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ABSTRACT
In the last two decades, South Africa has witnessed a series of reforms in the telecommunications industry, including the corporate rebranding efforts undertaken by major telecommunications corporates. In April 2011, Vodacom, following the increase in ownership in 2009 by Vodafone, launched its new image. With the corporate rebranding, Vodacom kept its name, but effected changes to the logo, slogan and colour scheme. The rationale for keeping the name is the fact that Vodafone’s presence in Africa is far smaller than Vodacom’s. Vodacom holds power and position in the marketplace in South Africa and Africa. In addition to changing its brand colours from the familiar green and blue to red, the brand colour of UK-based Vodafone, which owns 65 percent of Vodacom, it has also assimilated Vodafone’s teardrop logo.
The purpose of this research was to investigate the drivers of corporate rebranding and the impact of corporate rebranding on brand equity of South African brands. The research used quantitative data. There were 134 respondents, with 109 completed questionnaires, from a convenience sample who were all employees of Vodacom. The survey was administered through an online portal and analysed using descriptive statistics and principal component analysis.  
The main findings confirmed 9 of the 10 drivers of corporate rebranding identified in previous literature.  The outcome of the research also summarised these drivers into 2 fundamental factors, namely corporate structure and strategy, and macroeconomic factors. The brand equity of the Vodacom brand has been adversely impacted following a rebranding exercise. The old brand is represented by three factors that corresponded with Aaker’s model (Aaker, 1991). These factors are brand awareness, perceived quality and brand loyalty. The new brand was represented by a factor labelled ‘infant brand’. Macroeconomic factors were perceived to the most significant drivers of corporate rebranding. 
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1 [bookmark: _Toc380687038]INTRODUCTION
1.1 [bookmark: _Toc380687039]Purpose of the study
The purpose of this research was to investigate the drivers of corporate rebranding and the impact of corporate rebranding on brand equity of South African brands. Corporate rebranding constitutes an important aspects of brand management; it is, however, highly risky and may lead to a decrease in brand loyalty and equity (Gotsi and Andriopoulos, 2007; Hatch and Schultz, 2003; Kapferer, 2004). Furthermore, corporate rebranding is expensive and laborious, and as this exercise increases, the rate of failure is high compared to the rate of success (Causon, 2004; Stuart and Muzellec, 2004). Such failures may result in loss of loyal customers and market share (Kapferer, 2004).
1.2 [bookmark: _Toc380687040]Context of the study
The South African mobile cellular telecommunication industry witnessed an unprecedented growth in cellular phone users in the last decade. These users demand that corporates live up to their brand promises. In the last two decades, South Africa witnessed a series of reforms in the telecommunications industry, including the rebranding efforts undertaken by two major telecommunications corporates, Vodacom and Cell C.
Vodacom is one of four telecommunications providers in South Africa. It provides voice, messaging, data, converged services and business services to customers in several countries on the African continent, for namely; Mozambique, Democratic Republic of Congo, Lesotho and Tanzania.          . 

In April 2011, Vodacom, following the increase in ownership in 2009 by Vodafone, launched its new image. With the rebranding, Vodacom kept its name, but effected changes to the logo, slogan and colour scheme. The rationale for keeping the name is the fact that Vodafone’s market penetration in Africa is far below than of Vodacom. Vodacom holds power and position in the marketplace in South Africa and Africa. In addition to changing its brand colours from the familiar green and blue to red, the brand colour of UK-based Vodafone, which owns 65 percent of Vodacom, it has also assimilated Vodafone’s teardrop logo. Figures 1 and 2 below illustrate the old and new Vodacom brands, respectively. 
[image: http://www.google.co.za/url?source=imgres&ct=img&q=http://1.bp.blogspot.com/-Si3z00o4ULQ/Ufz-F2C1sSI/AAAAAAAAAKs/ACtXlU5yaaQ/s320/vodacom-logo1.jpg&sa=X&ei=cOkkUq7ZHc-rhAe7uoCgAw&ved=0CAQQ8wc4hwE&usg=AFQjCNGxFP-F2yPzgO18O5SKdvX68pzivw]
[bookmark: _Toc380684386]Figure 1: Old Vodacom branding
[image: http://www.google.co.za/url?source=imgres&ct=img&q=http://www.technesstivity.com/wp-content/uploads/2012/02/Vodacom.jpg&sa=X&ei=zuokUvW6LsbxhQeauYGYCQ&ved=0CAQQ8wc4BA&usg=AFQjCNG2gMLXa9b4bcb-p23LoVGoGaTang]
[bookmark: _Toc380684387]Figure 2: New Vodacom branding
Corporate rebranding as a result of mergers and acquisition, as is the case with Vodacom, provides a corporate with four options. Lambkin and Muzellec, (2008) and Daly and Moloney (2004) state that there are four options available to an organisation when deciding to rebrand as a result of a merger. Options are: firstly, one brand, scenario where the acquired brand is discontinued in favour of the acquirers brand; secondly, a joint brand, scenario where the two brands are combined to create a new brand; thirdly, a flexible brand, where management decides to keep both brands and use the interchangeably depending on the business requirement; and lastly, a new brand, where both previous brands are discontinued and a new brand is created. As stated in the above text, Vodacom chose the third option by retaining the name but changing their logo, slogan and colour scheme. 
Logo
A logo is a symbol that identifies a corporate and its products. It is an important element of a brand as it is designed to position a corporate in the mind of customers (Hatch and Schultz, 2003). A good logo will make customers think of the corporate by merely seeing a part of it. Such logos leave a lasting impression in the memories of customers. A logo has the potential to convey the character and nature of a corporate, hence it is important when designing a logo, to understand the connotations it carries (Hatch and Schultz, 2003).  Most corporates trade globally, so different symbols carry various meanings across cultures and countries. The new Vodacom logo is the same as that of the parent company, Vodafone. Both brands use the same font and speech mark logo. In changing the logo to resemble that of Vodafone, Vodacom’s objective was to leverage the character of the Vodafone brand as the parent company (Vodacom Annual Report, 2012).   


Slogan
Many corporates use a slogan when advertising their products and services. It is also termed a ‘catch phrase’ or ‘tagline’. What makes a slogan distinct is the striking memorable phrase. The old Vodacom catch phrase was ‘South Africa’s leading cellular network’. The new Vodacom slogan is ‘Power to you’.
Colour scheme
Vodacom positioned itself by adopting Vodafone’s corporate colour. The Vodacom official colour was blue and green, whereas that of Vodafone is red and white. Vodacom cited innovation and an exciting new future for its customers as the reason for changing its colour (Vodacom Annual Report, 2012).   
1.3 [bookmark: _Toc380687041]Problem statement
1.3.1 [bookmark: _Toc380687042]Main problem
The research problem was to investigate the drivers of corporate rebranding and to analyse the impact on brand equity for South African organisations. 
1.3.2 [bookmark: _Toc380687043]Sub-problems
· The first sub-problem was to determine drivers of corporate rebranding of telecommunications organisations in South Africa.
· The second sub-problem was to investigate the impact of corporate rebranding on brand equity.
1.4 [bookmark: _Toc380687044]Significance of the study
This study provided an understanding of the relative importance of brand equity as a strategic focus in corporate rebranding exercises for South African organisations. The research set out to determine the impact that rebranding a South African telecommunication company has had on its brand equity. 
The study provides guidance and added value to marketing practitioners and key decision makers working in South African organisations who endeavour to better understand the connection between corporate rebranding and brand equity. By means of quantitative research methodology targeting customers and employees of these organisations, the research aimed to provide insights into managing the rebranding process, potential pitfalls and the impact on the brand. Furthermore, this study added further insight regarding the two constructs benefitting marketing management within the South African context.
1.5 [bookmark: _Toc380687045]Limitations of the study
The research topic focused on Vodacom as a telecommunication company and excluded all other corporate rebranding exercises within South Africa. 
The research focused on employees’ perceptions of rebranding rather than the financial impact on the organisation.
The research did not include other stakeholders i.e. investors, customers, and suppliers. 
1.6 [bookmark: _Toc380687046]Definition of terms
Brand
Kotler (2009) states that a brand as a name, term, symbol, design or a mixture of these features which serve to differentiate products and/or services of a company from competitors. 
Brand equity
Feldwick (1996) defines brand equity, as the total value of a brand which as a separable asset included in the balance sheet. Simon and Sullivan (1993) define brand equity as an increment of cash flows accumulated by branded products over unbranded products.
Corporate rebranding
Rebranding relates to the proposal to create a new name, symbol, design or a mixture of these elements for a recognized brand with the key objective of creating a differentiated position in the mind of stakeholders, consumers and competitors. Merrilees and Miller (2007) define the concept by highlighting the modification from an initially articulated corporate brand and a new design. Furthermore, corporate rebranding entails that all elements need to be shifted from one mind-set to another (Merrilees and Miller, 2007). 
1.7 [bookmark: _Toc380687047]Assumptions
The following assumptions were made regarding this study:
· Data collected were deemed reliable.
· Respondents understood the effect of corporate rebranding

2 [bookmark: _Toc380687048] Literature review
2.1 [bookmark: _Toc380687049]Introduction
This literature review focused on corporate rebranding and brand equity and the interrelationship between the two constructs.
2.2 [bookmark: _Toc380687050]Corporate branding 
2.2.1 [bookmark: _Toc380687051]Definition of a brand
There are numerous definitions of a brand in the literature. According to Kotler and Keller (2009), a brand is usually defined as a name, term, symbol, design or a mixture of these features which serve to differentiate products and/or services of a company from competitors. O’Malley’s (1991) definition is closely related to that of Kotler and Keller (2009). 
Franzen and Bouwman (2001) define a brand differently.  They relate a brand to a series of associations with a symbol or a name in the mind of a consumer. In their view, brands are portions of experiences, emotions, information, meanings, and images connected by associations of variable strength. Organisations invest in brands as a way to appeal and keep customers by promoting value, lifestyle and image. By choosing particular brands, consumers can create a positive image, thus reducing the risk (Ginden, 1993; Montgomery and Wernerfelt, 1992). A successful brand promises customers value and promotes employees satisfaction and confidence in their products, which may result in accelerated market awareness and acceptance (O’Malley, 1991 and Berry et al., 1988). 
2.2.2 [bookmark: _Toc380687052]Definition of branding
Branding is the process of associating the brand name information, meanings, images, emotions, intentions that are of significant sin the consumer’s decision making process (Franzen and Bouwman, 2001). Branding can further be defined as the establishment of effective, associations with the brand name or concept in relation to the target market (Walvis, 2007). This definition correlates with the notion that brands attempt to be the preferred choice among its consumers and that branding, as an action, increases that possibility (Walvis, 2007). O’Malley (1991) purports, that branding is a practice of building a defensible, differentiated advantage by playing on the nature of humans. Only humans can assign meaning and feeling to non-living objects and symbols, which proposes the appeal of branding, is not completely rational. Once customers become familiarised with a particular brand, they do not voluntarily accept alternative or substitute brands (Ginden, 1993). 
2.2.3 [bookmark: _Toc380687053]Brand equity
Feldwick (1996) defines brand equity, as the total value of a brand which as a separable asset included in the balance sheet. Simon and Sullivan (1993) define brand equity as an increment of cash flows accumulated by branded products over unbranded products.
2.2.4 [bookmark: _Toc377763814][bookmark: _Toc380687054]Brand valuation
Initial research into the valuation of brands originated from two areas: marketing measurement of brand equity, and the financial treatment of brands. The first was popularised by Keller (1993), and included subsequent studies by Lassar et al. (1995) on the measure of brand strength, by Park and Srinivasan (1994) on evaluating the equity of brand extension, Kamakura and Russell (1993) on single- source scanner panel data to estimate brand equity, and Aaker (1996) and Montameni and Shahrokhi (1998) on the issue of valuing brand equity across local and global markets. The financial treatment of brands has traditionally stemmed from the recognition of brands on the balance sheet (Barwise et.al., 1989; Oldroyd, 1994, 1998), which presents problems to the accounting profession due to the uncertainty of dealing with the future nature of the benefits associated with brands, and hence the reliability of the information presented. Tollington (1989) has debated the distinction between goodwill and intangible brand assets. Further studies investigated the impact on the stock price of customer perceptions of perceived quality, a component of brand equity (Aaker and Jacobson, 1994), and on the linkage between shareholder value and the financial value of a company’s brands (Kerin and Sethuraman, 1998). Simon and Sullivan (1993) developed a technique for measuring brand equity, based on the financial market estimates of profits attributable to brands. The co-dependency of the marketing and accounting professions in providing joint assessments of the valuation of brands has been recognised by Cravens and Guilding (1999). They provide useful alternatives to the traditional marketing perspectives of brands (Aaker, 1991; Keller, 1998; Aaker and Joachimsthaler, 2000). The debate over the appropriate method of valuation continues in the literature (Perrier, 1997) and in the commercial world. 

