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Abstract      

 

Digitalization has had a major impact on branding and branding activities with its several different 

digital channels and digital tools. However, the way digitalization has affected corporate rebranding 

has received only minor attention in prior literature. No rebranding process model suitable for the 

digital age business environment has been created before. Thus, this research fulfils the research gap 

with its aim in creating an empirically validated framework for corporate rebranding process in the 

digital age. The purpose of this research is to add understanding on corporate rebranding in the digital 

age.  

 

As the research adds understanding on current corporate rebranding, it takes into account different 

important features from the current business environment including consumer engagement, brand co-

creation, and value co-creation which have been researched within the conceptual framework and 

within the empirical data of this research. The conceptual framework of this research is combined 

around the two main concepts of this thesis, corporate rebranding, and digitalization. The empirical 

data is collected by using qualitative methods, one group interview and two semi-structured 

interviews. 

 

The theoretical contributions of this research are that the evolutionary corporate rebranding process 

should be an ongoing life-cycle process in the digital age which is suitable to use in companies 

regardless of the industry. In this process the company and consumers interactively co-create the 

brand within a two-way communication approach, which creates value for both parties. As the 

companies are able to succeed with only evolutionary rebranding, revolutionary rebranding can be 

used if the companies see it as vital.  

 

Managerial contributions of this research are that companies should practice constant corporate 

rebranding for their brands with at least minor changes in the brand in order to survive in the current 

dynamic business environment. Addition to this, companies should include consumers as much as 

possible to the company branding activities, in order to better understand their needs and perceptions 

in the brand. 

 

This study focuses mainly on the evolutionary rebranding process perspective in the digital age, which 

leaves space to the revolutionary rebranding process research in the digital age. Addition to this, as 

this research concentrated on the company-consumer interactive two-way communication in the 

corporate rebranding process, it is suggested that also other stakeholders in the interactive two-way 

communication could be researched. 
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1 INTRODUCTION 

This study focuses on how the traditional corporate rebranding process framework 

should be modified in order to make it suitable for the current dynamic digital age 

business environment. The first chapter includes the introduction where the research 

topic and the purpose of the study are introduced to the reader with well-chosen 

justifications. After introducing previous, the research questions and the key concepts 

of the study are presented. Lastly in this chapter, the structure of the thesis is 

summarized to give the reader a better view of the content of this research. 

1.1 Research background 

Digitalization, including internet and its related active technologies have transformed 

the entire branding field (Christodoulides, 2009). Internet World Stats (2020) presents 

that from the 7,77 billion people in the world, 4,54 billion (58,4%) are active internet 

users, from which 4,18 billion (53,4%) remain mobile internet users. Organizations, 

but also brands and branding, including corporate rebranding have thus been 

influenced significantly from digital media and mobile internet connectivity 

(Yoganathan, Roper, McLeay & Machado, 2020). The affection digitalization has had 

on branding has been researched among several researchers. Swaminathan, Sorescu, 

Steenkamp, O´Guinn and Schmitt (2020) researched branding from the perspective of 

the hyperconnected world, where brand boundaries have been blurring and brands 

have been seen to have several roles in the current business environment. Whereas 

Aaker (2015) and Steenkamp (2020) had the concentration in their research on the 

affection digitalization has had on brand building and brand management. However, 

the affection digitalization has had on corporate rebranding has had only minor 

attention in earlier literature. Tarnovskaya & Biedenbach (2018) had their emphasis in 

their research on brand meaning creation in digital age corporate rebranding, but not 

either this research concentrated on the actual affections digitalization has had on 

corporate rebranding. 

In the 2000s and early 2010s the process perspective of corporate rebranding had been 

researched among several researchers. To give a few examples, Juntunen (2011) study 

introduced a corporate rebranding process model in small companies, where name 
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changes and logo changes were launched. Dev and Keller (2014) and Kaikati (2003) 

had also the concentration on the process perspective of corporate rebranding with 

several rebranding steps and a clear beginning and an end in the process. Earlier studies 

about corporate rebranding processes have had a couple of unifying factors with each 

other. In these studies, the concentration has been on revolutionary rebranding 

perspective where major changes were implemented to the brand. Addition to this, the 

rebranding process has been seen as a linear single-ending process with a clear 

beginning and a clear end. However, Juntunen (2015) research challenged the earlier 

literature, as in the research the life cycle perspective in the corporate rebranding 

process was introduced with several process steps. As the topic of digitalization in 

literature is only currently relevant, it had understandably minor attention in literature 

at that time when these studies were published. Thus, the digitalization perspective in 

the corporate rebranding process literature is almost completely missing. Only Dixon 

and Perry (2017), and Tevi and Otubanjo (2013) have slightly researched the affection 

digitalization has had on corporate rebranding process. They suggested that corporate 

rebranding should be seen in the digital age more as a continuous process, where it 

responds continuously to the needs and perceptions of the existing business 

environment. These researches gave attention to the corporate rebranding process 

perspective again but did not introduce any model suitable for the digital age. 

According to Christodoulides (2009) prior to digitalization, branding was a process 

where brand managers created a desired image for the brand and conveyed this image 

through corporate communications as a one-way act to the company stakeholders, 

including the company customers. Digital media and digitalization have changed this 

one-way communication branding act to a two-way communication approach where 

consumers and brands should have an interactive relationship between each other 

(Rowles, 2017, p.3). Usually, companies practice consumer engagement within this 

interactive two-way communication. As consumer engagement is a current topic in the 

digital age, researchers have studied it from several different perspectives. Liu, Lee, 

Liu, and Chen (2018) and Islam, Rahman and Hollebeek (2017) have studied consumer 

engagement in online brand communities whereas Barger, Peltier & Schultz (2016) 

have had their concentration on consumer engagement in social media. According to 

Vivek, Beatty and Morgan (2012) in consumer engagement company´s concentration 

is on existing and prospective customers, as well as on consumer communities, and 
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co-creative networks. The idea behind co-creative networks is brand co-creation which 

has been seen as a behavioral outcome of successful consumer engagement (France, 

Merrilees & Miller, 2015), and thus it is an important topic to be involved in the 

consumer engagement conversation. In prior literature Iglesias and Ind (2013) had 

given attention to brand building as a co-creative process between the company and 

its stakeholders, which does not straight talk about corporate rebranding but is highly 

connected to the topic of this research.  

Although the prior literature has researched the corporate rebranding process 

extensively as noticed earlier, the research field has not been updated to the digital age. 

Thus, there seems to be a research gap in earlier literature, where the corporate 

rebranding process does not take into account the current ever-changing digitalized 

business environment. As the earlier literature does not give attention either to 

consumers in the corporate rebranding process model, there seems to be another 

research gap. This research has been conducted, to be able to fulfil these research gaps 

in prior literature.  

1.2 Purpose of the study and research questions 

The purpose of this study is to increase understanding on corporate rebranding in the 

digital age from process perspective. In order to reach the purpose, the study aims to 

create an empirically validated framework for corporate rebranding process in the 

digital age. Conceptually, the study provides an integrative conceptual framework 

combined from earlier literature which takes into account different factors and actors 

digitalization has brought to the business environment. Empirically, the study tries to 

find similarities and differences in practice which could support or give new ideas to 

the integrative conceptual framework to be able to create an empirically validated 

framework suitable for the current digital business environment, and thus give a 

conceptual and managerial contribution for this research. In addition, the research 

provides justified suggestions for further research. 

