that is relatively strong, and
formal organisation minimises the agency problem and makes
the managerial behaviour consistent with the goals of the firm
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(Anatasia et al., 2023). According to the partial mediation,
family values not only affect governance impact but also
cultural and institutional aspects in the UK FOBs, including
regulatory compliance and traditional family norms, which

Table 5. Structural model.

mediate the extent to which the same values affect better
operational performance. In Fig. (3), the measurement model
with path coefficients, T-statistics, and R-squared values is
provided.

Direct Effects Path coefficients T statistics P values
Family Value -> Marketing Performance 0.199%%** 3.551 0.000
Family Value -> Supply Chain Performance 0.164%** 2.508 0.012
Strategic Governance -> Family Value 0.521%%* 12.631 0.000
Strategic Governance -> Marketing Performance 0.525%%* 10.576 0.000
Strategic Governance -> Supply Chain Performance 0.454%** 8.074 0.000
Indirect Effects Path coefficients T statistics P values
Strategic Governance -> Family Value -> Marketing Performance 0.103%%** 3.231 0.001
Strategic Governance -> Family Value -> Supply Chain Performance 0.086** 2.32 0.020
Note: ***: Significant at 1%, **: Significant at 5%
FV1 Fv2 FV3
MP1
0.808"
0.930—» MP2
0.871
SGl - Marketing Performance ML
0.877.
SG2 <0901
& 0855
=12 Strategic Governance
SCP1
00127
0.927—> SCP2
0,903y
Supply Chain Performance SLIE
Fig. (2). Measurement model of the study.
4.6. Predictive Quality Table 6. R-square.
The value of R-squared (Table 6) signifies that 27.2% of the R-Square
variation in family values is explained by strategic governance. )
. . o o .. . Family Value 0.272
Also, strategic governance explains 42.3% of % variation in
market performance and 31.1% of the variation in supply chain Marketing Performance 0.423
performance. Supply Chain Performance 0.311
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FV1
N\

Strategic Governance

FVv2
1

0.000

FV3
7

MP1

MP2

MP3

Marketing Performance

SCP1
0000~
0.000—>

0.000

SCP2

~

Supply Chain Performance SCP3

Fig. (3). Measurement model with path coefficients, T-statistics, and R-squared values.

4.7. Model Fit Indices

The model fit indices show acceptable adequacy of the
structural model. As depicted in Table 7, the values of SRMR
for both saturated 0.056) and estimated models (0.099) lie
within the threshold of (<0.10), which signifies restricted
discrepancy between the predicted and observed correlations.
Likewise, the values of NFI (0.850 and 0.824) surpass he least
suggested benchmark of 0.80, which also depicts adequate
model fitness.

Table 7. Model fit.

Saturated Model Estimated Model
SRMR 0.056 0.099
NFI 0.850 0.824

4.8. Effect Size

The f2 values indicate effect sizes in terms of the strength of
cause-and-effect relationships in the model. As depicted in
Table 8, the highest effects are observed with Strategic
Governance with (f2 = 0.373) when applied to family values
and (f2 = 0.348) when applied to marketing performance, which
are both medium effect sizes. This implies that the systems of
governance play key roles in value creation and market
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performance in UK FOBs. Its impact on supply chain
performance (f2 = 0.218) is more minor, which implies that
governance also led to the improvement of operations together
with other contextual variables. Family values have relatively
low influence on marketing performance (f2 = 0.050) and on
supply chain performance (f2 = 0.029), which is small.

4.9. Discussion and Hypotheses Assessment

This study was an attempt to examine the relationship
between strategic governance, supply chain performance, and
marketing performance under the mediating effect of family
values in the context of FOBs operating in the UK. Three
hypotheses have been tested, and the findings are discussed
systematically.

Table 8. Effect size.

f-Square
Family Value -> Marketing Performance 0.050
Family Value -> Supply Chain Performance 0.029
Strategic Governance -> Family Value 0.373
Strategic Governance -> Marketing Performance 0.348
Strategic Governance -> Supply Chain Performance 0.218
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4.9.1.