2.2.5 [bookmark: _Toc380687055]Definition of corporate branding
Corporate branding is characterised by the principles of product branding, in that it shares the same drive of building differentiation and increasing preference. Einwiller and Will (2002) define corporate branding as a methodically planned and applied process of building and sustaining a positive image and consequently a good reputation of the brand. This is achieved by sending messaging to all stakeholders through management of the company’s communication and behaviour. Kay (2006) agrees that corporate branding is the technique an organisation articulates its brand position and/or identity. Moreover, corporate brands are central and strategic and managed by senior management according to Hatch and Schultz (2003). Corporate brands are more abstract and complex, representing higher-order values (Chernatony, 2002). Additionally, they also represent different meanings for different stakeholders when compared to product brands (Balmer and Greyser, 2002).
Abratt and Mofokeng (2001) state that the literature supports the increased attention on the role of the organisation as a strategic element in the branding process
King (1991) argues the fact that the audience of a corporate brand reach beyond just customers to embrace all stakeholders. These stakeholders apply a wider range of discriminators, including intangible and tangible products or services components.
2.2.6 [bookmark: _Toc380687056]Models of corporate brand management 
The literature makes a clear distinction between two schools of thought in relation to the models of corporate branding namely: the macro and micro models. The macro models are from the 1980s and 1990s.and the micro models derived from the recent marketing fields (Balmer, 2001a). Macro models were conceptualised by Abratt (1989) and Dowling (1993) and their key influence has been to integrate the various constructs, including corporate personality, image and identity. Dowling (1993) supplemented the model by including constructs such as organisational culture. Macro models sparked multi-disciplinary interest, however, they appeared to have limitations in relations to insights they offer in clarifying and linking the constructs. Numerous authors have off late conceptualised another micro models as an acknowledgement of these highlighted limitations. Hatch and Schultz (1997, 2001) state that manager need to align three major components of corporate branding namely; vision, culture, and image. Rindova (1997) focuses on the image development process and defines four distinctive categories of image that are shaped by organisations and individuals. This process adds further knowledge and insight into the management of corporate image. Balmer (2000) makes a distinction between five aspects of identity namely; actual, communicated, conceived, ideal, and desired. Balmer (2000) adds that in managing the corporate branding process, manager should explore all these components.  

2.2.7 [bookmark: _Toc380687057]Difference between corporate branding and product branding
There are fundamental differences between corporate brands and product brands (King, 1991; De Chernatony, 1998; Balmer, 2001a; Balmer and Greyser, 2002).These fundamental differences are highlighted in the table below.
[bookmark: _Toc380684347]Table 1: Difference between corporate branding and product branding (King, 1991; De Chernatony, 1998; Balmer, 2001a; Balmer and Greyser, 2002)
	
	Product brands 
	Corporate brands

	Management responsibility 
	Brand manager
	Chief executive

	Functional responsibility
	Marketing
	Most/all departments

	General responsibility
	Marketing personnel
	All personnel

	Disciplinary roots
	Marketing
	Multidisciplinary

	Brand gestation
	Short
	Medium to long

	Stakeholder focus
	Consumers
	Multiple stakeholders

	Values
	Contrived 
	Real

	Communications channels
	The marketing communications mix
	Total corporate communications

Primary: performance of products and services; organisational policies; behaviour of CEO and senior management; experience of personnel and discourse by personnel
Secondary: marketing and other forms of controlled communication
Tertiary: word of mouth


	Dimensions requiring alignment
	Brand values (covenant)
	Brand values (covenant)


	
	Product performance
	Identity (corporate attributes/sub-cultures) 
Corporate strategy
Vision (as held by the CEO and senior management)


	
	Communication
	Communication

	
	Experience/image and reputation
	Experience/image and reputation

	
	Consumer commitment
	Stakeholders commitment (internal and external constituencies)

	
	Environment (political, economic, ethical, social, technological)
	Environment (political, economic, ethical, social, technological)



2.3 [bookmark: _Toc380687058]Corporate rebranding
Merrilees and Miller (2008) define corporate rebranding by first defining the difference between corporate brand and function-based product brands. According to Hatch and Schultz (2003) as cited by Merrilees and Miller (2008), the company features more clearly in corporate brands as they relate to culture. Furthermore, structure is also critical in corporate brands for execution reasons and also as a key component of the brand character. 
Merrilees and Miller (2008) define the concept further by highlighting the modification from the initially created corporate brand and a new creation. The modification of the brand vision is termed as brand revision. The methodology of implementing the revision within the company may necessitate a modification of the management process. With corporate branding, company issues may include changes, but the focus should be on getting all departments to consistently follow policy and procedure specifications. More importantly, with corporate rebranding all departments and/or business units need to be migrated from one state of mind to another (Merrilees and Miller, 2008). To this end, Muzellec and Lambkin (2006) refer to the term ‘neologism’ when defining the term ‘rebrand’. They begin by defining the prefix ‘re’ as an ordinary verb of action meaning ‘again’, suggesting that the process is repeated. A traditional definition of a brand proposed by Kotler and Keller (2009) is that a brand refers to a name, term, symbol, design or a mixture of these features which serve to differentiate products and/or services of a company from competitors. 
This definition focuses on the company’s input activity of distinguishing by means of name and visual identity devices according to De Chernatony and Riley (1998). A descriptive model, illustrated in Figure 3, considers the two key concepts of rebranding and allowing varying amounts of change and variations.   
[image: ]
[bookmark: _Toc380684388]Figure 3: Branding as a continuum (Muzellec and Lambkin, 2006)

Corporate rebranding is characterised by the varying amount of change in the brand position and aesthetics. The model characterises rebranding as either evolutionary or revolutionary. Evolutionary rebranding defines relates to a minor change in the company’s positioning and aesthetics barely noticeable by consumers.  Revolutionary rebranding refers to a major, noticeable modification in positioning and aesthetics that profoundly redefines the company image (Muzellec and Lambkin, 2006). All in all, corporate rebranding varies from minor, evolutionary changes in positioning and aesthetics to revolutionary changes in corporate name, values, attributes and positioning. Rebranding can also be conceptualised according to the level in the corporate hierarchy at which it take place. According to Keller (2000), brand hierarchy is made up of a corporate brand, business unit brand and product brand. To this end, rebranding may be initiated at one level, several or all levels in this hierarchy. The simplified three-level brand hierarchy is shown in Figure 4. 
[image: ]

[bookmark: _Toc380684389]Figure 4: Rebranding in a brand hierarchy (Muzellec and Lambkin, 2006)

More often than not, the primary objective is to integrate different brands into a single corporate brand. This integration is referred to as the concept of a master brand (Muzellec and Lambkin, 2008). This model of a master brand at its basic form is when a company with a recognisable brand changes the brand or brands of all its business units, after an acquisition, to support the corporate brand. Another scenario is when a new brand is conceptualised and applied to business units. An alternative scenario is when a carries out a rebranding process with the primary objective of separating the corporate brand from business units (Muzellec and Lambkin, 2008). According to Aaker and Joachimsthaler (2000) when master brand extents across the three levels of the hierarchy and supports, the brand architecture is referred to as a ‘branded house’, Conversely , ‘house of brands’ is when a company maintains each product line identity which may be differ from the corporate brand

According to Muzellec and Lambkin (2006), the concept of rebranding primarily affects services, however, no industry is unaffected by the renaming phenomenon. Corporate rebranding occurs as a result of modifications in company structure, strategy or performance of adequate scale to recommend the need for an essential redefinition of its brand identity. These modifications are often driven by mergers and acquisitions, loss of market share and/ or decline in a company’s reputation. 

2.3.1 [bookmark: _Toc380687059]The role of rebranding  
According to the literature, the primary objective of rebranding is to improve brand equity (Aaker, 1991; Causon, 2004; Boyle, 2002; Muzellec and Lambkin, 2006). Melewar (2005) stated that the other objective of corporate rebranding is to reduce the negative effects of brand equity. However, corporate rebranding could increase or decrease brand equity according to Boyle (2002) and Muzellec and Lambkin (2006). In other words, when rebranding is conceptualised as a modification to self-identity and/or an attempt to modify perceptions among stakeholders, this strategy may either positively or negatively impact brand equity (Muzellec and Lambkin, 2006). 

According to Rosenthal (2003), constant focus on the macro conditions and growth is crucial when considering rebranding. De Chernatony et al. (2004) argues that if a brand is to be consistently successful, it needs to regularly modify its values that form part of its identity to changing needs of its consumers. Rebranding targets to increase, reclaim, transfer and/or rebuild the corporate brand equity according to Muzellec and Lambkin (2006). The literature suggests that a change to a name is not an automatic indicator of an increase in profitability and investors’ perception of a company’s value (Kilic and Dursun, 2006). Most companies do not properly solicit input from their stakeholders on rebranding practice according to Lomax and Mador (2006). Braun (1999) concludes that brand managers may influence consumers’ experiential memories through messaging. Therefore, to modify consumer memory, rebranding has a pivotal role in the rebuilding of a consumer’s memory. Boyle (2002) agrees that although a company’s objective in rebranding is to offer customers a unique organisational value proposition, the rebranding process may not positively influence brand equity. Muzellec and Lambkin (2006) state that brand awareness is a fundamental trigger of brand equity and thus rebranding may decrease the equity of a brand. 
2.3.2 [bookmark: _Toc380687060]Drivers of corporate rebranding 
Corporate rebranding occurs as a result of modifications in company structure, strategy or performance of sufficient scale to recommend the need for an essential redefinition of its brand identity. According to the literature, corporate rebranding drivers are divided into four major groups: change in ownership structure, change in corporate strategy, change in competitive position and changes in the external environment (Boyle, 2002; Causon, 2004; Gambles and Shuster, 2003; Lomax, Mador and Fitzhenry, 2002; Kaikati and Kaikati, 2003; Muzellec and Lambkin, 2006; Stuart and Muzellec; 2004). These drivers are further explained in Table 2. 