This study is important and relevant for several reasons. This view of corporate 

rebranding process in the digital age has not been researched in prior literature, so this 

study aims to fulfil a clear research gap. Digitalization has been seen to have a major 
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impact on different organizational marketing and branding processes (Parviainen, 

Tihinen, Kääriäinen & Teppola, 2017), whereas branding has been in the centre of the 

digitalization discourse, but corporate rebranding has been ignored. It is important for 

the corporate rebranding literature to gain also understanding of the impact 

digitalization has had on corporate rebranding, and thus this should be researched 

properly. As the earlier literature of corporate rebranding processes concentrates 

mainly on revolutionary rebranding and on single-ending process perspective which 

do not suit the digital age, the prior literature remains outdated. Thus, the main research 

question in this study is: 

RQ: How does the corporate rebranding process progress in the digital age? 

To be able to answer to the main research question properly and to be able to combine 

a suitable corporate rebranding process model for the digital age, the thesis needs also 

two supporting sub-questions.  

Internet and its active technologies, which are creations of the digital age, have 

reshaped the way how companies should build and manage their brands (Steenkamp, 

2020). Thus, as digitalization has had a significant influence on brand building, the 

purpose of the first sub-question is to understand which features of corporate 

rebranding have overall changed because of digitalization. The answer to this sub-

question helps in understanding which changes in corporate rebranding should be 

taken into account in answering to the main research question. Thus, the first sub-

question in this research is: 

SRQ1: How has digitalization changed corporate rebranding as a phenomenon? 

As companies should continuously respond to customer needs and preferences in 

branding in order to succeed in the current business environment (Dixon & Perry, 

2017), the role of consumers in branding is significantly different than ever before. As 

consumer engagement and accompanying it brand co-creation have gained relevance 

in earlier literature, also their part in corporate rebranding should be solved. Thus, the 

purpose of the second sub-questions is to understand the consumer role in current 

corporate rebranding and with the help of this sub-question to understand do they have 



10 

a role and which kind of role also in the digital age corporate rebranding process 

model. Thus, the second sub-question in this research is: 

SRQ2: What kind of role the consumer has in corporate rebranding in the digital age?  

1.3 Definition of the key concepts 

To improve the comprehensibility of the study, this section briefly opens the key 

concepts of the research to the reader. The key concepts defined in this research are 

corporate rebranding, digitalization, consumer engagement, and brand co-creation. In 

chapters two, three and four these key concepts are explained to the reader in more 

detail.  

Corporate rebranding: Corporate rebranding is the change between the earlier 

corporate brand and the redesigned corporate brand (Merrilees & Miller, 2008). 

Digitalization: Digitalization consists of the changes digital technology has enabled in 

all aspects in the human society and the way how existing products or services are 

turned into digital variants (Parviainen et al., 2017). According to Gartner (2021): 

“Digitalization is the use of digital technologies to change a business model and 

provide new revenue and value-producing opportunities; it is the process of moving to 

a digital business.”  

Consumer engagement: Consumer engagement is the individuals´ participation in and 

in connection with the organization´s offerings or organizational activities. This 

participation can be started on behalf of either party. (Vivek, Betty & Morgan, 2012.) 

Brand co-creation: The process which enables consumers, business managers, and 

employees in developing the brand together (Sarkar & Banerjee, 2019). According to 

Ind et al. (2013, p. 9) it is “an active, creative, and social process based on collaboration 

between organizations and participants that generates benefits for all and creates value 

for stakeholders”.  
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1.4 Structure of thesis 

In this section the structure of the thesis is introduced in Figure 1 and with a textual 

explanation of the different chapters which supports the figure. Thus, this thesis 

consists of four different parts. The first part of the research includes the introduction, 

the second part is the conceptual part which includes the conceptual framework. The 

third part of this research consists of the methodology chapter and of the empirical 

findings of this research. The last part of this research is the conclusion part.  

 

Figure 1. Structure of thesis 

The second chapter introduces the reader to the other main topic of this thesis, 

corporate rebranding. The different types of corporate rebranding, evolutionary 

rebranding and revolutionary rebranding are presented. Addition to this the chapter 

introduces the traditional corporate rebranding process model which is combined from 

Chapter 1. INTRODUCTION 

Research background, purpose of the study and 

research questions, definition of key concepts, and 

structure of thesis 

Chapter 2, 3 & 4. CONCEPTUAL FRAMEWORK 

Corporate rebranding 

Digitalization 

Integrative framework of corporate rebranding 

process in the digital age 

Chapter 5. METHODOLOGY 

Research design, research implementation, interview 

process, and empirical data analysis 

Chapter 6. EMPIRICAL FINDINGS 

Corporate rebranding in the digital age, consumer 

engagement in the digital age, and corporate 

rebranding process in the digital age  

Chapter 7. CONCLUSIONS 

Answers to research questions, conceptual 

contribution, managerial contribution, research 

reliability and limitations, and future research 

suggestions 

Conceptual part 

Empirical part 
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earlier research for the reader to understand how the corporate rebranding has been 

seen in prior literature.  

The third chapter introduces the other main topic of the thesis, digitalization with its 

main features, digital marketing, and the digital toolkit. The fourth chapter of this 

thesis provides information about how branding, consumer engagement and corporate 

rebranding have changed in the digital age. In the end of the fourth chapter the 

integrative conceptual framework model of the current corporate rebranding process 

is introduced.  

The empirical part of the thesis starts from chapter five, the methodology chapter. In 

this chapter the research design, research implementation, interview process, and the 

empirical data analysis are presented for the reader to have a proper overall view of 

the empirical data gathering and analysing. In the sixth chapter the empirical findings 

are presented under each interview theme and summarized in the end of the chapter.  

The last chapter of this research, chapter seven combines the conclusions of the 

research by answering to the main research question and two sub-questions. Addition 

to this conceptual and managerial contribution are introduced. In this chapter also the 

research reliability, limitations, and suggestions for future research are presented. 
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2 CORPORATE REBRANDING FROM THE TRADITIONAL 

PERSPECTIVE 

This chapter introduces the reader to the other main concept of the research, corporate 

rebranding. At first, the concept of corporate branding is introduced and compared 

with corporate rebranding to be able to understand the differences between these two 

concepts. After this comparison, corporate rebranding is defined, and the different 

types of corporate rebranding are presented. In the end of the chapter, the traditional 

corporate rebranding process framework from earlier literature is combined. 

2.1 Corporate branding 

Corporate branding has obtained many definitions over time, whereas a good 

compromise for the definition of this concept is from Van Riel (2001) via Einwiller 

and Will (2002, p.101): “corporate branding is a systematically planned and 

implemented process of creating and maintaining a favourable reputation of the 

company with its constituent elements, by sending signals to stakeholders using the 

corporate brand.” In previous marketing literature corporate branding has received a 

positive image as corporate brands usually add value to company offered products and 

services (Harris & De Chernatony, 2001). A strong corporate brand provides 

companies intangible values which are difficult for competitors to imitate (Parsons, So 

& Yap, 2013), and thus usually these intangible values lead companies into 

competitive advantage in their business fields. 

It is self-evident that organizational questions vary between different organizations 

according to e.g., the company type, industry of the company or other significant 

factors. In corporate branding the situation is different as despite of the company type, 

industry or other organizational questions, the focus point in corporate branding is 

same for all, gaining a positive reputation for the company. Company branding is 

commonly referred to a unified corporate brand design that can be implemented 

anywhere, anytime (Merrilees & Miller, 2008) e.g., the usage of similarly designed 

business cards, presentation templates, and signatures. By doing so each internal 

stakeholder of the company represents the company visual identity and image which 

are communicated to the external stakeholders. 
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There are a few significant differences between corporate branding and the other main 

concept of the thesis, corporate rebranding. Corporate branding is generally seen as a 

medium to long-term action (Balmer & Gray, 2003), whereas corporate rebranding 

can be implemented in as little time as a day (Kaikati, 2003). Company branding 

requires the involvement of all employees with their actions and behaviours to the 

process (Muzellec & Lambkin, 2006), whereas in corporate rebranding the rebranding 

decision can be made often only among a handful of people. In most cases, rebranding 

decisions arise from the top management of the company. (Brierley, 2002; Griffin, 

2002 via Muzellec & Lambkin, 2006.)  