In the first hypothesis (H1), a positive and significant
connection between strategic governance mechanisms and
marketing performance in the context of FOBs in the UK was
observed. Since the findings have shown, the path coefficient (
=0.525,=0.001) shows a significant influence, which means
that the well-organised decision-making, accountability of the
boards, and clear strategic processes can have a significant
effect on the improvement of the market-related outcomes in
FOBs. This finding aligns with a study by (Kazemian ef al.,
2022), which found that effective governance structures lead to
improved market orientation in Australian FOBs. The reason
behind similar findings is that strategic governance, when
oriented towards customers, leads to continuous quality
improvements in products and services, which improves brand
reputation; as a result, the market performance of the brand is
enhanced. Several cultural differences also contribute to these
findings; for instance, the UK's corporate governance and
regulatory compliance culture provides an effective basis for
influencing FOBs to adopt formal structures that facilitate
greater accountability and clarity in strategic direction.

Strategic Governance and Marketing Performance

Second, the British professionalism and business-personal
life culture enhances transparency in making decisions of any
family business, as suggested by (Mariani et al, 2023). In
addition to that, the positive, significant correlation between the
strategic governance and the marketing performance provides
a valuable contribution to the theoretical context revealing that
in the UK FOBs, as (Khan et al., 2022) argues that the functions
of the governance are not just the mechanisms of control as
envisaged by the agency theory but also the strategic facilitator
influenced by the family-based priorities. This is an extension
of SEW theory, implying that long-term orientation and family
identity issues reinforce, rather than inhibit, the success of
governance practices in terms of market outcomes (Kazemian
et al., 2022). Therefore, the research contributes to the debate
by demonstrating how family influence can be employed as
governance capital, making markets more responsive rather
than functioning as a form of cultural inertia.

Such cultural dimensions are different in Australia,
whereby the relationships between family members dictate
governance, and this is why the UK FOBs are observed to
coordinate governance behaviour and market performance
effectively, unlike those that perceive their business cultures as
less formal and relationship-oriented. The results also support
SEW theory that is based on the premise that family firms give
priority to non-financial outcomes including legacy, image,
reputation and emotional attachment with customers and tend
to combine these priorities within governance systems and
strategic decisions as mentioned in the research conducted by
(Kazemian ef al., 2022). The alignment also comes through the
UK governance and regulatory culture, which incorporates
transparency and accountability in formal structures thus
enhancing the family seeking socioemotional outcomes. When
strategic governance mechanisms are designed to safeguard
and add value to SEW, sustainable quality improvement, client
confidence, and subsequently, enhanced brand reputation and
market performance become sustainable advantages to FOBs.
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4.9.2. Strategic  Governance Chain

Performance

and  Supply

The other (H2) hypothesis that tested the impact of strategic
governance on the performance of supply chains was also
supported (B = 0.454, p = 0.001). The current study can be
generalised to the family-owned businesses (FOBs) in the UK
and indicate that a strategic governance process can become a
significant facilitator of the supply chain performance by
allowing a long-term control and alignment as well as the risk
management (Nagalingam et al., 2022; Li et al., 2025). The two
articles highlight the contribution of the element of governance
as an opportune predictor of supply chain efficacy and
openness. However, one of the main differences lies in digital
integration. Chinese companies have become leaders in
incorporating digital tools into governance frameworks and
enhancing responsiveness in their logistics systems and
inventory management. In contrast, UK FOBs continue to
operate on legacy systems that carry a considerable debt to
traditional family principles.

The agency theory also supports these findings by assuming
that the efficient governance structure should help FOBs to
reduce the inefficiencies by aligning the actions of managers
with the interests of suppliers to sustain the principle-agent
relationship, which is also supported by (Mariani et al., 2023).
Governance enhances the performance of the supply chain in
the context of UK FOBs through oversight and risk
management although reliance on legal supply chain systems
still exists. Contrary to the Chinese companies that have high-
level digital supply chain operations, UK FOBs combine
traditional family values in all governance systems where the
agency theory displays how formal mechanisms decrease the
opportunities and maintain the reliability of the supply chain.
The positive correlation in the supply chain of governance
supplements the agency theory, as the hierarchy of oversight
and the enhancement of decision rights help minimise
coordination inefficiencies in UK FOBs (Ghinizzini et al.,
2025). The current study, however, contributes to the body of
knowledge by demonstrating that a family-based strategic
horizon aligned with SEW priorities enhances the effectiveness
of supply chain governance, as also noted by (Gamble et al.,
2021). Instead of limiting decision-making in operations,
family identity and continuity issues strengthen long-term
orientation and stability. This presents a new insight that in
FOBs, family influence does not dilute the governance process,
which is a stabilising factor, risk management, and encourages
joint practises in the supply chain even in the digitally changing
environment as confirmed by (Debellis ef al., 2024).