[bookmark: _Toc380684348]Table 2: Corporate Rebranding Drivers
	Corporate Rebranding Drivers

	Driver
	Factor
	Reference

	Change in ownership structure 
	Mergers and acquisitions
Spin-offs and demergers
Private to public ownership

	Muzellec and Lambkin (2006)
Lomax, Mador and Fitzhenry (2002)
Basu (2006)


	Change in corporate strategy
	New focus or vision
Diversification and divestment
Internationalisation and localisation
Align the culture
Unite the organisation behind one brand
	Stuart and Muzellec (2004)
Causon (2004)

	Change in competitive position
	Erosion of market position
Outdated image
Reputation problems
Changes the image of the service
Increasing disturbance and competitive environment
	Lomax, Mador and Fitzhenry (2002)
Boyle (2002)

	Change in external environment
	Economic slowdown
Legal obligation
Shifts in the marketplace

	Kaikati and Kaikati (2003)
Stuart and Muzellec (2004



2.3.3 [bookmark: _Toc380687061]Dimensions of corporate rebranding
Muzellec et al. (2003) studied 166 publicly listed companies that have rebranded and termed the dimensions of rebranding which include repositioning, renaming, redesigning, and re-launching.
· Repositioning
Brands must be regularly re-organised over time to stay relevant to changing market conditions and trends due to ongoing competitive pressures including broader external events (De Chernatony, 2004).  Brand positioning is an on-going and incremental process (De Chernatony, 2004) and circumstances most often dictate level of re-adjustment of the position (Muzellec and Lambkin, 2006). Two fundamental levels of repositioning relate to the symbolic and the function of a brand. These levels enable consumers to identify the difference/s between the old branding and the new branding (Simms and Trott, 2007). According to Simms and Trott (2007), the symbolism of a brand is important compared to the functional changing consumer perception. As a result, brand managers should to be cognisant of the influence modifications to a brand and its positioning may have on consumer’s perceptions. 
· Renaming
[bookmark: _Toc380504808][bookmark: _Toc380687062]According to Daly and Moloney (2004), renaming is a significant process in rebranding and it is most often the initial and noticeable action of restructuring of a brand according to Chu (2001) and Lomax (2002). Muzellec et al. (2003) agree and state that the brand name is the key symbol of the brand, the base for awareness and communications. Conceptualising a new name requires extensive and in-depth research in order to capture the company’s desired identity (Kaikati and Kaikati, 2003). According to Zinkhan and Martin, (1987), consumers are inclined to assume a fit of the new brand in that product class if the new brand name is consistent with existing brands in the product category. 
· Redesigning
[bookmark: _Toc380687063]Gambles and Schuster (2003) state that the logo, styles, and message need to be redesigned in line with the envisaged new brand image, however, the company needs to start by establish the mission and values as part of rebranding process according to Lomax (2002). Lomax and Mador (2006) stated the requirement to modify the company’s brand values or attributes as part of the rebranding process. According to Muzellec et al. (2003), and Lomax and Mador (2006) the redesigning touches on all elements of the organisation, which are the visible indicators of the company’s desired positioning
· Re-launching
Muzellec et al. (2003) defines a re-launch as activities that inform customers of brand modifications. Koku (1997b) purports that a company name change, may change the company’s performance but also the communication towards its consumers. Corporate rebranding is a time consuming and long process; as a result, all the stakeholders need to be partof the process (Muzellec, 2003). Furthermore, Lomax (2002) emphasised the significance of continuous communication as part of the rebranding process. Daly and Moloney (2004), and Kaikati and Kaikati (2003) state that senior management need to constantly communicate to all stakeholders including employees so that they are kept well-informed of the process of rebranding. Muzellec and Lambkin (2006) agree with Daly and Moloney (2004), and Kaikati and Kaikati (2003) by pointing out the significance of considering internal and external stakeholders in the process. Hankinson (2007) also highlighted the significance of stakeholder engagement in rebranding process as it is not a one-off event. 
2.3.4 [bookmark: _Toc380687064]Types of corporate rebranding
According to Daly and Moloney (2004), the level of change in corporate branding may include minor, intermediate or comprehensive modification. The minor changes are about aesthetics, and vary from a simple facelift to restyling or revitalising the brand which may require a change. Intermediate changes are about repositioning. A new image can be created by use of strategic marketing tactics and customer service techniques to positively reposition an existing brand name. The name is new to stakeholders with a complete modification, and they may not understand the brand positioning. Therefore, the values and image of the new brand should be communicated to all stakeholders by means of an integrated marketing communications campaign (Muzellec, 2003). 
Stuart and Muzellec (2004) advocate a range of corporate rebranding varying from evolutionary changes in slogan or logo only, to revolutionary change incorporating the elements of name, logo and slogan. They advocate that the types of changes can be categorised into name, logo, and slogan change. The basic variations possible are: a) name and logo, b) name, logo and slogan, c) logo only, d) logo and slogan, e) slogan only. Change in only one of the elements will result in evolutionary change to the brand, while changing name, logo and slogan simultaneously will cause revolutionary change.

2.4 [bookmark: _Toc380687065]Brand equity
2.4.1 [bookmark: _Toc380687066]Definition of brand equity
The accounting and marketing literatures have argued the concept of brand equity and have also emphasized the significance of having a long-term focus within brand management. The focus to create and maintain are two of the most significant subjects in increasing brand equity according to Rosenthal (2003).
There are two fundamantal schools of thought that attempt to define the concept ‘brand equity’ (Barwise, 1993; Franzen, 1999). There are advocates of the financial narative who term brand equity as the total value of a brand which as a separable asset included in the balance sheet. (Feldwick, 1996). On the other hand, the customer-based school of thought defines brand equity as the differential effect that brand knowledge has on a consumer response to the marketing of that brand. The consumer is the integral part of the meaning (Keller, 1993 and Cobb-Walgren and Ruble, 1995).
According to Aaker and Joachimsthaler (2000), brand equity is the assets and/or liability related to a brand’s image that add to or subtract from a product or service. These assets may be categorised into five dimensions of the Aaker and Joachimsthaler (2000) brand equity model, namely brand loyalty, brand awareness, perceived quality, brand association and other proprietary brand assets. 
2.4.2 [bookmark: _Toc380687067]Brand equity models
The literature reveals that there are numerous brand equity models (Wood, 2002); however, Aaker (1991) is the most frequently cited (Eagle and Kitchen, 2000; Faircloth, 2001; Washburn and Plank, 2002). The Aaker model, shown in Figure 5, has been examined in numerous empirical investigations (Eagle and Kitchen, 2000; Faircloth et al., 2001; Washburn and Plank, 2002).  
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[bookmark: _Toc380684390]Figure 5: Aaker Brand Equity Model (1991)
· Brand Loyalty 
Aaker (1991) states that brand loyalty is the likelihood of a customer switching brands due to either a modification in product price and/ or features. Javalgi and Moberg’s (1997) definition of brand loyalty relates to behavioural, attitudinal, and choice perspectives. The behavioural dimension relates to the volume of purchases of a particular brand and the attitudinal dimension includes consumer preferences towards brands. The choice dimension relates to the reasons for purchases and the aspects that may drive preferences. 
According to Keller (2003), brand loyalty may be examined using the term ‘brand resonance’. This term refers to the extent of customer-brand relationship and the degree to which customers feel that they are ‘in sync’ with the brand. Keller (2003) further states that there is a high correlation between brand resonance and brand loyalty.  These definitions of brand loyalty indicate a direct correlation between brand loyalty and brand equity where brand loyalty is the core dimension of brand equity according to Aaker (1991).
· Perceived quality
Perceived quality relates to the customer’s perception of the general superiority of a product or service in relation to its envisioned purpose compared to its direct competitors (Zeithaml, 1988).  Kotler (2000) highlights the close link between product and service quality, customer satisfaction, and company profitability.
· Brand awareness
Brand awareness is the capability of a potential consumer to recognise and recall that a brand is part of a certain product category (Aaker, 1991). According to Keller (2003), brand awareness is critical in the consumer’s decision-making process. This process is characterised by three key advantages namely; learning, consideration, and choice advantages. Customer-based brand equity relates to consumer’s high level of awareness and knowledge of the brand and has unique brand associations in memory. Brand awareness is an element of brand equity as a result, rebranding may have an adverse influence on the equity of the brand and may not positively impact brand equity as intended (Boyle, 2002; Muzellec and Lambkin, 2006).
· Brand association
Brand associations mirror features of the product or service independent of the product or service itself according to Chen (2001).  Chen (2001) argues further that product associations and organisational associations are regarded as the two categories most referred to in relation to brand association typology. These associations are symbolic of the basis for purchase decisions for brand loyalty creating value for the company and its customers. The benefits of brand associations include; helping with the process of information, brand differentiation, creating a reason to buy and promoting positive attitudes and feelings towards a particular brand (Aaker, 1991). Brand associations influence consumer preference and behaviour according to Woodside and Trappey (1992). Castleberry and Ehrenberg (1990) state there is a high correlation between associations and market share of a brand. The literature also refers to a phenomenon called the country-of-origin effect, whereby products from countries with certain associations are preferred above those produced in other nations (Verlegh, 2001 and Peterson and Jolibert, 1995).

2.4.3 [bookmark: _Toc380687068]Measurement of brand equity
The literature review suggests that the measurement of brand equity can be grouped into two schools of thought namely; financial or customer-based measurement. Cravens and Guilding (1999) have deliberated the financial measurement while Aaker (1991), Kapferer (1997), Keller (1998), and Aaker and Joachimsthaler (2000) focussed on the customer-based measurement. Simon and Sullivan (1993) extracted the value of brand equity from the value of the company’s other assets by using macro and micro approaches as an estimation technique. Aaker (1991) focused on five brand equity dimensions – brand awareness, brand associations, brand loyalty, perceived quality, and other proprietary brand assets. Keller (1993) used direct and indirect approaches to measuring customer-based brand equity with emphasis on two constructs: brand awareness and brand image.  Silverman et al. (1999) studied the correlation between customer-based and financial based brand equity measurements. The outcome of customer-based research suggests that measures of brand perceptions are accurate reflections of brand performance in the market place.  According to Lassar et al. (1995), customer-based brand equity drives incremental financial gains for a company. 
2.4.4 [bookmark: _Toc380687069]Brand equity valuations 
Abratt and Bick (2003) identified five categories of valuation approaches for brand equity, namely cost-based, market-based, economic use or income-based, formulary, and special situation. The cost-based approaches are calculated as either the accumulated costs of building the brand or the replacement cost of launching a new product. The market-based approaches are based on the value derived from the price that can be attained on the open market by assessing the amount paid for a comparable brand. The economic use or income-based approaches are derived from the estimation of future net earnings. The formulary approaches, generally used by organisations, approximates the additional profits attained by the brand over and above an unbranded product. The special situation approaches are derived from premium prices paid for the strategic purchases, discounted liquidation sales or special purposes.  
2.4.5 [bookmark: _Toc380687070]Benefits of brand equity 
Keller (1998) stated that a strong brand results in a number of benefits including greater revenue and lower costs. According to Keller (1998), factors that create financial value for strong brands can be divided into two categories: 
1) Factors related to the growth of the company. These factors include the capability to appeal to new customers, reduce competitive activities, promote product extensions, and market cross international borders.
2) Factors related to increased profitability namely; brand loyalty, premium price, lower price elasticity, lower advertising sales/ratio and trade leverage.

According to the literature, high brand equity may present a sustainable competitive advantage presenting the company with the opportunity for the following: 
· obtaining price premium (Wood, 2000);
· consumers’ demand for the product/s (Wood, 2000);, 
· rejection of competitive brands, communications are more readily accepted (Wood, 2000);
· the brand can be built on, customer satisfaction is improved (Wood, 2000);
· increased power in the distribution network (Wood, 2000);
· opening of licensing opportunities (Wood, 2000); and, 
· the company is worth more when it is sold (Hague and Jackson, 1994; Wood, 2000).

2.5 [bookmark: _Toc380687071]Linking corporate rebranding and brand equity
The fundamental objective of corporate rebranding is to improve brand equity according to Aaker (1991), Boyle (2002), Causon (2004), Muzellec and Lambkin (2006). Aaker (1991) and Keller (2000) used the term ‘revitalisation’ to describe the corporate rebranding concept. Revitalisation means improving in order to adapt to changes in the external environment. There are seven strategies for brand revitalisation according to Aaker (1991), namely; finding new or modifying uses, increasing usage, repositioning the brand, entering new markets,  augmenting the product/service, modifying existing products with new-generation technologies, and brand extensions.  De Chernatony et al. (2004) argues for a brand is to be consistently successful, it needs to regularly modify its values that form part of its identity to changing needs of its consumers.
2.6 [bookmark: _Toc380687072]Conclusion of Literature Review: Research propositions
The literature explains that the fundamental objective of rebranding is to improve brand equity according to Aaker (1991), Boyle (2002), Causon (2004), Muzellec and Lambkin (2006). Another key objective of corporate rebranding is to reduce the negative effects of brand equity (Melewar, 2005). Muzellec and Lambkin (2006) who suggested that even though rebranding may positively affect a firm’s reputation, it may also diminish some of the desired attributes associated with the brand. Building on these findings, this research argues that there is a high correlation between rebranding and of brand equity.
This prior literature review leads to the following research propositions:

2.6.1 [bookmark: _Toc380687073]Research Proposition 1
The following are primary drivers of corporate rebranding for South African telecommunications companies: 
· Corporate structural changes (Lomax, Mador and Fitzhenry, 2002)
· Changes in corporate strategy including new focus or vision (Causon, 2004)
· Changes in the ownership structure including mergers and acquisitions; and divestitures (Lomax, Mador and Fitzhenry, 2002; Muzellec and Lambkin , 2006; Stuart and Muzellec, 2004)
· Outdated image (Gambles and Shuster, 2003)	 
· Concerns regarding perceptions of the organisation and its activities from external stakeholders (Lomax, Mador and Fitzhenry, 2002)
· Changes in economic or legal conditions including economic slowdown (Kaikati and Kaikati, 2003)
· Changes in competitive position (Boyle, 2002)
· Changes in external environment (Muzellec and Lambkin, 2006).
2.6.2 [bookmark: _Toc380687074]Research Proposition 2
Corporate rebranding has a direct influence on brand equity for South African telecommunications companies.
The literature review highlights that the main objective/s of corporate rebranding is to increase brand equity according to Aaker (1991), Boyle (2002), Causon (2004), Muzellec and Lambkin (2006). Boyle (2002) and Muzellec and Lambkin (2006) stated that corporate rebranding will either have a positive or negative effect on brand equity.  