2.2 Corporate rebranding 

In English language “re” is the English prefix to functional verbs, which in most cases 

means the word “again”. It is a verb, which describes an activity that occurs the second 

time or possibly even more times. The traditional definition for the second part of the 

compound word “rebranding”, the “brand” is given by the American Marketing 

Association (2014), which defines the word as follows: “brand is a name, term, 

symbol, design, or a combination of all of these, where the purpose of which is to 

identify the goods or services sold by a particular seller or group of sellers and thus to 

distinguish them from those of competitors.” The word “rebranding” is thus a 

combination of two words, having the meaning that the brand has been reborn (Stuart 

& Muzellec, 2004). Using the definitions of “re” and “branding” described earlier, a 

clear meaning can also be defined for the word “rebranding.” It is defined by Muzellec 

and Lambkin (2006, p. 805) as “the creation of a new name, term, symbol, design or a 

combination of them for an established brand with the intention of developing a 

differentiated (new) position in the mind of stakeholders and competitors.” Because of 

this broad definition for the word rebranding, many synonyms are found in literature, 

such as brand relocation, brand transformation, brand renewal, brand refreshment, and 

brand reinvention (Miller, Merrilees & Yakimova, 2014).  

As this research concentrates on corporate brands and on how these brands can be 

modified over time to meet customers´ needs and perceptions, it is important to 

understand what rebranding means in the situation where a company is rebranded. 

Thus, corporate rebranding has been defined as a strategy used by companies to change 
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their image either by modifying existing elements or by building new elements to the 

brand. Often, corporate rebranding appears to be a change in company name and/or 

logo, which has been seen as a strategy, giving the organization a fresh start. Also, 

name and/or logo change usually gives a great opportunity for the company to create 

a positive new image. (Stuart & Muzellec, 2004.) Brand name change has been often 

seen as a measure of rebranding because sometimes changes in marketing and its 

aesthetics can be very subtle and difficult to notice. Usually, corporate rebranding has 

been seen to take place as a visual change in the company´s marketing, as a strong 

formal message for the company stakeholders that something in the company has 

changed. (Muzellec & Lambkin, 2006.) As corporate rebranding usually involves a 

change in the name and company position as well as in the targeting in the company´s 

marketing, it tries to give a new meaning to the corporate brand and convey new 

benefits to the company´s stakeholders (Stern, 2006). In a wider picture corporate 

rebranding has also referred as a difference or change between the original brand of 

the company and the re-developed company brand. Therefore, it is extremely 

important that every internal individual in the company can be transferred from the 

previous organizational culture to the new culture. (Merrilees & Miller, 2008.)  

In the dynamic business environment where customers have various requirements and 

needs, and where industry standards and strategic priorities are constantly evolving 

and changing, it is important for corporate brands to stay current and attractive within 

the eyes of stakeholders (Andriopoulos & Gotsi, 2007). Thus, companies often need 

to change in order to meet the expectations of external stakeholders (e.g., customers, 

consumers) (Lomax, Mador & Fitzhenry, 2002). When a company rebrands, it sends 

a signal to its stakeholders that something in the organization has changed for the better 

than it was earlier. It is especially important that in this case the organization has truly 

something new to offer and that this new and better change can be reported to 

stakeholders as effectively as possible when the change occurs. (Stuart & Muzellec, 

2004.) 

Organizations are to a greater extent using corporate rebranding to enhance brand 

significance as well as streamlining the company operations (Melewar, Gotsi & 

Andriopoulos, 2012; Sonenshein, 2010; Vallaster & Lindgreen, 2011). Often, 

organizations specifically seek to improve the efficiency of their operations and their 
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brand capital with rebranding (Shetty, 2011). But as corporate rebranding can be a 

success for the company it can also damage or destroy the brand. The next section in 

this chapter introduces the two corporate rebranding types, evolutionary rebranding, 

and revolutionary rebranding from Muzellec and Lambkin (2006) research. They have 

a significant role in this research and thus are introduced in detail.  

2.3 Corporate rebranding types 

In their study, Muzellec and Lambkin (2006) suggested that two different types of 

rebranding exist. These two types differ significantly from each other, with the volume 

they are implemented with, and with the changes in positioning and marketing 

aesthetics. Their research challenged prior research as in earlier literature it had been 

defined that in order to be able to call a process a rebranding process, all elements in a 

brand need to be replaced. In the research they introduced a new perspective, where 

also a process with minor changes in the brand could be called a corporate rebranding 

process, an evolutionary rebranding process.  

Corporate rebranding can embrace the form of evolutionary rebranding if small, 

evolutionary changes appear in the brand e.g., in the company´s logo, slogan or range. 

The changes in this type of rebranding can be hardly perceptible for outside observers. 

Unlike revolutionary rebranding, all companies go through evolutionary rebranding 

processes with their own cumulative adjustments and new innovations. (Muzellec & 

Lambkin, 2006.) A good example of a rebranding like this is for example Pepsi´s 

decades-long continuous evolutionary rebranding process. In this process, the 

company´s visual look and company logo have changed frequently with minor, hardly 

perceptible changes, which have responded to the trends of that era. The effect of 

evolutionary rebranding changes on consumer preferences are stronger than 

revolutionary rebranding changes in the corporate brand (Le, Cheng, Kuntjara & Lin, 

2014).  

Alternatively, the other type of rebranding is called revolutionary rebranding with its 

major changes in positioning and marketing aesthetics (Muzellec & Lambkin, 2006). 

This leads often to new company name creation or other significant changes in the 

company´s position and marketing aesthetics (Muzellec & Lambkin, 2007) (e.g., 
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Andersen Consulting name change to Accenture). This type of rebranding is usually 

symbolized by a change in company name, which has been heavily criticized in several 

earlier scientific studies. Changing the brand name erases all the values contained in 

the old name and erases the work done over time for the original brand name. In 

addition to this, changing the brand name can seriously damage or even destroy the 

equity which has been associated to the old name. (Muzellec & Lambkin, 2006.) 

Strong brands are built with years of investment in a brand name that provides loyal 

consumer privileges, higher profit margins, and a continuous source of income for the 

brand owner (Aaker, 1996; Kapferer, 1998; Keller, 2002 via Muzellec & Lambkin, 

2006). Revolutionary rebranding can damage consumers psychological and emotional 

connection to the original brand by alienating the company´s original customer base 

(Ettenson, 2006).  

Regularly, rebranding can be discovered as a continuum between evolutionary change 

(small changes in the company image) and revolutionary change (great changes in the 

company image) (Stuart & Muzellec, 2004). The extent of rebranding can be far-

reaching, from almost cosmetic minor changes to major radical changes in the 

corporate brand (Miller et al., 2014) (see, Table 1). In this research the concentration 

is mainly on evolutionary rebranding with its minor evolutionary changes to the brand. 

