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Fig.1 Evolution of Haixin Group’s core social network
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Tab. 2 The relationship reconstruction of Haixin Group’s core social network
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Tab.3 The cognition transfer of Haixin Group’s core social network
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Fig. 2 The status of the business owner in the social network of family business
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Fig. 3 Relationship between social capital and business performance of Haixin Group
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Transgenerational Adaptation of Social Capital in the Succession of
Family Business: A Case Study of Haixin Group

WU Jiong
(School of Business and Management, Donghua University, Shanghai 200051, China)

Abstract: More and more studies have been done on social captial problem in the succession of
family businesses. This paper redefines it as transgenerational adaptation based on a case study of
Haixin Group. The research proposes that the succession process of social capital in a family bus-
iness involves two stages of inheritance and change, which bear a three-dimension nature of re-
structuring, relationship reestablishing, and cognition transferring. Using text analysis for media
reports, it also finds that the purpose of the transgenerational adaptation of social capital in fami-
ly businesses is to maximize the resources in the multi-layer social network that can be mobilized
by the successor. the initial task of which should be adaptation of factors in the cognitive dimen-

sion.

Key words:family business succession; social capital; transgenerational adaptation; case study