3 [bookmark: _Toc380687075]RESEARCH METHODOLOGY
This section explains the methodology that was used to conduct the research.
3.1 [bookmark: _Toc380687076]Research methodology
The purpose of the research was to develop answers for the propositions highlighted in the previous chapter. The research approach used a quantitative method (Figure 6). Zikmund (2003) defines quantitative research as descriptive research that is designed to define features of a population or a phenomenon. Moreover, according to Cresswell (1994), quantitative research is defined as being an inquiry based on testing a theory measured and analysed with statistical procedures in order to determine whether the predictive generalisation of the theory holds true. 
  [image: ]
[bookmark: _Toc380684391]Figure 6: Research design and methodology
3.2 [bookmark: _Toc380687077]  Population and sample 
The study commenced with a pilot phase to test or validate the questionnaire in order to ensure the reliability of the outcome. Modifications were done to the questionnaire as deemed necessary. 
3.2.1 [bookmark: _Toc380687078]Population
The research population were all employees of Vodacom based in South Africa and excluded employees in other markets.
3.2.2 [bookmark: _Toc380687079]Sample
[bookmark: _Toc380504829][bookmark: _Toc380687080]The sampling method used was convenience sampling. This method does not control bias and makes no pretence of identifying a representative subset of a population (Leedy and Ormrod, 2005). The employees of Vodacom were targeted. The sample size was 262 and covered all areas of the business. The research instruments used in this study was a questionnaire (Appendix B). According to Leedy and Ormrod (2005), a questionnaire is an instrument for observing data beyond the physical reach of the researcher. The survey questionnaire contained only closed-ended questions. 
The questionnaire was divided into four sections:
A cover letter to respondents provided information about the objectives of the study (Appendix A):
· Section A captured demographic data of the sample population.
· Section B explored the drivers of corporate rebranding. In the Literature Review (Chapter 2), the drivers of corporate rebranding were identified based on past literature.
· Section C investigated the impact of rebranding on brand equity. This section comprised 36 questions: 18 questions each for old and new Vodacom branding, respectively. These questions related to the dimensions of brand equity and were adapted from Aaker (1991) and Yoo and Donthu (2001). 
· Section D involved general questions about overall attitudes in relation to the old and new Vodacom branding.
A Likert scale was used. This is a psychometric scale commonly used in research that involves questionnaires. Wuensch (2005) argues thatit is a widely used methodology in scaling responses from research survey. An example of such a scale can be seen in Figure 7 below.
[image: ]
[bookmark: _Toc380684392]Figure 7: An example of seven-point scale. 
3.3 [bookmark: _Toc380687081]Procedure for data collection
A list of prospective respondents was used as a basis from which to conduct comprehensive interviews. For the survey data collection, an online platform was created using Survey Monkey (http://www.surveymonkey.com). Prior to conducting the research, a pilot survey was conducted to check for any ambiguity in the questions.
3.4 [bookmark: _Toc380687082]Data analysis and interpretation
The qualitative information from the personal interviews was transcribed and categorised into key themes. This formed the basis to prove and substantiate whether each research proposition was supported Principal component analysis was chosen as the extraction method using the SPSS software. 
The literature suggests several methods in determining the number of factors loading on one dimension. These methods include:
· Scree plot: plot of Eigenvalues against factors. The distinct break between the steep slope of factors indicates number of factors to be included (Malhorta and Birks, 2003; Costello and Osborne, 2005).
· Eigenvalues: values greater than 1.0 are retained. This method is often referred to as the Kaiser Criterion (Preacher and MacCallum, 2003). 
· Split half reliability: sample split in half. Retain factors with high correspondence of factor loadings across two sub samples (Malhorta and Birks, 2003).
· Percentage of variance: factors should be account for >60% of variance (Malhorta and Birks, 2003).
· Significance tests (Malhorta and Birks, 2003).
The scree plot method was chosen for this report.
Secondly, linear regression was used to determine the impact of corporate rebranding on brand equity. Regression analysis is a modelling and analysis technique of numerical data consisting of values of a dependent variable and of one or more independent variables also known as explanatory variables or predictors. The dependent variable is modelled as a function of the independent variables, corresponding parameters and an error term. Linear regression examines the linear relationship between a dependent variable and one or more independent variables. To determine if the regression model fit (the whole model) is statistically significant, a statistical test must be conducted – in this case the F-test. A probability value (p-value) is produced which indicates statistical significance if this calculated p-value is smaller than 0.05.    
This approach assists in accepting or rejecting the proposition that corporate rebranding has an impact on brand equity (Boyle, 2002; Causon, 2004, Muzellec and Lambkin, 2006; Rosenthal, 2003; and Stuart and Muzellec, 2004).
3.5 [bookmark: _Toc380687083]Limitations of the study
The study analysed a telecommunications company within the South African economy which means that inter-industry biases may have reduced the reliability of the observations to be proxy for the rest of the economy. Furthermore, the research looks at a particular time period, 2008 – 2012, which is a snapshot in the history of corporate rebranding in South Africa and therefore may not provide a ‘before and after’ perspective of those particular companies for comparison. 
3.6 [bookmark: _Toc380687084]Validity and reliability
Hussey and Hussey (1997) define validity as the degree to which the findings of a piece of research accurately represent the reality of a situation. Kalof (2008) defines validity as a ‘goodness of fit’ between the details of the research, the evidence and the conclusions by the researchers. There are several factors that can weaken validity, namely:
· Faulty research procedures (Hussey and Hussey, 1997)
· Poor samples (Hussey and Hussey, 1997)
· Inaccurate measurement (Hussey and Hussey, 1997)
· Misleading measurement (Hussey and Hussey, 1997).
3.6.1 [bookmark: _Toc380687085]External validity
Kalof (2008) defines external validity is the capability to generalise from a study to a larger population. The population size was more than 50 people and according to Kalof (2008), it would be possible to use the findings as a generalisation for the entire population. Therefore, the finding will have external validity due to the size of the sample.
3.6.2 [bookmark: _Toc380687086]Internal validity
Kalof (2008) defines internal validity as the capability of the study to draw appropriate conclusions from the data. To ensure that the research instrument contains all the necessary questions from which to draw appropriate answers to each sub-problem statement, all question numbers were referenced under each sub-problem in a consistency matrix (Kalof, 2008).
3.6.3 [bookmark: _Toc380687087]Reliability
According to Kalof (2008), reliability is defined as the degree to which outcomes are consistent over time. The precise depiction of the total studied population is referred to as reliability and if the results can be replicated using similar methodology, and then the research instrument is considered to be reliable. Kalof (2008) refers to reliability as ‘consistency’.  The literature suggests the following approaches to determine the reliability of a research instrument:
· Inter-rater reliability – the degree at which two or more respondents participating in the same study or using an identical questionnaire provide identical answers (Leedy and Ormrod, 2005).
· Internal consistency reliability – the degree to which all items within a single instrument yield a similar result (Leedy and Ormrod, 2005).
· Equivalent forms reliability – the degree to which two different instruments yield similar results to each other (Leedy and Ormrod, 2005).
· Test-retest reliability – the degree to which the same instrument provides the same result on different occasions (Leedy and Ormrod, 2005).

The research instrument used in this study asked multiple questions on one dimension of corporate rebranding and the impact of brand equity. The aggregation of multiple questions offers more reliability than one question. Furthermore, Yoo and Donthu’s (2001) brand equity research questionnaire was modified, and provided a valid and reliable measure of brand equity. 


4 [bookmark: _Toc380687088] PRESENTATION AND DISCUSSION OF RESULTS
4.1 [bookmark: _Toc380687089]Introduction
[bookmark: _Toc380504839][bookmark: _Toc380687090]This chapter presents the results of the data collection, analysis and interpretation. The conclusions drawn from this analysis, in response to the research proposition, have been provided in the next chapter. 
4.2 [bookmark: _Toc380687091]Results
The questionnaire was sent to 266 (two hundred and sixty six) respondents who were all Vodacom employees using a secure online portal. Of the 134 (one hundred and thirty two) responses received, only 109 were completed. Incomplete questionnaires, 25 in total, were excluded from the final analysis. 
4.3 [bookmark: _Toc380687092]Demographics
The first part of the questionnaire looked at demographics of each respondent. 
4.3.1 [bookmark: _Toc380687093]Gender
The respondents were asked to state their gender. A larger proportion of females completed the questionnaire. The results can be seen in Figure 8 table. 





[bookmark: _Toc380684393]Figure 8: Gender
4.3.2 [bookmark: _Toc380687094]Education level of education
The respondents were then asked the highest level of education that they had obtained. The results can be seen in Table 3. More than half of the respondents (52.6%) had a Certificate/Diploma. Bachelor’s Degrees had the second highest ranking with 25.6% of respondents having achieved the qualification. Only 21.8% of respondents had an Honours degree or higher. 
[bookmark: _Toc380684349]Table 3: Highest level of education
	Education Level
	Number of respondents
	% of respondents

	Matric 
	8
	6.02%

	Certificate/ Diploma 
	62
	46.62%

	Bachelor's degree 
	34
	25.56%

	Honours Degree 
	17
	12.78%

	Master’s Degree 
	11
	8.27%

	Doctoral Degree 
	1
	0.75%


4.3.3 [bookmark: _Toc380687095]Number of years as a Vodacom employee
The respondents were requested to specify the number of years they had been employed by Vodacom. The results can be seen in Table 4. Almost half of the respondents had been with the company for five (5) years or less with 15.2% of those respondents having been with the company for less than two (2) years. More than a quarter of respondents have been with Vodacom for more than nine (9) years. 
[bookmark: _Toc380684350]Table 4: Number of years as a Vodacom employee
	Number of Years
	Number of respondents
	% of respondents

	Less than 2 years 
	20
	15.15%

	3‑5 years 
	48
	36.36%

	6‑8 years 
	28
	21.21%

	9‑11 years 
	17
	12.88%

	More than 12 years 
	19
	14.39%


4.3.4 [bookmark: _Toc380687096]Function
Lastly, respondents were asked to indicate their function with the organisation; the results are presented in Table 5. More than a third of the respondents were in Sales and almost a quarter were in Customer Service. One of Vodacom’s strategic pillars is ‘Unmatched customer experience’. From that perspective, just under two thirds (63%) of the respondents had direct (Sales and Customer Service) or indirect (Marketing) proximity to the customer.
[bookmark: _Toc380684351]Table 5: Function
	Function
	Number of respondents
	% of respondents