 Evolutionary rebranding Revolutionary rebranding 

Change in positioning Minor changes Major changes 

Change in marketing 

aesthetics 

Minor changes Major changes 

Visibility Hardly perceptible Easily perceptible 

Table 1. Evolutionary and revolutionary rebranding 
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2.4 Traditional corporate rebranding process 

Several well-known researchers have studied corporate rebranding from the process 

perspective in earlier literature. These scientific papers have differed from each other, 

as they have concentrated on different factors or phases of the process. Some of the 

papers have concentrated on only one or two steps of the process as others have 

focused on the process as a whole. For instance, Muzellec and Lambkin (2006) 

suggested that corporate rebranding consists of renaming, redesigning, and 

repositioning. As can be seen, this view focused mainly on different types of 

rebranding activities, and not on the different process phases. However, Daly and 

Moloney (2004) had a focus on only one rebranding process step, launching, in their 

research. In Juntunen´s (2011, pp. 56-62) research the process perspective was 

presented as a whole, where five sub-processes were found: renaming, redesigning, 

repositioning, launching, and evaluating. Whereas Merrilees and Miller (2008) 

proposed the corporate rebranding process as a linear single-ending process, which 

had altogether five steps: trigger, brand re-vision, rebranding strategy implementation, 

stakeholder buy-in, and outcomes. Also, Dev and Keller (2014) examined the process 

as a single-ending process, but with seven steps: brand audit, brand positioning, brand 

platform, brand experience, brand voice, and brand launch. 

In this conceptual framework the next presented traditional corporate rebranding 

process model (Figure 2) has been combined from earlier mentioned scientific papers 

researching the corporate rebranding process. As noticed, mostly in prior research the 

process has been seen to be more as a linear single-ending process with a clear 

beginning and a clear end, with several process steps included. However, prior 

literature has found loops inside the actual process among three process steps which 

have been presented in the figure with arrows. The concentration on the earlier 

research has been mainly on revolutionary rebranding actions whereas the 

evolutionary rebranding perspective has been ignored. The combined traditional 

corporate rebranding figure of this research includes five main steps as follows: 

trigger/driver, situation analysis, rebranding planning, launch, and outcomes and 

evaluation. The figure presents a clear process framework which has a clear beginning 

and an end. 
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Figure 2. Traditional corporate rebranding process 

Most often in corporate rebranding literature, the corporate rebranding process starts 

from a trigger/driver which leads the company to a situation where they want or need 

to start running a corporate rebranding process. The ever-changing business 

environment, poor company performance, and corporate structural factors such as 

mergers and acquisitions are often the main triggers for companies to start a corporate 

rebranding campaign (Kapferer, 1997 via Merrilees & Miller, 2008; Muzellec & 

Lambkin, 2006; Stuart & Muzellec, 2004). The reasons for companies to start a 

corporate rebranding process can be very broad as well as they can be either internal 

or external factors (Muzellec & Lambkin, 2006). Kaikati and Kaikati (2004) have 

suggested that these major motivations for rebranding can be divided to proactive and 

reactive motivations. Proactive motivations for rebranding are firm-initiated 

motivations. These motivations can be e.g., consolidating the brand globally, 

expanding beyond the core business, appealing to a broader target market. Reactive 

motivations are motivations which are responding to the external environment. These 

motivations can be e.g., responding to a merger or acquisition, reverting to an 

abandoned name, delete politically incorrect names. In this research we are 

concentrating on reactive motivations for starting a corporate rebranding process, 

where the company aims to respond to the external business environment it works in. 

The second step of the process, the situation analysis in a traditional corporate 

rebranding process consists of for example market analyses and brand audits. In this 

step usually qualitative or quantitative research types are used to find out the current 

situation of the brand (e.g., market size and potential; competitors’ strengths and 
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weaknesses) (Daly & Moloney, 2004), and what are the perceptions of the brand 

among the key stakeholders (e.g., customers, employees, and managers). These 

research results can form attributes and elements for the upcoming revised brand. 

(Miller et al., 2014.)  

To succeed in the corporate rebranding process, the third step of the process, 

rebranding planning should be done carefully. The corporate rebranding process must 

consider the elements of the marketing mix: product range, pricing, communications. 

(Daly & Moloney, 2004.)  This phase can include the actions of renaming, redesigning, 

and repositioning from the Muzellec and Lambkin (2006) research. The most 

successful rebranding cases have included stakeholder coordination or co-operation in 

planning and implementing the new brand strategy (Miller et al., 2014) (see, Figure 

2). In some cases, customers were able to attend in the rebranding planning phase as 

companies understood that by staying close to the customers, companies were able to 

find new products, services and, experiences that will keep the company in the minds 

of the consumers (Dixon & Perry, 2017). The implementation of the rebranding is 

started in this rebranding planning process step and continuing to the launch, which is 

the next step of the process. A loop in Juntunen (2015) research can be found between 

the three steps of rebranding planning, launch, and outcomes and evaluation in the 

traditional corporate rebranding process. The use of life cycle process perspective 

between these three steps in traditional corporate rebranding process has been justified 

by explaining that each one of the steps in the process should happen in that specific 

order as each step forms a basis for the following step (e.g., the launch of the brand 

cannot happen before the rebranding planning phase). 

The fourth step of this combined corporate rebranding process figure is launching, 

where the new brand is communicated to the company stakeholders, including to the 

consumers (Juntunen, 2011, pp. 61-62), with a pure understanding of the correct timing 

and correct way of arranging the launch (Dev & Keller, 2014). This phase should 

include internal and external campaigns (Daly & Moloney, 2004) to satisfy both 

stakeholder types. In internal launching, the new brand is introduced to the company 

employees with different web casts and events (Kaikati, 2003). Whereas the external 

launching consists of different “push” (e.g., promotion; postings to clients and 

journalists) and “pull” (e.g., advertising in newspapers, business journals, television, 
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sports events and through all possible communications media) methods (Juntunen, 

2011, pp.61-62). In this research we concentrate on external launching, as the research 

studies on consumer behaviour, which is a type of external behaviour.  

The last step of the figure consists of the outcomes and evaluating of the whole 

traditional corporate rebranding process. According to Juntunen (2011, p.62) three 

alternative ways of evaluating the process can be implemented. Firstly, the evaluation 

could be carried out throughout the corporate rebranding planning stages to be able to 

give new features to the planning process. Or secondly, the overall evaluation of the 

whole rebranding process could be carried out after the rebranding launch to take a 

more holistic view of the process (Daly & Moloney, 2004). Or thirdly, the evaluation 

could be arranged by using surveys, reviewing customer intentions on the brand or by 

conducting customer research (Kaikati, 2003). 

In the next chapter, the concept of digitalization has been presented in detail in order 

to understand how digitalization has affected the business environment. Later, the two 

concepts corporate rebranding and digitalization are going to be combined to an 

integrative conceptual framework.  
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3 DIGITALIZATION AFFECTING BRANDING FIELD 

This chapter introduces the reader to the other main concept of this research, 

digitalization. This concept combines the integrative conceptual framework of this 

research together with the concept of corporate rebranding, which was presented in 

detail in chapter 2. Digitalization is one of the megatrends in the short- and long-term 

period, which has significantly affected and affects our society and businesses 

(Parviainen et al., 2017), thus the study aims to understand how digitalization has 

affected corporate rebranding and the corporate rebranding process. As digitalization 

has had a significant impact also on consumers increasing perceptions and needs 

(Mangold & Faulds, 2009; Killian & McManus, 2015), it is also important to 

understand the affection digitalization has had on the consumer role in corporate 

rebranding. 

3.1 Digital marketing 

According to Stolterman and Fors (2014) digitalization consists of all the changes in 

all areas of human society which have been caused from the rise of digital 

technologies. However, Henriette, Mondher and Boughzala (2015) defined 

digitalization as the ability of changing existing products or services to digital forms, 

which can offer advantages over tangible products. Digital marketing is a marketing 

practice caused by digitalization where products and services are promoted by using 

digital channels (Smith, 2011). One of the most well-known definitions for this 

marketing entity is from The American Marketing Association (2021) in which they 

have defined digital marketing as “the use of digital or social channels to promote a 

brand or reach consumers. This kind of marketing can be executed on the internet, 

social media, search engines, mobile devices and other channels.” Digital marketing 

has had a huge impact on the traditional business field. Businesses which traditionally 

divide their corporate marketing communications to “traditional” and “digital” 

communications can be left behind. To be able to succeed in the current business 

environment, there is only one successful marketing form, and it is mainly digital. 