Such dependence on informal, non-digitised mechanisms of
governance can limit the extent to which the advantages of the
supply chain can be maximised. Consequently, the
performance gap appears to be driven by technological
disparities, highlighting the potential of digital governance to
advance supply chain effectiveness in family business contexts.
Further, UK culture, which emphasises punctuality and
reliability, enhances self-discipline when selecting and
managing supply chains, thereby advising FOBs to develop a
governance framework that facilitates timely operations (Lyon
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et al, 2025). Second, the UK prefers the formal nature of
contracts and supplier relationships to cultures that value
informal networks, which promote sound monitoring and
coordination (Kyere & Ausloos, 2021). Such cultural norms
play a role in improving the success of strategic governance
aimed at enhancing performance across supply chains within
UK FOBs, compared to China, where relational forces tend to
exert more potent effects on supply chain management efforts.

4.9.3. Mediating Effect of Family Values

The third hypothesis (H3) determined whether family
values mediated the connection between strategic governance
and the two performance indicators. Indirect effects on
marketing performance (f = 0.103, p = 0.001) and supply chain
performance (= 0.086, p = 0.020) were significant, and partial
mediation was observed. This shows that strategic governance
is not only directly effective, but the relationship is further
elevated when governance aligns with core family values.
Similar findings were reported by (Debellis et al., 2024), who
found that family values can serve as a legacy that is
transformed into strategic governance of FOBs, thereby
improving firms' market performance. Potential cultural
determinants of these results include the cultural esteem for
heritage and continuity in the UK, which favours integrating
family and its values into the structural groupings of
governance, enabling FOBs to employ the legacy as a strategic
resource (Lyon ef al., 2025).

Furthermore, the British tendency to reconcile the
traditional and modern approaches to business makes it
beneficial to inculcate primary family values and organised
governance to improve both the marketing and the supply chain
performance. These cultural factors set the UK FOBs apart
from countries like China, where family influence can be at
odds with formal governance, underscoring how legacy can
serve as a source of competitive advantage in the case of
strategic appreciation. The mediation findings build on SEW
theory by demonstrating that family values constitute strategic
governance capital and therefore add value rather than hinder
performance outcomes. The partial mediation suggests that
although governance structures independently enhance
marketing and supply chain performance, these processes
become particularly beneficial for coordinating the priorities of
identity, continuity, and emotional attachment, as supported by
(Leopizzi et al., 2021) as well. This supports the findings of
(Ghinizzini et al., 2025), who also showed that family values
in UK FOBs are not merely cultural artefacts but performance-
sensitive resources that shape the implementation of
governance decisions. Accordingly, the current study has made
a subtle contribution to knowledge: SEW-compliant
governance enhances greater strategic consistency and
functional dedication.

CONCLUSION

This study concludes that strategic governance plays a
central role in improving both marketing performance and the
supply chain in family-owned businesses (FOBs) in the UK.
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The results show that sound governance systems, as practical
leadership approaches, accountability systems, and formalised
decision-making processes, are some of the major contributors
towards enhancing functional results in significant business
areas. When such governance mechanisms are strategically
developed and deployed in the UK FOBEs, the result is effective
coordination, timely responses to market dynamics, and
operational efficiency, leading to improved performance in
marketing and supply chains. One significant observation from
the study is the role of the values instilled in families in
mediating these results. Contrary to posing competition to
formal strategic governance, the family value of trust, loyalty,
and long-term orientation manifests itself as a complement to
and enhances the strategic governance-performance alliance.
This indicates that the diverse cultural background could be a
strategic asset for UK-based FOBs when matched with modern
administrative and governance policies.