	Sales 
	44
	34.65%

	Finance 
	17
	13.39%

	Customer Service 
	30
	23.62%

	Marketing 
	6
	4.72%

	Other 
	30
	23.62%



4.3.5 [bookmark: _Toc380687097]Demographic Overview
Less than 15.2% of respondents have been with Vodacom for less than two (2) years and thus have no reference to the old corporate brand. On the other side of the scale, almost a quarter have been with the company for more than nine (9) years. 
As stated before, one of Vodacom’s strategic pillars is ‘Unmatched customer experience’. From that perspective, just under two-thirds (63%) of the respondents have direct (Sales and Customer Service) or indirect (Marketing) proximity to the customer. It is with this notion that it is of critical importance that staff members with proximity to customer fully understand and are able to communicate the brand promise (O’Malley, 1991 and Berry et al., 1988).
4.4 [bookmark: _Toc380687098]Results pertaining to Research Proposition 1 
Proposition 1 stated that the following are primary drivers of corporate rebranding for South African telecommunications companies: 
· Corporate structural changes
· Changes in corporate strategy including new focus or vision
· Changes in ownership structure including mergers and acquisitions; and divestitures
· Outdated image		
· Concerns regarding external perceptions of the organisation and its activities
· Changes in economic or legal conditions including economic slowdown
· Changes to the  competitive position
· Changes in the external environment.
4.4.1 [bookmark: _Toc380687099]Overview
[bookmark: _Toc380504849][bookmark: _Toc380687100]To determine the drivers of corporate rebranding of South African organisations within the telecommunications industry, a principal component analysis was conducted.   Factors used in this study were determined by use of Eigenvalues and the Scree Plot. Costello and Osborne (2005) affirm that the Scree plot is the best option. 
The results of the exploratory factor analysis are depicted in the section below. 
4.4.2 [bookmark: _Toc380687101]Principal Component Analysis: Drivers of corporate rebranding
The questionnaire asked respondents to rate the drivers on a five-point Likert scale from ‘strongly disagree’ to ‘strongly agree’. A hundred and thirty four (134) completed answers were used in the analysis. The principal component analysis showed that there were two distinct factors. This is confirmed by the factor analysis in Table 6 and the Scree plot illustrated by Figure 9. The distinct break between the steep slope of factors indicates number of factors to be included (Malhorta and Birks, 2003; Costello and Osborne, 2005).
[bookmark: _Toc380684352]Table 6: Factor analysis results after Varimax Rotation
	Factor
	Eigenvalue
	% variance explained
	Cumulative % variance explained

	  1
	2.9865
	42.664
	42.664

	  2
	1.0839
	15.484
	58.148

	  3
	0.9561
	13.659
	71.807

	  4
	0.6166
	8.809
	80.616

	  5
	0.5882
	8.403
	89.019

	  6
	0.4295
	6.136
	95.155

	  7
	0.3392
	4.845
	100.000
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[bookmark: _Toc380684394]Figure 9: Scree plot: drivers of corporate rebranding

Principal component analysis was applied to responses of questions 5 to 12 in the questionnaire. The principal components method was used to extract the components, and this was followed by a Varimax Rotation. Only the first two components exhibited Eigenvalues greater than 1. Factor 1 had an Eigenvalue of 1.8 and factor 2 was 1.2. Therefore, only the first two components were retained for rotation. Combined, the first two components accounted for 58.148% of the total variance. Questionnaire items and corresponding factor loadings are presented in Table 6. In interpreting the rotated factor pattern, an item was said to load on a given component if the factor loading was 0.40 or greater for that component and less than 0.40 for the other (Hair et al., 1998). All items loaded on either factor based on this criterion, with exception of question 9 which was subsequently removed from the analysis. Using these criteria, four items were found to load on the first factor and three items loaded on the second factor. 
[bookmark: _Toc380684353]Table 7: Factor loading after Varimax Rotation
	Rotated Factor Loading

	
	Factors

	Questionnaire item
	Variables
	Factor 1
	Factor 2

	5
	Corporate structural changes have influenced corporate rebranding of South African telecommunications companies.
	
	0.4402245

	6
	Changes in corporate strategy including new focus or vision are drivers of corporate rebranding for South African telecommunications companies.
	
	0.7813399

	7
	Changes in ownership structure including mergers and acquisitions; and divestitures are drivers of corporate rebranding for South African telecommunications companies.
	
	0.5203759

	8
	Concerns over external perceptions of the organisation and its activities have led to corporate rebranding of South African telecommunications companies.
	0.4859687
	

	10
	Changes in economic or legal conditions including economic slowdown have encouraged corporate rebranding of South African telecommunications companies.
	0.4120098
	

	11
	Changes in competitive position have led to corporate rebranding for South African telecommunications companies.
	0.7709175
	

	12
	Changes in external environment are drivers of corporate rebranding for South African telecommunications companies.
	0.7732000
	



The resulting factors from the Table 7 are discussed below:
Factor 1: This factor has a higher loading of external elements relating to drivers of corporate rebranding.  These elements include: 		
· Concerns over external perceptions of the organisation and its activities
· Changes in economic or legal conditions including economic slowdown
· Changes in competitive position
· Changes in external environment
This factor is labelled ‘macroeconomic factors’. 
[bookmark: _Toc380684354]Table 8: Descriptive Statistics – Macroeconomic factors
	
	N
	Minimum
	Maximum
	Mean
	Standard Deviation

	Macroeconomic factors
	109
	1.67
	5.00
	3.7378
	.67832



Factor 2: This factor has a higher loading of external elements relating to drivers of corporate rebranding. These elements include:
· Corporate structural changes
· Changes in corporate strategy including new focus or vision
· Changes in ownership structure including mergers and acquisitions; and divestitures.
This factor is labelled ‘corporate structure and strategy’.
[bookmark: _Toc380684355]Table 9: Descriptive Statistics – Corporate structure and strategy
	
	N
	Minimum
	Maximum
	Mean
	Standard Deviation

	Corporate structure  and strategy
	109
	1.00
	5.00
	3.9174
	.64335



4.5 [bookmark: _Toc380687102]Results pertaining to Research Proposition 2 
Corporate rebranding has a direct influence on brand equity for South African telecommunications companies.
4.5.1 [bookmark: _Toc380687103]Overview
[bookmark: _Toc380504853][bookmark: _Toc380687104]To determine the impact of corporate rebranding on brand equity between the old and new branding, two separate factor analyses conducted for each logo, respectively. The questionnaire asked respondents to rate the questions on a five point Likert scale. A hundred and nine (109) completed answers were used in the analysis. The results of the exploratory factor analysis are depicted in the section below. 
4.5.2 [bookmark: _Toc380687105]Principal Component Analysis: Old Vodacom branding
Principal component analysis was used to responses relating to the old Vodacom branding. These were questions 13 to 26. The principal components method was used to extract the components, and this was followed by a Varimax Rotation. Only the first three components exhibited Eigenvalues greater than or near 1; results of a Scree test also suggested that only the first three were meaningful. Therefore, only the first three components were retained for rotation as per the factor analysis in Table 10 and the Scree plot in Figure 10. 
[bookmark: _Toc380684356]Table 10: Factor analysis results after Varimax Rotation
	Factor
	Eigenvalue
	% variance explained
	Cumulative % variance explained

	  1
	6.6242
	47.316
	47.316

	  2
	1.7046
	12.175
	59.491

	  3
	1.1832
	8.452
	67.943

	  4
	0.9487
	6.776
	74.719

	  5
	0.5773
	4.124
	78.843

	  6
	0.5119
	3.657
	82.500

	  7
	0.4597
	3.284
	85.784

	  8
	0.4363
	3.117
	88.900

	  9
	0.3509
	2.506
	91.407

	 10
	0.3130
	2.235
	93.642

	 11
	0.2697
	1.927
	95.569

	 12
	0.2448
	1.749
	97.317

	 13
	0.2054
	1.467
	98.784

	 14
	0.1702
	1.216
	100.000




[image: ]
[bookmark: _Toc380684395]Figure 10: Scree plot for the old branding

Combined, the first three components accounted for 67.94% of the total variance. Questionnaire items and corresponding factor loadings are presented in Table 9. In deducing the rotated factor pattern, an item was said to load on a given component if the factor loading was 0.40 or greater for that component and less than 0.40 for the other. Items 22 and 23 were found to have cross loading and were thus removed to avoid ambiguity. Using these conditions, six items were found to load on the first component, which was subsequently branded ‘brand awareness’. Three items loaded on the second component, categorised ‘brand loyalty’ and three items loaded on the third component, labelled ‘brand association’. 



[bookmark: _Toc380684357]Table 11: Rotated Factor Loading for the old brand
	Rotated Factor Loading

	
	Factors

	Questionnaire item
	Variables
	Factor 1
	Factor 2
	Factor 3

	13
	I am attracted and attached to this brand.
	
	
	0.6690306

	14
	I have a lot of affection for this brand.
	
	
	0.8392933

	15
	I love recommending this brand.
	
	
	0.6754750

	16
	I can recognise this brand quickly amongst competitors.
	0.6194077
	
	

	17
	I am familiar with this brand.
	0.7863189
	
	

	18
	Some characteristics of this brand come to mind quickly.
	0.6731740
	
	

	19
	I know what this brand stands for.
	0.6339950
	
	

	20
	I can quickly recall this brand.
	0.7399455
	
	

	21
	This brand is unique compared when compared with competitors.
	0.5924167
	
	

	24
	I will not buy other brands if this brand is available.
	
	0.6602729
	

	25
	The quality of this brand is extremely high.
	
	0.8051365
	

	26
	This brand has good and functional products and services.
	
	0.7032182
	



The resulting factors from the Table 9 are discussed below:
Factor 1: The statements that loaded onto Factor 1 were statements relating to ‘brand awareness’. Aaker (1991) states that brand awareness is the ability for a buyer to recognise or recall that a brand is a member of a certain product category. Thus this factor consists of both brand recognition and recall (Rossiter and Percy, 1987; Keller, 1993). Brand awareness had a high mean response of 4.3 affirming a high awareness levels among respondents (Table 12). 
[bookmark: _Toc380684358]Table 12: Descriptive Statistics – Brand awareness
	
	N
	Minimum
	Maximum
	Mean
	Standard Deviation

	Brand awareness
	109
	3.17
	5.00
	4.3031
	.50401



Factor 2: This factor has a high loading of brand equity variables generally associated with the variable relating to ‘perceived quality’. Zeithaml (1988) defines perceived quality as the customer’s perception of the overall superiority of a product or service with respect to its intended purpose relative to alternatives.  Kotler (2000) draws attention to the intimate connection between product and service quality, customer satisfaction, and company profitability.
[bookmark: _Toc380684359]Table 13: Descriptive Statistics – Perceived quality
	
	N
	Minimum
	Maximum
	Mean
	Standard Deviation

	Perceived quality
	109
	2.67
	5.00
	4.1315
	.65893



Factor 3: This factor has a high loading of brand equity variables generally associated with the variable relating ‘brand loyalty’. Brand loyalty had a high mean response of 4.3 confirming high levels of loyalty among respondents (Table 14). Brand loyalty refers to the tendency to be loyal to a focal brand, which is demonstrated by the intention to buy the brand as a primary choice (Oliver, 1997). These factors also have a high correlation to behavioural aspects of brand loyalty as proven by Guadagni and Little (1983).  


[bookmark: _Toc380684360]Table 14: Descriptive Statistics - Brand loyalty
	
	N
	Minimum
	Maximum
	Mean
	Standard Deviation

	Brand loyalty
	109
	2.00
	5.00
	3.8472
	.87344



This is further confirmed by responses to Question 42 in which respondents were asked to either ‘Strongly Agree’ or ‘Strongly disagree’ with the statement “After the rebranding, I have a positive attitude towards Vodacom”. Figure 11 illustrates the response in which 55% of respondents had positive attitude towards the new brand and 38% of respondents were neutral.