(Rowles 2017, p.11.) 
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To be able to carry out a successful digital marketing strategy, digital marketing must 

be taken into account in every key business decision (e.g., product development, 

pricing, and even in recruitment) of a company. It should be an integral part of all 

marketing activities in a company. (Kingsnorth, 2019, pp. 21-22.) A successful digital 

marketing strategy includes two key issues which should be considered in early stages 

of the process: Firstly, the company should have clear knowledge about their own 

business objectives and addition to this about the connection between the carried 

marketing activities and the company objectives. Secondly, the objectives of the target 

audience should be also clear to the company so that the company is able to understand 

how the audience’s perceptions and the company offerings connect to each other. 

(Rowles, 2017, p.13.) 

3.2 Digital marketing toolkit 

The digital environment has provided marketers a whole new marketing toolkit, a 

digital toolkit which should be used in representing the brand to the consumers. This 

toolkit includes digital tools like social media marketing, e-mail marketing, mobile 

marketing, and content marketing, which all have a linkage to one another. (Gunter, 

2015, p. 81.) Through digital tools the company can engage consumers to the brand, 

rather than just broadcast the brand as a one-way connection to the consumers (Rowles, 

2017, p. 47). The digital toolkit consists of plenty of digital tools, but in order to remain 

relevant, this chapter concentrates on the five most well-known digital tools in Figure 

3. 

 

Figure 3. Digital marketing toolkit 

The firstly introduced and maybe the most well-known digital tool within the eyes of 

companies and consumers is social media (Rowles, 2017, p. 47). Social media is a 

technological invention with different channels, which are based on the internet. The 
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basic idea in social media is on sharing ideas, thoughts, and information through social 

media networks and communities. (Dollarhide, 2021.) From all digital channels, social 

media has had the greatest impact on traditional marketing and different traditional 

branding activities (Rowles, 2017, p. 47). Social media includes the web-based 

software and services, which enable social media users to discuss, communicate and 

participate in different forms of social interaction e.g., via videos, images, and texts. 

This umbrella term named social media consists of many different forms e.g., social 

media submission sites, forums and discussion sites, media-sharing sites, review and 

rating sites, social network sites, blogs, podcasts etc. (Ryan, 2017, pp. 121-124). The 

use of social media has increased so much that businesses have noticed its benefits in 

impacting a bigger audience than ever before, and thus started to actively use social 

media in their marketing activities (Mangold & Faulds, 2009). To get the most out of 

social media, it is important for companies to know which social media platforms their 

target audience is using. The reason for using social media should not only be in the 

sake of activity in using it as rather companies should remember that when the 

company uses these social media platforms, the user experience should provide value 

to the customers. (Rowles, 2017, p. 47.) As this thesis concentrates on corporate 

rebranding processes and brand co-creation, social media is important to be addressed 

in this research as it has had a huge impact on branding (Yan, 2011) and on consumer 

engagement (Nadeem, Andreini, Salo & Laukkanen, 2015).  

Search engines have been seen as the portal to the internet, as people tend to search 

their needed products or services firstly from search engines (e.g., Google, Bing, 

Firefox). As this is usually the first place from where people search for products or 

services, it is especially important for companies to have a high ranking on the search 

engine results pages (SERP) (Charlesworth, 2018, p. 63). These search engines give 

the customers an ability to search free information on products and services and to find 

firms and brands which suit their search criteria. The search is done with keywords 

which users type in the search engine and get in response a list (organic or paid) with 

the most suitable results to their search. To be helpful and significant for companies, 

these search engines often provide different statistics (e.g., conversion rates, number 

of clicks, total costs). (Kannan, 2017.) The effectiveness of search engines in consumer 

engagement has been studied by many researchers, for example Chan, Wu and Xie 

(2011) found out that customers who used search engines purchased more and 
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generated higher customer lifetime value for companies than the customers who used 

other online or offline channels. Search engines have also impacted branding, as 

suddenly these consumers who earlier needed the brands and companies in data 

gathering, are currently able to gather the same data from search engines, and with that 

data they are able to make their own judgments about the products and services 

(Rowley, 2004). 

Mobile marketing has been defined by the Mobile Marketing Association (2009) as 

follows: “Mobile Marketing is a set of practices that enables organizations to 

communicate and engage with their audience in an interactive and relevant manner 

through any mobile device or network”. Nowadays mobile marketing refers to any 

action where the company can connect or interact with consumers through their mobile 

devices e.g., smartphones, iPads (Ryan, 2017, p. 178). These mobile devices are a huge 

part of people’s lives nowadays, as these inventions have basically “got stuck” to the 

consumers hands. Thus, the advertising via mobile devices has grown enormously. 

Mobile marketing has a lot of benefits for companies as it enables the companies to 

e.g., take iterative customer engagement to the next level; build awareness to the brand, 

product, or service; build a deeper and more personal brand experience for the 

consumers. Mobile devices are the reason why companies are able to tie together the 

online and offline experiences of the consumers and create awareness to the brands. 

(Rowles, 2017, p. 4.) 

E-mail marketing in its simplest form is the action where a company sends a marketing 

e-mail to a readymade customer list. This customer list consists of people who have 

had some level of earlier connection with the brand before. The connection can be as 

simple as a hotel promotion code to a hotel you have searched on the internet or a car 

company whose car you own has released a new model. The linkage between the e-

mail receiving customer and the e-mail sending company can be small, but there 

should be some kind of actual linkage so that the e-mail works as it is meant to as an 

e-mail marketing method. (Ryan, 2017, p. 154.) E-mail marketing as a digital 

marketing tool has been considered as one of the most effective marketing activities. 

It has an important role in sales promotion, getting new contacts, improving 

relationships with customers, and in building brands. (Hudák et al., 2017.) 
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According to the Content Marketing Institute (2012), “content marketing is the 

marketing and business process for creating and distributing relevant and valuable 

content to attract, acquire, and engage a clearly defined and understood target audience 

– with the objective of driving profitable customer action”. While talking about digital 

marketing, the conversation should concentrate also on digital content as in the digital 

landscape content is everywhere. (Ryan, 2017, p. 179.) As the importance of content 

marketing is growing, because of the amount of shared content is increasing, a digital 

marketing strategy is not able to succeed without having quality content marketing 

(Baltes, 2015). With different types of content digital marketers are able to engage, 

interact, and influence their customers. This marketing channel enables marketers to 

contact their potential customers in all phases of the customer cycle, during research, 

purchase, and review. (Ryan, 2017, p. 179.) Successful content marketing has been 

seen to improve brand loyalty, and help in creating powerful brands, which build 

interest among consumers (Baltes, 2015). 

3.3 Changes in branding caused by digitalization 

As explained in earlier sections, digitalization has changed the entire business 

environment significantly. According to Swaminathan et al. (2020, p.25) the change 

has led the environment to hyperconnectivity where “information is always accessible 

and abundant, search costs are low, goods and services from across geographic 

boundaries are easier to reach than ever, and firms may no longer be the primary source 

of information about brands.” Addition to these changes, digitalization has had a 

significant affection also on branding, especially in below cases:  

The current form of brand co-creation is included in the list of major changes in the 

branding field. Earlier the communication of branding decisions and activities came 

as a one-way information flow from the branding companies to their customers. 