LIMITATIONS OF THE STUDY AND FUTURE
DIRECTIONS

The current study has several limitations, such as its focus
on FOBs in the UK, which limits the generalisability of the
results to other forms of business and regions. The cross-
sectional design also prevents inference about a long-term
cause-and-effect relationship among variables, and reliance on
self-reported data can lead to response bias. In addition,
variables such as family values are subjective and tend to vary
across respondents. Therefore, in terms of future directions,
studies should include comparative analysis across different
business types, sectors, and regions with different governance
systems. In addition, technological variables such as digital
transformation or strategic governance driven by Al tools could
provide in-depth insights into developing supply chain and
marketing dynamics across FOBs. This will further advance the
strategic governance literature across different organisational
contexts. Lastly, future studies should adopt a longitudinal
research design to strengthen causal conclusions regarding
governance, family values, and performance. Time-tracking of
FOBs would help understand the evolution of governance
reforms, changes in family values across generations, and how
mediation effects increase or decrease as market or institutional
conditions change.

POLICY IMPLICATIONS

The results provide practical policy implications closely
related to the realised governance-performance relationships.
As strategic governance substantially forecasts the
performance of marketing and supply chains, regulators must
advise UK family firms to institutionalise strategic review
processes and open decision-making frameworks, as these can
contribute to significant performance gains. Government
agencies and professional organisations could introduce
governance certification schemes or specific grants to facilitate
the implementation of organised planning, director responsible
governance, and information-based governance. The fact that
governance has a significant positive impact on family values
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also underscores the need for advisory programmes that help
firms convert socioemotional priorities, such as continuity and
identity, into strategic routines. Considering the identified
partial mediation, the policy should, when used, encourage
tools such as family constitutions, value-alignment workshops,
and succession protocols to entrench the reforms within family
governance processes and norms. Combined with the
implications, family values may serve as governance-
enhancing capital, strengthening strategic performance without
weakening in UK FOB.
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Question Response Options
Age [0 25-34 0 35-44 O 45-54 O 55+
Gender O Male O Female [ Prefer not to say

Job Position

O Owner O Manager [0 Marketing Head 0 SCM Head

Department

O Marketing O Supply Chain [0 General Management

Years of Experience in the Industry

[0 1-5 years [0 6-10 years O 11-15 years [0 15+ years

Please indicate your level of agreement with the following statements:
1 = Strongly Disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = Strongly Agree
Variable Items 1 2 3 4 5
i has ft 1 hani .8. ti
Our business has forma goveman(‘:e‘mec anisms (e.g., board meetings, O O O O O
policies).
Strategic G Strategic decisions i de through a t t
rategic Governance rat€gic decisions 1 our company are made through a tranSparen O 0 0O O O
(Iv) process.
W larl i d ali busi trategi ith long-t
e regularly review and align our business strategies with long-term 0 O 0 0 0
goals.
Family traditi dl ignificantly infl busi
amily traditions and legacy s1'gr.11 icantly influence our business 0 O 0 0 0
decisions.
Family Val ioritise long-t tabilit; hort-t fit to famil
ami y- alues We prioritise long-term stability over short-term profits due to family 0 O 0 0 0
(Mediator) values.
There is a st f emotional attachment bet the famil,
€1€ 1S a Strong sense o1 €mo IOIlé attachment between the Tamily and 0 0 0 0 0
business.
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Our marketing strategies have helped improve customer loyalty. O O O O O
Marketing ] ] o
Performance We effectively adapt to changes in customer preferences and digital O O O O O
trends.
V)
Our brand reputation has i di t due to strategi
ur brand reputation has 1m‘pr‘o.ve. in recent years due to strategic 0 O 0 0 0
initiatives.
O ly chain is highl ive to ch ind d
ur supply chain is hig yfespo.r151ve o changes in demand or 0 O 0 0 0
disruptions.
Supply Chain have i fhici . v chai N
Performance We have improved cost-efficiency in our supply chain over the past 2 0 O 0 0 0
years.
V)
O ly chai ti flect strategic ali t with
ur supply chain operations reflect strategic alignment with our 0 O 0 0 0
governance.
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