[bookmark: _Toc380684396]Figure 11: Attitudes towards Vodacom after rebranding
4.5.3 [bookmark: _Toc380687106]Principal Component Analysis: New Vodacom Branding 
[bookmark: _Toc380504856][bookmark: _Toc380687107]Principal component analysis was applied to responses of questions 27 to 40 in the questionnaire. The principal components method was used to extract the components, and no rotation was done because one component accounted for 71.68% of the total variance and this is confirmed by the factor analysis in Table 15 and Scree plot in Figure 12. 
[bookmark: _Toc380684361]Table 15: Factor analysis results after Varimax Rotation
	Factor
	Eigenvalue
	% variance explained
	Cumulative % variance explained

	1
	10.0358
	71.684
	71.684

	2
	0.8590
	6.136
	77.820

	3
	0.6782
	4.844
	82.664

	4
	0.3621
	2.587
	85.251

	5
	0.3475
	2.482
	87.733

	6
	0.3179
	2.271
	90.003

	7
	0.2877
	2.055
	92.058

	8
	0.2625
	1.875
	93.934

	9
	0.2181
	1.558
	95.491

	10
	0.1814
	1.295
	96.787

	11
	0.1644
	1.174
	97.961

	12
	0.1264
	0.903
	98.864

	13
	0.0942
	0.673
	99.537

	14
	0.0648
	0.463
	100.000



[image: ]
[bookmark: _Toc380684397]Figure 12: Scree plot for new branding

Questionnaire items and corresponding factor loadings are presented in Table 13. In interpreting the rotated factor pattern, an item was said to load on a given component if the factor loading was 0.40 or greater for that component and less than 0.40 for the other. Using these criteria, all fourteen items were found to load on to one component.  





[bookmark: _Toc380684362]Table 16: Factor loading for the new branding
	
	Factor Loading

	Questionnaire item
	              Variables
	Factor 1

	27
	I am attracted and attached to this brand.
	0.69597

	28
	I have a lot of affection for this brand.
	0.77687

	29
	I love recommending this brand.
	0.73525

	30
	I can recognise this brand quickly amongst competitors.
	0.68676

	31
	I am familiar with this brand.
	0.61945

	32
	Some characteristics of this brand come to mind quickly.
	0.68633

	33
	I know what this brand stands for.
	0.76958

	34
	I can quickly recall this brand.
	0.74144

	35
	This brand is unique compared when compared with competitors.
	0.74803

	36
	I consider myself to be loyal to this brand.
	0.72407

	37
	This brand is my first choice when shopping.
	0.73030

	38
	I will not buy other brands if this brand is available.
	0.61978

	39
	The quality of this brand is extremely high.
	0.61885

	40
	This brand has good and functional products and services.
	0.57663



The resulting factor from the Table 13 is discussed below.
Factor 1: This factor had a loading of all variables and made no distinction between brand awareness, perceived quality and brand loyalty. This factor had a high mean response of 4.13 (Table 17). Although employees were knowledgeable about the brand, it does take a long time for a new brand to yield the desired brand image. This notion corresponds with previous studies confirming that building brand equity takes time (Singh and Dharamveer, 2011; Stuart and Muzellec, 2004). This factor is termed infant brand. 


[bookmark: _Toc380684363]Table 17: Descriptive Statistics - Infant brand
	
	N
	Minimum
	Maximum
	Mean
	Standard Deviation

	Infant brand
	109
	2.50
	5.00
	4.1384
	.67859



Respondents were asked, in question 41, to state which of the two Vodacom brands they perceive to be better. Overwhelmingly, 58.71% of Vodacom employees prefer the new brand as highlighted by figure 13. However, the respondents could not distinguish between the dimensions of brand equity as evident with all the variables loaded on one factor.

[bookmark: _Toc380684398]Figure 13: Perceptions of the two brands by employees of Vodacom

4.5.4 [bookmark: _Toc380687108]Linear Regression Analysis
[bookmark: _Toc380504858][bookmark: _Toc380687109]This section assesses the relationship between brand equity (brand awareness, brand association and brand loyalty) as a dependent variable and drivers of corporate rebranding (corporate structure and strategy; and macroeconomic factors) as independent variables on the old and new branding respectively. 

4.5.4.1 Brand awareness with two drivers (corporate structure and strategy; and macroeconomic factors)
[bookmark: _Toc380504859][bookmark: _Toc380687110]Multiple Regression Analysis assessing the relationship between brand equity (brand awareness) and drivers (corporate structure and strategy; and macroeconomic factors) of corporate rebranding in relation to old brand. 
The p-value from the F-test is less than 0.01 (p=0.001) indicating a significant linear relationship between the brand awareness (dependant variable) and the independent variables in the model at a 99% level of confidence. 
Multiple regression analysis was conducted to examine whether corporate strategy and macroeconomic factors had an impact on brand awareness. The overall model explained 16.4% of variance in brand awareness, which revealed to be significant, F2,99 = 9.5460 =43.84, p < 0.002 (Table 18). An inspection of the individual predictors revealed that macroeconomic factors (Beta= 0.4068, p < 0.0002) are a significant predictor of brand awareness. Corporate structure and strategy (Beta= 0.13098, p=0.1805) revealed not to be a significant predictor of brand awareness (Table 19). 
The R² value is 0.1644. This indicated that the regression model corporate structure and strategy; and macroeconomic factors explain 16.4% of variation in brand awareness. 
[bookmark: _Toc380684364]Table 18: Analysis of Variance
	Source
	DF
	Sum of Squares
	Mean Square
	F Ratio

	Model	
	2
	13.952997
	6.97650
	9.5460

	Error	
	97
	70.890637
	0.73083
	Prob > F

	C. Total
	99
	84.843633
	
	0.0002*



[bookmark: _Toc380684365]Table 19: Parameter Estimates
	Term
	Estimate
	Std Error
	T Ratio
	Prob>
|t|
	Lower 95%
	Upper 95%

	Intercept
	 -0.02113
	0.08552
	 -0.25
	0.8054
	 -0.19084
	0.1485882

	Corporate structure and strategy (Q 5-7)
	0.130982
	0.09709
	1.35
	0.1805
	 -0.06172
	0.3236901

	Macroeconomic factors
 (Q 8-12)
	0.4068181
	0.10280
	3.96
	0.0001*
	0.2027741
	0.6108622



Macroeconomic factors were the only significant predictor and the model was, therefore, rerun with macroeconomic factors as the only independent variable. 
4.5.4.2         Brand awareness with one driver (macroeconomic factors)
[bookmark: _Toc380504860][bookmark: _Toc380687111]Multiple Regression Analysis assessing the relationship between brand equity (brand awareness) and driver (macroeconomic factors) of corporate rebranding in relation to old brand. 
The linear regression analysis below assesses the relationship between the dependent variable (brand awareness) and the independent variable (macroeconomic factors). As per Table 20, the overall model explained 14.88% of variance in brand awareness, which was revealed to be statistically significant, F1,99 = 17.12, p <0 .0001 (Table 21). An inspection of individual predictors revealed that macroeconomic factors (Beta = 0.42, p <0 .0001) are significant contributors to a company’s brand awareness (Table 22). 
[bookmark: _Toc380684366]Table 20: Summary of Fit
	RSquare
	0.14878

	RSquare ADJ
	0.140094

	Root Mean Square Error
	0.858455

	Mean of Response
	 -0.0124

	Observations (or Sum Wgts)
	100



[bookmark: _Toc380684367]Table 21: Analysis of Variance
	Source
	DF
	Sum of Squares
	Mean Square
	F Ratio

	Model	
	1
	12.623005
	12.6230
	17.1288

	Error	
	98
	72.220628
	0.7369
	Prob > F

	C. Total
	99
	84.843633
	
	<.0001*



[bookmark: _Toc380684368]Table 22: Parameter Estimates
	Term
	Estimate
	Std Error
	T Ratio
	Prob>|t|
	Lower 95%
	Upper 95%

	Intercept
	 -0.01995
	0.08586
	 -0.23
	0.8168
	 -0.190346
	0.15044

	Macroeconomic factors
 (Q 8 -12)
	0.423980
	0.10244
	4.14
	<.0001*
	0.2206858
	0.62727



The p-value from the F-test is less than 0.01 (p=0.0001) indicating a significant linear relationship between the brand awareness (dependant variable) and the independent variables in the model at a 99% level of confidence. It can, therefore, be concluded that macroeconomic factors can impact levels of brand awareness and as a result impact brand equity.
4.5.4.3  Brand loyalty and two drivers (corporate structure and strategy; and macroeconomic factors).
[bookmark: _Toc380504861][bookmark: _Toc380687112]Multiple Regression Analysis assessing the relationship between brand equity (brand loyalty) and drivers (corporate structure and strategy; and macroeconomic factors) of corporate rebranding in relation to old brand. 
By use of multiple linear regression, the analysis assesses the relationship between the dependent variable (brand loyalty) and the independent variables (corporate structure and strategy; and macroeconomic factors). As per Table 23, the overall model explained 3.7% of variance in brand loyalty, which was revealed to be statistically not significant, F1,99 = 1.8788, p <0.1583 (Table 24). The model reveals that corporate structure and strategy (Beta = 0.186, p <0 .073) and macroeconomic factors (Beta = -0.099, p <0.362) do not significantly impact on brand loyalty. 
[bookmark: _Toc380684369]Table 23: Summary of Fit
	RSquare
	0.037294

	RSquare ADJ
	0.017445

	Root Mean Square Error
	0.908664

	Mean of Response
	0.04719

	Observations (or Sum Wgts)
	100


[bookmark: _Toc380684370]Table 24: Analysis of Variance
	Source
	DF
	Sum of Squares
	Mean Square
	F Ratio

	Model	
	2
	3.102616
	1.55131
	1.8788

	Error	
	97
	80.090012
	0.82567
	Prob > F

	C. Total
	99
	83.192629
	
	0.1583



[bookmark: _Toc380684371]Table 25: Parameter Estimates
	Term
	Estimate
	Std Error
	T Ratio
	Prob>
|t|
	Lower 95%
	Upper 95%

	Intercept
	0.04685
	0.09089
	0.52
	0.607
	 -0.13354
	0.22724

	Corporate structure and strategy (Q 5-7)
	0.18672
	0.10320
	1.81
	0.073
	 -0.0181
	0.39155

	Macroeconomic factors
 (Q 8 -12)
	 -0.0999
	0.10927
	 -0.91
	0.362
	 -0.31678
	0.11697



The p-value from the F-test is greater than 0.01 (p=0.0903) indicating an insignificant linear relationship between the brand loyalty (dependant variable) and the independent variables in the model at a 95% level of confidence. It can, therefore, be concluded that corporate structure and strategy; and macroeconomic factors have no significant influence on levels of brand loyalty. 
4.5.4.5 Perceived quality and two drivers (corporate structure and strategy; and macroeconomic factors).
[bookmark: _Toc380504862][bookmark: _Toc380687113]Multiple Regression Analysis assessing the relationship between brand equity (perceived quality) and drivers (corporate structure and strategy; and macroeconomic factors) of corporate rebranding in relation to old brand. 
The relationship between perceived quality and the drivers of corporate rebranding was also analysed using the same methodology. Multiple regression was used to examine whether corporate structure and strategy and/or macroeconomic factors impact perceived quality. According to Table 26, the overall model explained 0.7% of variance in brand loyalty, which was revealed not to be statistically significant, F2,99 = 2.92, p <0 .093. The model reveals that macroeconomic factors (Beta = 0.094, p < 0.3995) and corporate structure and strategy (Beta = -0.0016, p <0 .9878) do not significantly impact perceived quality as per Tables 26, 27, 28 and 29.
[bookmark: _Toc380684372]Table 26: Summary of Fit
	RSquare
	0.00741

	RSquare ADJ
	 -0.01306

	Root Mean Square Error
	0.931175

	Mean of Response
	0.033776

	Observations (or Sum Wgts)
	100



[bookmark: _Toc380684373]Table 27: Analysis of Variance
	Source
	DF
	Sum of Squares
	Mean Square
	F Ratio

	Model	
	2
	0.627855
	0.313927
	0.3620

	Error	
	97
	84.107503
	0.867088
	Prob > F

	C. Total
	99
	84.735358
	
	0.6972



[bookmark: _Toc380684374]Table 28: Parameter Estimates
	Term
	Estimate
	Std Error
	T Ratio
	Prob>|t|
	Lower 95%
	Upper 95%

	Intercept
	0.0321076
	0.09314
	0.34
	0.7311
	 -0.152756
	0.21697

	Corporate structure and strategy
(Q5,6,7)
	 -0.001625
	0.10576
	 -0.02
	0.9878
	 -0.211529
	0.20827

	Macroeconomic factors
(Q16-21)
	0.0947546
	0.11198
	0.85
	0.3995
	 -0.127498
	0.31700



[bookmark: _Toc380684375]Table 29: Effect Test
	Source
	Nparm
	DF
	Sum of Squares
	F Ratio
	Prob > F