Customer co-operation and co-creation had a small influence on branding decisions, 

whereas the decisions were made mainly by the company. Nowadays branding 

includes an interactive two-way channel between the customers and companies, where 

the two parties interactively discuss about the brand. This two-way interaction about 

the brands called brand co-creation has given the companies huge benefits in creating 

the brand to the right direction. (De Souza Almeida, 2014.) In today´s interactive 
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world, it is important that also the companies participate in the conversation about the 

brand, not just by talking with the customers, but also by listening and acting to the 

thoughts of the customers (Ryan, 2017, p. 121). 

Before digitalization, brands who wanted to internationalize by expanding abroad had 

to give huge efforts to these intentions in order to succeed. Digital channels have given 

existing brands a new easy way of expanding their geographic reach and societal roles 

in the digital hyperconnected era (Swaminathan et al., 2020). Internet has provided a 

new perspective for companies in different continents and natures with its countless 

opportunities of doing business in a new potential global market. The interest of 

internationalizing companies to the global markets has increased the interactions 

between various countries. Addition to the internet, digital marketing has been seen as 

a significant catalyst for these cross-cultural business interactions. (De Souza Almeida, 

2015.) 

Consumer expectations have grown towards companies and corporate brands. As the 

“two-way communication” approach has entered the branding field, social media and 

other digital platforms have resulted in a change in consumer expectations. Nowadays 

consumers have high expectations on brand interactions as they expect that brands 

interact with them in a way which is under the consumer´s control: the timing, the 

channel, and the content must please the consumers. (Mangold & Faulds, 2009; Killian 

& McManus, 2015.) These high expectations are based on word of mouth between the 

consumers as on the other hand brands have a great opportunity in gaining positive 

word of mouth quickly in social media, but on the other hand the negative word of 

mouth can spread even faster than the positive one. The power of social media is so 

significant that brands must be extra careful nowadays what they say, do or how they 

act so that they can protect their position. (Killian & McManus, 2015.) 

The selection of companies, products and services is greater than ever before. This 

move towards the digital era has led to an almost absolute brand transparency among 

customers today. Every product, service, content, or function is now replaceable for 

consumers. (Rasool, Shah & Islam, 2020.) Earlier consumers had one or two 

permanent corner stores they used, which had a wide variation of different brands and 

options, and the consumer chose the most suitable one from that particular selection. 
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Nowadays consumers can connect with myriad brands by new media channels and are 

able to choose the most suitable brand for them from this large selection of brands. 

This connection between the consumers and several brands is not in any way in the 

retailer´s or manufacturer´s control or knowledge. (Edelman, 2010.)  

As the amount of technology has increased, the information availability and the speed 

of information has grown exponentially and made the connectivity of people and 

devices extremely easy and fast (Swaminathan et al., 2020). Digital media has created 

a situation where consumers can communicate directly with each other, even without 

including the specific brand they are talking about into the conversation. Consumers 

rely nowadays on the authoritative information and reviews (whether positive or 

negative) shared by other consumers about products and services to reduce perceived 

purchasing risks (Rasool et al., 2020). Review websites e.g., Tripadvisor enable the 

consumers to review the company products and services in an efficient and easy way 

to other consumers (Rowles, 2017, p.4) regardless of whether the return is good or 

bad. Nowadays the brand conversations are happening online, where the consumers 

have an opportunity to listen to their peers or online influencers, as much as, or even 

more than they listen to the brand owning company (Swaminathan et al., 2020). Thus, 

it is important for digital age companies to understand that it is more relevant to realize 

what the consumers are saying about the company than what the company is saying 

about itself (Rowles, 2017, p.3).  

3.4 Corporate rebranding in the digital age 

In earlier research the identifiable factor of corporate rebranding was the change in the 

visual appearance of the brand, which was conveyed to the audience through 

conventional corporate communication tools (Stuart & Muzellec, 2004). The process 

of corporate rebranding is nowadays a process of updating and building continuously 

better experiences for consumers to experience (Dixon & Perry, 2017) rather than 

changing the visual appearance (Rowles, 2017, p.3). These consumer experienced 

online experiences can be influenced by the company logos and sponsorships, but the 

core of these experiences is on something more than just the visual identity of the brand 

(Rowles, 2017, p.3). Corporate rebranding does not base anymore on the company 

perceptions as the concentration is in current rebranding on consumers and their 
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perceptions. In order to stay relevant and chosen by the consumers from the large 

variety of brands, the corporate brand should understand and know the perceptions of 

their consumers. (Tevi & Otubanjo, 2013.) In digital branding the true personality of 

the branded organizations, services or products is managed or created by taking into 

account all the experiences the customer has with the specific brand (De Souza 

Almeida, 2014).  

The basis of digital branding is on the online experiences that are created by the 

company for the consumers to experience (Rowles, 2017, p.3). These digital branding 

processes do not exclude the traditional marketing initiatives, but they provide 

additional online toolkits, which should be tied to the traditional marketing tools (De 

Souza Almeida, 2014). Thus, digital branding consists of all experiences people 

experience online, and it relies mainly on the value proposition the company creates 

(Rowles, 2017, p. 18). The core of the experiences usually bases on the proper 

interaction between the consumer and the company through different digital touch 

points e.g., social media platforms, online reviews, brand communities (De Souza 

Almeida, 2014). As the business environment keeps on changing, also the corporate 

brands must continuously change in order to survive within the current business 

environment (Tevi & Otubanjo, 2013). 

A good example of the current reactive branding activities the digitalized business 

environment requires in order to succeed can be recognized for example from the hype 

that the Netflix most-watched series Squid Game caused. Companies which followed 

the hype of the series reacted immediately to the hype for example by printing similar 

business cards than in the series. These companies reached huge visibility globally 

with their relevant and current branding activities which went viral immediately. 

3.5 Consumer engagement in the digital age 

Consumer engagement has been defined by Hollebeek, Glynn and Brodie (2014, p. 

151) as “a consumer’s positively valenced brand-related cognitive, emotional and 

behavioural activity during or related to focal consumer/brand interactions”. 

Traditionally brand engagement models have defined customers as passive recipients 

of information from the brand (Carvalho & Fernandes, 2018). Digitalization and 
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internet have upended the ways consumers are engaged to brands. Thus, no longer the 

traditional strategies and structures of engagement are suitable for the current business 

environment. (Edelman, 2010.) Internet provides multiple number of options to 

consumers and has created a new nature of the relationships between the brand and the 

consumers in the online environment, where the consumers have been starting to look 

more for trust-worthy and loyal brands (De Souza Almeida, 2014). 

Compared to traditional mass media times, the digital world has created platforms 

where consumers are able to engage with brands in more dynamic ways (Gunter, 2015, 

p. 81). In the digital age, brands are able to have ongoing interactions with customers 

(Aaker, 2015), as digitalization has modified the business environment into a direction 

where online digital platforms are in favour of consumers. Therefore, also the domain 

of online customer engagement has grown rapidly in the past few years. With this 

interactive relationship, the companies are able to gain powerful insights into customer 

perceptions of the brand, products and services. (Ryan, 2017, p. 121.) In the digital 

age, companies that provide only one-way communication and choose not to engage 

with customers get usually negative feedback and lose an opportunity to grow (Peltier 

et al., 2020).  

Digital platforms have driven the consumers to use these platforms in several different 

ways (e.g., purchasing flight/movie tickets online, undertaking online consultation, 

purchasing items for daily use, and playing online games). The change to this 

interactive business environment demands the marketers into a new strategic 

imperative of engaging customers to nurture customer brand relationships vis-à-vis 

improve their profitability. (Rasool et al., 2020.) Artificial Intelligence (AI), Big Data, 

Augmented Reality (AR), and Internet of Things (IoT) have been the biggest drivers 

along with multiple social networking platforms towards this change (Rasool et al., 

2020). As the information of brands has widely spread throughout the internet and 

other channels, the brands have a challenge in competing to gain consumers´ 

awareness and potentially to engage the customer with an emotional connection to the 

brand (Swaminathan et al., 2020).  

In the next section the tools, which have helped companies in consumer engagement 

and which companies have used in brand co-creation (Sarkar & Banerjee, 2019) are 
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presented next, in order to get a proper understanding of consumer engagement in 

action. 

3.5.1 Consumer engagement tools 

Different co-creation activities or co-creation tools help companies to get insight into 

consumers emotions, feelings, and memories addition to engaging with them (Sarkar 

& Banerjee, 2019). Aaker (2015, p. 37) has said that “An engaged audience is more 

likely to listen, learn, believe, comment and recommend.” The digital environment is 

also able to give the company the possibility to create richer and deeper content with 

the help of consumers (Aaker, 2015). Four most common consumer engagement tools 

in literature are presented next: 

 

Figure 4. Consumer engagement tools 

Earlier the conversations of consumers occurred in their inner circles, but nowadays 

the interaction happens in online brand communities to large groups of peers without 

any geographical, temporal, or cultural boundaries (Rowles, 2017, p.12). Information 

technologies have given attention to online brand communities which are improved 

versions of offline communities. These communities are not geographically bounded, 

so all stakeholders are able to participate in brand co-creation, and thus these are more 

suitable to be used in branding in the digital age. (Merz, He & Vargo, 2009; Vallaster 

& Wallpach, 2013). Brands have an intention to make significant investments to online 

brand communities as these communities offer stronger relationships between 

companies and online brand community consumers (Baldus, Voorhees & Calantone, 

2014). 
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Companies can set up different keyword monitors, which are able to tell the about what 

people are saying about the brand, in which communities the talking is happening, how 

often it´s happening and are the views positive or negative. These keyword monitors 

can be set up for the specific brand or specific key business terms e.g., by using Google 

Alert. These real-time conversations give the company the ability to respond or act. 

(Young, 2014.) In modern marketing, the marketing professionals should be able to 

ensure that the conversations between consumers are factual, favourable, and easily 

discovered as a package in which ever channel, they are talking in (Rowles, 2017, 

p.12). 

Social media has been seen as a digital tool, which enables companies to engage their 

external stakeholders in an easier manner to the company e.g., by talking, sharing, and 

listening to them via these web-based social platforms (Ryan, 2017, pp. 121-124). The 

effective usage of social media channels results in having interesting and useful 

content to share and having the willing and ability in engaging the consumers in an 

open and authentic way (Rowles, 2017, pp. 47-49). The power in social media is in its 

viral propagation, it can be said to be the online equivalent of word-of-mouth 

marketing. Compared to the traditional word-of-mouth marketing, social media is 

more efficient as the information spreads a lot faster and to a bigger audience. (Ryan, 

2017, pp. 121-124.) From all the digital “channels”, social media has had the greatest 

impact on branding, it has significantly changed the engagement and interaction 

between brands and consumers (Rowles, 2017, p. 47). The traditional “corporate 

communications” tone in social media does not work anymore as companies are 

dealing nowadays with individuals which rather want to see core social media 

principles in the social media corporate communications (Rowles, 2017, pp. 47-49). 

The audience in social media consists of a big amount of intelligent people, who 

publish their own information to the platforms and from there the companies can find 

answers and collective intelligence, which they can use in solving their real business 

dilemmas (Ryan, 2017, pp. 121-124). The continuous customer online usage has 

affected enormously the marketers, who must make significant investments in 

providing seamless digital experiences and immediate customized solutions to engage 

consumers with their brands (Rasool et al., 2020). Companies get wide benefits of the 

social media affection on consumer engagement. Social media has made consumer 

engagement for companies easier and deeper than ever before. With social media 
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companies can get invaluable insight of their customers perceptions as well as they get 

to know their customers and their thoughts better. (Ryan, 2017, pp. 121-124.) 

In the sense of marketing, companies also have the most active social media users, 

called influencers behind their back (Ryan, 2017, p. 121-124). They post about the 

company products or services in the social media platforms and the companies 

compensates them this work with cash or free goods, which differentiates this 

marketing type from the original word of mouth marketing (Hughes, Swaminathan & 

Brooks, 2019). The usage of influencers is an effective channel in marketing the brand, 

products, or services of companies (Ryan, 2017, pp. 121-124). Nearly 75% of brands 

are nowadays using influencers in spreading word of mouth (WOM) about the 

company brands and products in social media channels. Thus, influencers have been 

seen to have a critical role in strengthening online brand engagement. (Newberry, 

2018.) They have the trust and respect of the consumers who follow them, which gives 

a huge advantage for companies to co-operate with them (Ryan. 2017, pp. 121-124). 

According to Hughes et al. (2019) influencers have additional loyalty to their 

followers, which is partly because of the creative freedom the influencers have in their 

social media posts. The posts are not created or made by the branding company, as the 

influencers have their own freedom to create the posts as they see them at their best. 

Besides of influencers there are also other people in social media who have a positive 

attitude towards different brands, and these people are usually willing to advocate the 

company business, which they see in a positive light (Ryan, 2017, pp. 121-124). 

Digital media enables the consumers to be part of brand-building programmes, which 

are created to the sweet-spot of the customers. The “sweet spot” includes the interests 

and activities where the customers are involved to. The idea of these programmes is to 

create relationships and equity. (Aaker, 2015.) Starbucks is one of the companies who 

has an efficient brand building programme, which is called MyStarbucksIdea (MSI). 

It is an online engagement platform, which invites the customers to submit their ideas 

of the brand and co-create the future Starbucks brand experiences together with other 

customers and the brand. (Ramasmawy & Ozcan, 2016.) This platform enables 

Starbucks to have ongoing two-way communication with its customers about their 

actual experiences of Starbucks goods, services, and retail stores, which have affection 

for instance on the ideas the company has internally created, new product launches, 
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and new initiatives (Kozinets, Hemetsberger, & Schau, 2008). Starbucks is thus 

continuously engaging their customers to the brand and creating Starbucks brand as a 

co-creative experience to the customers to experience. As MyStarbucksIdea is a multi-

purpose engagement platform, where the experiences they collect from their customers 

covers their entire service and product range, thus the environment should be 

trustworthy and free for customers to be creative and co-create brand value. To avoid 

the platform in being a one-way communication platform from the customers to the 

companies, the managers of Starbucks should give continuous feedback for the 

customers and see themselves as part of the brand co-creation process. (Kozinets et al., 

2008.) 

3.5.2 Brand co-creation 

In current marketing literature, consumer´s participation in marketing related activities 

has been most likely defined as co-creation. Thus, the two-dimensional view 

recognises consumer´s as firm´s “pseudo-marketers” or “co-producers”, and in some 

cases these consumers can be related to company employees (Harmeling, Kumar & 

Palmatier, 2017; Kozinets, Cova & Shankar, 2010). Brand co-creation is not part of 

consumer engagement, as it is a behavioral consequence which leads from high level 

brand engagement. Thus, the activation of co-creation behaviour can be started only 

when the customer is highly engaged with the brand. Customer brand co-creation 

behaviour includes self-led interactions between the customer and the brand as 

customer´s choose whether they want to participate into the co-creation behaviour or 

not. (France et al., 2015.)  

Brand co-creation can have two different forms: it can be direct or indirect. In direct 

co-creation the interactions are customer-led, and they are direct between the customer 

and the brand (e.g., participating in an online competition for product improvement). 