	Corporate structure and strategy
(Q5,6,7)
	1
	1
	0.00020470
	0.0002
	0.9878

	Macroeconomic factors
(Q16-21)
	1
	1
	0.62082574
	0.7160
	0.3995







The p-values from the F-test were greater than 0.01 (p=0.9878 and 0.3995, respectively) indicating an insignificant linear relationship between the perceived quality (dependant variable) and the independent variables in the model at a 95% level of confidence. It can, therefore, be concluded that macroeconomic factors and corporate structure and strategy have no significant influence on levels of perceived quality.
[bookmark: _Toc380687114]4.5.4.6    Infant brand and two drivers (corporate structure and strategy; and macroeconomic factors).  
[bookmark: _Toc380504864][bookmark: _Toc380687115]Multiple Regression Analysis assessing the relationship between brand equity component (infant brand) and drivers (corporate structure and strategy; and macroeconomic factors) of corporate rebranding in relation to NEW brand. 
The linear regression analysis below assesses the relationship between the dependent variable (infant brand) and the independent variables (corporate structure and strategy; and macroeconomic factors) of the new brand. 
As per Tables 30 and 31, the p-value from the F-test was less than 0.01 (p=0.023) indicating a significant linear relationship between the infant brand (dependant variable) and the independent variables (corporate structure and strategy; and macroeconomic factors) in the model at a 99% level of confidence. 
[bookmark: _Toc380684376]Table 30: Analysis of Variance
	Source
	DF
	Sum of Squares
	Mean Square
	F Ratio

	Model	
	2
	11.916531
	5.95827
	6.4696

	Error	
	95
	87.492190
	0.92097
	Prob > F

	C. Total
	97
	99.408720
	
	0.0023*


[bookmark: _Toc380684377]Table 31: Parameter Estimates
	Term
	Estimate
	Std Error
	T Ratio
	Prob>|t|
	Lower 95%
	Upper 95%

	Intercept
	 -0.0179
	0.09711
	 -0.19
	0.8535
	 -0.2107
	0.174809

	Corporate structure and strategy
(Q5,6,7)
	0.12320
	0.11086
	1.11
	0.2693
	 -0.0968
	0.343300

	Macroeconomic factors
 (Q16-21)
	0.37794
	0.11826
	3.20
	0.0019*
	0.14315
	0.612725



Macroeconomic factors were the only significant predictor and the model was, therefore, rerun with macroeconomic factors as the only independent variable. 
[bookmark: _Toc380687116]4.5.4.6   Infant brand and one driver (macroeconomic factors).
[bookmark: _Toc380504866][bookmark: _Toc380687117]Multiple regression Analysis assessing the relationship between brand equity component (infant brand) and driver (macroeconomic factors) of corporate rebranding in relation to NEW brand. 
Corporate structure and strategy (Beta: 0.12320, p=0.2693) revealed not to be a significant driver of brand equity with regards to the new brand.  The analysis was conducted again with macroeconomic factors as the only independent variable to examine whether these factors impact on Vodacom’s brand equity in relation to the new brand. The overall model explained 10.84% of variance in brand equity (Table 32), which was revealed to be statistically significant, F2,97 = 11.67, p <0 .00009. An inspection of individual predictors revealed that macroeconomic factors (Beta = 0.399, p <0 .00009) are a significant influencer of Vodacom’s brand equity. 
[bookmark: _Toc380684378]Table 32: Summary of Fit
	RSquare
	0.108434

	RSquare ADJ
	0.099147

	Root Mean Square Error
	0.960845

	Mean of Response
	 -0.00156

	Observations (or Sum Wgts)
	98


[bookmark: _Toc380684379]Table 33: Analysis of Variance
	Source
	DF
	Sum of Squares
	Mean Square
	F Ratio

	Model	
	1
	10.779259

	10.7793

	11.6757

	Error	
	96
	88.629462

	0.9232
	Prob > F

	C. Total
	97
	99.408720
	
	0.0009*




[bookmark: _Toc380684380]Table 34: Parameter Estimates
	Term
	Estimate
	Std Error
	T Ratio
	Prob>|t|
	Lower 95%
	Upper 95%

	Intercept
	 -0.020075
	0.097211
	 -0.21
	0.8368
	 -0.213037
	0.172888

	Macroeconomic factors
 (Q16-21)
	0.3992483
	0.116843
	3.42
	0.0009*
	0.1673171
	0.631179



The p-values from the F-test was less than 0.01 (p=0.0009) indicating a significant linear relationship between the brand equity of Vodacom’s new brand (dependant variable) and the independent variables in the model at a 99% level of confidence (Table 34). It can, therefore, be concluded that changes in macroeconomic conditions are highly correlated to brand equity.






5 [bookmark: _Toc380687118]Discussion of the results
5.1 [bookmark: _Toc380687119]Introduction
This chapter presents a discussion of the results shown in the preceding chapter. The discussion is presented in light of previous research and information discussed in the literature review. 
5.2 [bookmark: _Toc380687120]Demographic profile of respondents
The respondents were selected on the basis of being an employee of Vodacom. Although an equal split of male and female respondents was envisaged, the spilt of 55.5% representing females and 44.5% being males did not impact the outcome of the research. More than 94% of respondents had a post matric qualification and 9.2% had a Masters qualification. A quarter of the respondents had been employees of Vodacom for a period of nine years or more which may have influenced the outcome of the research.
5.3 [bookmark: _Toc380687121]Discussion pertaining to Research Question 1 
5.3.1 [bookmark: _Toc380687122]Introduction
The study objective was to identify the drivers of corporate rebranding within the South African telecommunications industry. The literature review suggested that corporate rebranding drivers can be divided into four major categories: Change in ownership structure, change in corporate strategy, change in competitive position and change in external environment (Boyle, 2002; Causon, 2004; Gambles and Shuster, 2003; Lomax, Mador and Fitzhenry, 2002; Kaikati and Kaikati, 2003; Muzellec and Lambkin, 2006; Stuart and Muzellec; 2004). The analysis in the study categorised the drivers into 2 factors, namely; macroeconomic factors and corporate structure and strategy.
5.3.2 [bookmark: _Toc380687123]Macroeconomic factors
A macroeconomic factor is a combination of several drivers which were identified separately in the literature review and combined to form one factor in the research. The identified drivers were associated with competition, changes in legal conditions and changes in external environment. Therefore the factor was called ‘macroeconomic factors’. As a result, the term serves as an umbrella for the drivers concerned.
5.3.3 [bookmark: _Toc380687124]Corporate structure and strategy
Corporate structure and strategy is a combination of internal drivers including changes in corporate structure, strategy and ownership. These drivers were identified separately in the literature review and combined to form one factor as part of the research. 
5.4 [bookmark: _Toc380687125]Discussion pertaining to Research Question 2 
5.4.1 [bookmark: _Toc380687126]Introduction
The study also intended to investigate the impact of corporate rebranding on brand equity within the telecommunications industry. The analysis in the study revealed three factors relating to brand equity, namely; brand awareness, perceived quality and brand loyalty for the old Vodacom brand and one new factor for the new Vodacom brand. The factor for the new branding was termed Infant brand.
5.4.2 [bookmark: _Toc380687127]The impact of corporate rebranding on Vodacom’s brand equity
According to the literature, corporate rebranding constitutes an important aspects of brand management; it is, however, highly risky and may cause serious damage to brand loyalty and brand equity (Gotsi and Andriopoulos, 2007, Hatch and Schultz, 2003; Kapferer, 2004). These accessions are further supported by results of the research. The results show that the brand equity of both the old and new branding in the Vodacom is not equally represented by the same dimensions. The old branding was represented by perceived quality, brand loyalty and brand awareness. These findings correspond to selected previous studies that have recommended varied dimensions of brand equity in commercial enterprises (Aaker, 1991; Keller, 1993; Washburn and Plank, 2002). The new brand was only represented by one dimension which was named infant brand. This provides further evidence that corporate rebranding is highly risky and may adverse impact on brand equity. This notion is further confirmed by Gotsi and Andriopoulos (2007), Hatch and Schultz (2003) and Kapferer (2004). 
The results also showed that respondents believe that the old branding has higher brand awareness than the new branding. Respondents were also more loyal, attached and affectionate towards the old branding than the new branding. Therefore the brand equity of the Vodacom brand has been adversely impacted following a rebranding exercise. The findings correspond to assertions made by Muzellec and Lambkin (2006) who suggested that even though rebranding may positively affect a firm’s reputation, it may also diminish some of the desired attributes associated with the brand. Although employees were knowledgeable about the brand, it does take a long time for a new brand to yield the desired brand image. This notion corresponds with previous studies (Singh and Dharamveer, 2011; Stuart and Muzellec, 2004).
5.4.3 [bookmark: _Toc380687128]Drivers impact on brand equity
The study then investigated which of the two drivers had more impact on brand equity. This was achieved by investigating the relationship between brand equity factors as dependent variables and the drivers as independent variables. Macroeconomic factors were perceived by the respondents as the driver of Vodacom’s corporate rebranding exercise. The results were statistically significant as per Tables 35 and 36. 
[bookmark: _Toc380684381]Table 35: The impact of macroeconomic factors on the brand awareness factor
	Term
	Estimate
	Std Error
	T Ratio
	Prob>|t|
	Lower 95%
	Upper 95%

	Intercept
	 -0.01995
	0.08586
	 -0.23
	0.8168
	 -0.190346
	0.15044

	Macroeconomic factors
 (Q 8 -12)
	0.423980
	0.10244
	4.14
	<.0001*
	0.2206858
	0.62727



[bookmark: _Toc380684382]Table 36: The impact of macroeconomic factors on the infant brand factor
	Term
	Estimate
	Std Error
	T Ratio
	Prob>|t|
	Lower 95%
	Upper 95%

	Intercept
	 -0.020075
	0.097211
	 -0.21
	0.8368
	 -0.213037
	0.172888

	Macroeconomic factors
 (Q16-21)
	0.3992483
	0.116843
	3.42
	0.0009*
	0.1673171
	0.631179



5.5 [bookmark: _Toc380687129]Conclusion 
The brand equity of the Vodacom brand has been adversely impacted following a rebranding exercise. The old brand is represented by three factors that corresponded with Aaker’s model (Aaker, 1991). The new brand was represented by infant brand. Macroeconomic factors were perceived to the most significant drivers of corporate rebranding. 



6 [bookmark: _Toc380687130]CONCLUSIONS AND RECOMMENDATIONS
6.1 [bookmark: _Toc380687131]Introduction
In this chapter, the main findings are recapitulated as responses to the propositions presented in previous chapters. The chapter will include recommendations to management, limitations of the study and make suggestions for future research. 
6.2 [bookmark: _Toc380687132]Summary of main findings 
The objectives of this research were first, to determine drivers of corporate rebranding within the telecommunication industry in South Africa and secondly, to understand and investigate the impact of corporate rebranding on brand equity. 
Research Proposition 1: 
The following are primary drivers of corporate rebranding for South African telecommunications companies: 

		






[bookmark: _Toc380684383]Table 37: Results of Proposition 1
	Proposition criteria
	Factor 
	Conclusion

	Corporate structural changes

	Factor 1 (Corporate structure and strategy)
	Accept

	Changes in corporate strategy including new focus or vision
	Factor 1 (Corporate structure and strategy)
	Accept

	Changes in ownership structure including mergers and acquisitions; and divestitures
	Factor 1 (Corporate structure and strategy)
	Accept

	Outdated image
	Not found
	Reject

	Concerns over external perceptions of the organisation and its activities
	Factor 2 (Macroeconomic factors)
	Accept

	Changes in economic or legal conditions including economic slowdown
	Factor 2 (Macroeconomic factors)
	Accept

	Changes in competitive position
	Factor 2 (Macroeconomic factors)
	Accept

	Changes in external environment
	Factor 2 (Macroeconomic factors)
	Accept


Therefore, the Research Proposition 1 is effectively accepted, as all criteria were found with the exception of ‘outdated image’.

Research Proposition 2: 
[bookmark: _Toc380684384]Table 38: Results of research proposition 2 in relation to the old brand 
	Proposition criteria (Old brand)
	Statistical significance
	Conclusion

	Corporate structure and strategy impacts brand awareness
	0.1805
	Inconclusive

	Corporate structure and strategy impacts brand associations
	0.073
	Inconclusive

	Corporate structure and strategy impacts brand loyalty
	0.987
	Inconclusive

	Macroeconomic factors impact brand awareness
	0.0001
	Accept

	Macroeconomic factors impact brand associations
	0.362
	Inconclusive

	Macroeconomic factors impact brand loyalty
	0.399
	Inconclusive


Therefore, the Research Proposition 1 is inconclusive for the old branding, with exception of the impact of ‘microeconomic factors’ on brand awareness. 




[bookmark: _Toc380684385]Table 39: Results of research proposition 2 in relation to the new brand
	Proposition criteria (New brand)
	Statistical significance
	Conclusion

	Corporate structure and strategy impacts infant brand 
	0.2693
	Inconclusive

	Macroeconomic factors impact infant brand 
	0.0019
	Accept


Therefore, the Research Proposition 2 is inconclusive for the new brand, with the exception of the impact of ‘macroeconomic factors’. Proposition 2 is essentially driven by ‘macroeconomic factors’. 

6.3 [bookmark: _Toc380687133]Recommendations and managerial implications 

According to the literature, there are several organisational implications for rebranding, namely; impact on brand equity (Gotsi and Andriopoulos, 2007; Hatch and Schultz, 2003; Kapferer, 2004; Mosupyoe, 2011) bearing on organisational culture (Mosupyoe, 2011; Hatch and Shultz, 2003; Gotsi et al, 2008) and effect on organisational resources (Causon, 2004; Stuart and Muzellec, 2004; Mosupyoe, 2011)
Impact on brand equity
Building brand equity requires organisations to establish and nurture a distinctive value proposition, unique positioning and brand image with all stakeholders. Strong brand equity assists customers in simplifying their purchase decisions and also drives investor confidence leading to increased shareholder value. Kerin and Sethuraman (1998) and Kim et al. (2003) purported that there is a strong correlation between brand equity and shareholder value. Therefore a decrease in brand equity as a result of an unsuccessful corporate rebranding exercise may result in decease in shareholder value. However, the converse also holds true as a successful corporate rebranding may increase shareholder value.

Bearing on organisational culture
Culture is unique to corporates and creates a differential advantage. Hatch and Schultz (2003) define organisational culture as the internal values, beliefs and basic assumptions that exemplify the heritage of a corporate and communicate its meanings to its employees. Therefore, when corporates rebrand as a result of changes in macroeconomic conditions and/or fundamental deviations in corporate strategy, culture should be embodied in the new corporate image. However, it is difficult to implement a new culture as culture dictates the attitudes and behaviour of employees. Gotsi et al. (2008) concur; they state that cultural alignment to corporate brand values is important. However, corporate rebranding brings a dynamic challenge as newly espoused corporate brand values rarely reflect the tacit meanings and values that organisational members hold and use.
Effect on organisational resources 
Organisational resource requirements for a rebranding exercise range from human resource to finance. The most important resource to any corporate is its human capital. It is important for corporates to obtain a buy-in from its internal stakeholders to ensure smooth transition. If employees are not prepared and informed in advance, there tends to be high level of anxiety and low employee morale (Mosupyoe, 2011). Vodacom adopted the logo and colour of the parent brand. This strategic decision definitely required more organisational resources especially financial resource to communicate the new logo. It is evident that the exercise of rebranding Vodacom has been expensive. The company had spent more than R200 million for the exercise (Vodacom Annual Report, 2012).  Perceptions and attitudes are difficult to change, so it is for this reason and for that matter imperative that a corporate takes cognisant of them. 
Corporates should assess perceptions of customers against the dimensions of corporate branding as a guide for deciding on branding permutation strategies to adopt. Equally important are the history and culture as they dictate customer views and accelerate the rate of accepting change. Internal stakeholders are key to any corporate whether for a non-profit or for profit corporates. It is therefore crucial to obtain a buy-in from these stakeholders prior to announcing changes to external stakeholders. Changes to the logo, colour scheme and slogan are superficial especially when the service, internal processes and some elements of the marketing mix remain the same. What counts the most is the service and products themselves. Marketing creates hype where customer expectations are elevated, and if the service or product does not live up to the promise, there seems to be a let down by the hype of the bending in relation to the service or product. What the corporates could do is concentrate more on improving the technical capabilities of their networks in addition to the branding elements they plan to change (Mosupyoe, 2011).
6.4 [bookmark: _Toc380687134]Limitations of the research
As in most research studies, this study is not without limitations. In conducting this research, the sampling method was non-probabilistic; therefore the respondents used in this study might not necessarily be representative of the population. 
The following limitations were noted:
· Only Vodacom employees ware targeted in gathering the data for this study and this could have bias inclination and thus affecting the data.

6.5 [bookmark: _Toc380687135]Suggestions for further research
The following areas of future research are suggested that may complement the findings in this study:
· A similar study should be undertaken with a sample that includes other stakeholders such as customers, suppliers and general public.

· Study the impact of corporate rebranding on customer equity and possibly the relationship between customer and brand equity. 

· Establish the financial implications of corporate rebranding for South African organisations.

· A similar study should be undertaken with focus on other organisations and other industries.

· Longitudinal study should be done to determine the long term impact of corporate rebranding on brand equity. 
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[bookmark: _Toc380687138]Appendix A: Letter to Respondents
Dear Respondent
Invitation to participate in a survey
You are invited to participate in a survey I am conducting as part of my Masters studies through WITS Business School.
I am conducting the survey on the drivers of corporate rebranding in the telecommunications industry in South Africa and of particular interest is the impact this phenomenon has had on brand equity. As an employee of Vodacom, you have been invited to participate in this study. This survey will require about ten minutes of your time. It will ask about your experience and perception of the old and new Vodacom branding. 
Confidentiality was observed throughout the thesis process and the final report was used for academic purposes only. An electronic copy of the final research report and results was shared with all respondents.
Your participation and views are appreciated, feel free to contact me. My contact information is:-
Thank You for your support and time
Yours sincerely 
Rodney Moloko
Mobile number: +2782 9999 090
Email address: rmoloko@gmail.com

[bookmark: _Toc380687139]Appendix B: Questionnaire

Questionnaire: Corporate rebranding in the telecommunications industry in South Africa and the impact on brand equity

Section A: Demographic information

1. Gender
	Male
	Female



2. Please indicate the number of years as a Vodacom employee.
	Less than 2 years
	2-5 years
	6-9 years
	6-8 years
	More than 8 years




3. Function
	Sales
	
	Marketing
	

	Finance
	
	Other
	

	Customer Service
	
	
	



4. What is your highest level of education?

	Matric
	
	Honours Degree
	

	Certificate/ Diploma
	
	Master’s Degree
	

	Bachelor's degree
	
	Doctoral Degree
	




Section B: Drivers for rebranding

Please indicate the extent to which you agree/disagree with the statement:
	Statement:

	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	5
	Corporate structural changes are have led to corporate rebranding for South African telecommunications companies	
	1
	2
	3
	4
	5

	6
	Changes in corporate strategy including new focus or vision are drivers of corporate rebranding for South African telecommunications companies
	1
	2
	3
	4
	5

	7
	Changes in ownership structure including mergers and acquisitions; and divestitures are drivers of corporate rebranding for South African telecommunications companies
	1
	2
	3
	4
	5

	8
	Concerns over external perceptions of the organisation and its activities may lead to corporate rebranding for South African telecommunications companies
	1
	2
	3
	4
	5

	9
	Aging of company image is primary driver of corporate rebranding for South African telecommunications companies
	1
	2
	3
	4
	5

	10
	Changes in economic or legal conditions including economic slowdown have encouraged corporate rebranding for South African telecommunications companies
	1
	2
	3
	4
	5

	11
	Changes in competitive position have led to corporate rebranding for South African telecommunications companies
	1
	2
	3
	4
	5

	12
	Changes in external environment promote corporate rebranding for South African telecommunications companies
	1
	2
	3
	4
	5



Section C: Impact on brand equity

Please indicate the extent to which you agree/disagree with the statement:

	Statement:
	[image: http://www.techsmart.co.za/data/articles/Vodacom%20lowers%20prepaid%20rates/Vodacom_logo.jpg]

	
	SD
	D
	N
	A
	SA

	13
	I am attracted to this brand 
	1
	2
	3
	4
	5

	14
	I have a lot of affection for this brand
	1
	2
	3
	4
	5

	15
	I loved to recommend this brand 
	1
	2
	3
	4
	5

	16
	I can recognize this brand quickly among competing ones
	1
	2
	3
	4
	5

	17
	I am familiar with this brand
	1
	2
	3
	4
	5

	18
	Some characteristics of this brand came/ come to mind quickly
	1
	2
	3
	4
	5

	19
	I know what this brand stood/ stands for 
	1
	2
	3
	4
	5

	10
	Some characteristics of this brand came/ come to mind quickly when I saw/ see it
	1
	2
	3
	4
	5

	11
	When I think of Telecommunications Companies, this brand came/ comes to mind
	1
	2
	3
	4
	5

	12
	I could/ can quickly recall this brand 
	1
	2
	3
	4
	5

	13
	This brand was/ is unique compared when compared with competitors
	1
	2
	3
	4
	5

	14
	I consider myself to be loyal to this brand
	1
	2
	3
	4
	5

	15
	This brand was/ would be my first choice
	1
	2
	3
	4
	5

	16
	I would not/will not buy other brands if this brand was /is available 
	1
	2
	3
	4
	5

	17
	The quality of this brand was/ is extremely high
	1
	2
	3
	4
	5

	18
	This brand had/has good and functional products and services
	1
	2
	3
	4
	5

	Statement:
	[image: http://s2.cdn.memeburn.com/wp-content/uploads/Vodacom-Logo.jpg]

	
	SD
	D
	N
	A
	SA

	19
	I was/ am attracted to this brand 
	1
	2
	3
	4
	5

	20
	I was/ am attached to this brand 
	1
	2
	3
	4
	5

	3
	I had/ have a lot of affection for this brand
	1
	2
	3
	4
	5

	4
	Thinking about this brand brought/ brings me a lot of joy and pleasure
	1
	2
	3
	4
	5

	5
	I would love to recommend this brand 
	1
	2
	3
	4
	5

	6
	I could/ can recognize this brand quickly among competing ones
	1
	2
	3
	4
	5

	7
	I was/ am familiar with this brand
	1
	2
	3
	4
	5

	8
	Some characteristics of this brand came/ come to mind quickly
	1
	2
	3
	4
	5

	9
	I know what this brand stood/ stands for 
	1
	2
	3
	4
	5

	10
	Some characteristics of this brand came/ come to mind quickly when I saw/ see it
	1
	2
	3
	4
	5

	11
	When I think of Telecommunications Companies, this brand came/ comes to mind
	1
	2
	3
	4
	5

	12
	I could/ can quickly recall this brand 
	1
	2
	3
	4
	5

	13
	This brand was/ is unique compared when compared with competitors
	1
	2
	3
	4
	5

	14
	I consider myself to be loyal to this brand
	1
	2
	3
	4
	5

	15
	This brand was/ would be my first choice
	1
	2
	3
	4
	5

	16
	I would not/will not buy other brands if this brand was /is available 
	1
	2
	3
	4
	5

	17
	The quality of this brand was/ is extremely high
	1
	2
	3
	4
	5

	18
	This brand had/has good and functional products and services
	1
	2
	3
	4
	5



Section D: General Questions
 
	Statement:
	Definitely the Old brand
	Maybe the Old brand
	None
	Maybe the New brand
	Definitely the New brand

	Which of the two Vodacom brands do you perceive to be better? 
	1
	2
	3
	4
	5



Please indicate the extent to which you agree/disagree with the statement:

	Statement:

	Strongly Disagree
	Disagree
	Neutral
	Agree
	Strongly Agree

	After the rebranding, I have a positive attitude towards Vodacom 
	1
	2
	3
	4
	5
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