These interactions influence the brand experience and the brand offering, so that it can 

affect the way all customers experience the brand. Indirect brand co-creation is also 

customer-led, but it occurs indirectly between the brand and the customer (e.g., word 

of mouth, customer generated content or sharing social media content). In this co-

creation customers can be involved to the brand indirectly for example through other 

customers, friends, or family. The customer does not have a straight linkage to the 
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brand, but their brand voice and brand actions can have an indirect impact on how 

others perceive the brand. (France et al., 2015.) 

Ind and Schmidt (2020) have introduced a model with a closer look of the interaction 

between organisations and individuals in brand co-creation. Each individual in this 

process has their own experiences of the brand, but as common topics arise between 

the two parties, clusters of individuals start to develop. These clusters form from 

individuals with their own experiences, but these individuals in the clusters tend to 

have similar attributes in the experiences together with other individuals. These 

experience clusters are the entities the brand wants to influence with their brand 

actions. If the brands are receptive and open, they will listen to the individuals in the 

clusters to learn from them. (Ind & Schmidt, 2020, p.44.) 

 

Figure 5. Interaction between organisations and individuals in clusters (Further 

developed from Ind & Schmidt 2019, p. 44) 
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4 INTEGRATIVE FRAMEWORK FOR CORPORATE REBRANDING 

PROCESS IN THE DIGITAL AGE 

As presented in the first chapter, the aim of this study is to create an empirically 

validated framework for corporate rebranding process in the digital age. To be able to 

create this framework, firstly the integrative framework from earlier literature should 

be combined. At first, the corporate rebranding process in the digital age is presented 

with a model created from prior literature. After this the process steps of the model are 

described in detail, and lastly the two important topics in the model, brand co-creation 

and value co-creation are described. 

4.1 Corporate rebranding process in the digital age 

As the current dynamic business environment is continuously changing, also brands 

need to change continuously (Dixon & Perry, 2017). The change between the earlier 

corporate brand and the redesigned brand is called corporate rebranding (Merrilees & 

Miller, 2008), whereas the process of continuous brand change, can be defined as 

continuous corporate rebranding. As the role of consumers have changed in branding 

to a two-way communication process (Rowles, 2017, p. 3), and evolutionary 

rebranding is seen in prior literature as a continuous two-way communication process 

between the company and its stakeholders (Tevi & Otubanjo, 2013) it is self-evident, 

that the continuous corporate rebranding process in the digital age is a continuous 

process of evolutionary rebranding. This evolutionary rebranding process perspective 

supports also this research as the idea in this research is not to research any specific 

industry, but companies generally. Thus, unlike revolutionary rebranding, 

evolutionary rebranding processes remain in all companies with their own 

arrangements and modernizations (Muzellec & Lambkin, 2006). In this chapter a new 

corporate rebranding process model (Figure 6) has been introduced in response to the 

affection digital age has had on corporate rebranding and on the corporate rebranding 

process perspective. 

As described in chapter 2, prior research examines corporate rebranding processes 

mainly from the revolutionary rebranding perspective, where the actual process is huge 

with its major changes in brand positioning and marketing aesthetics. Thus, corporate 
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rebranding processes have been seen in earlier literature mainly as linear single ending 

processes with a clear start and a clear end. However, in Juntunen (2015) research the 

idea of a lifecycle branding process had been introduced, but only from the 

revolutionary corporate rebranding process perspective, where visible corporate name 

change has been in the centre of the study. In the current dynamic and interactive 

world, where companies should reimagine their brand continuously (Dixon & Perry, 

2017) in order to stay relevant, the corporate rebranding process is not successful in 

its traditional linear single ending revolutionary process form. As companies must 

continuously change to meet consumer perceptions and demands, the corporate 

rebranding process should differ from the traditional linear single-ending 

revolutionary process perspective.  

Addition to the continuous rebranding process the process should be seen nowadays 

more as an evolutionary process with continuous minor evolutionary changes in brand 

position and marketing aesthetics. These changes can be implemented to the brands 

rather quickly as their affection on the brand is minor. Today´s world of fast-moving 

competitors, consumers, and consumer perceptions, requires rebranding to be a more 

fluid, dynamic process than ever before (Dixon & Perry, 2017). In evolutionary 

rebranding frameworks, the goal is to create the stakeholders a desired image of the 

brand (Tevi & Otubanjo, 2013).  

Figure 6 pictures the corporate rebranding process model in the digital age combined 

from earlier literature. In the middle of the model the actual continuous corporate 

rebranding process is presented with its five life cycle steps, which continuously 

develop in order to meet the needs of the environment. As consumer engagement is 

extremely important nowadays for companies to stay relevant it has been seen that to 

be able to respond to the consumers’ needs, consumers should be included to the 

rebranding throughout the process with brand co-creation. Brand co-creation is a 

behavioural consequence of successful consumer engagement (France et al., 2015), 

and thus it happens in the interactive relationship between the company and the brand. 

Value co-creation is added to the figure in order to present that the two-way brand co-

creation also creates value for both parties in the corporate rebranding process. 

Continuous rebranding in companies increases brand´s relevance, adds to its value and 

feeds its future (Dixon & Perry, 2017).  
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Thus, the corporate rebranding process should not be seen any more in the digital age 

as a linear single-ending process with a beginning and an end. Rather, the process 

should be seen as a continuous and responsive process, which reacts to the changes in 

the business environment and to consumers perceptions and needs as an ongoing life 

cycle process. 

 

Figure 6. Corporate rebranding process in the digital age 

4.2 Corporate rebranding process steps 
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After noticing the need for rebranding, the company starts to carry out a situation 

analysis. A situation analysis with a brand audit helps the company to understand 

where the brand has been, where it is now, and how it got there (Dev & Keller, 2014). 

It also examines the health of the brand, shows the sources of brand equity, and is able 

to suggest different ways to improve and expand this equity (Keller, 2013). It usually 

goes thoroughly through the history, current operations, brand communications, and 

positioning of the brand (Dev & Keller, 2014). Brand audits usually provide the 

company the market´s perspective of the brand, showing the strengths and weaknesses 

of the brand and of competing brands (Daly & Moloney, 2004). To carry out an 

efficient corporate rebranding process, the company should start the process with deep 

customer understanding (Dixon & Perry, 2017), where the company understands 

consumer´s needs in the particular market (Sarkar & Banerjee, 2019). Most businesses 

(87%) invest in this by knowing more about their customers and their social media 

behavior (Stelzner, 2014). Knowing your customer has been simplified with the raise 

of digital platforms as the customers share their perceptions of products and services, 

experiences, and evaluations of brands in open digital platforms (Peltier et al., 2020). 

The third step of the rebranding process is the rebranding planning phase, where the 

company starts planning the rebranding from the results of the previous step, situation 

analysis. The development of platform technology, the huge number of networks of 

people and new devices have created a digital environment where brands and their 

meanings should be co-created (Swaminathan et al., 2020). The company can arrange 

contests, challenges or just regularly ask for help in the branding process. A win-win 

customer interaction for a brand is to engage the customer in development and 

evaluation, where the customers provide and evaluate their ideas for new or improved 

offerings. (Aaker, 2015.)  

After rebranding planning, the company starts the implementation of the new changes 

in the brand. As this model illustrates the continuous evolutionary rebranding process, 

the changes can be minor and thus hardly noticeable for outside observers (Muzellec 

& Lambkin, 2006). In the digital age it is popular that the company has websites and 

other digital platforms (e.g., Facebook, Instagram, Twitter) which support and 

communicate the minor changes to the consumers. These minor changes should be at 

least communicated to the web pages of the company as web pages which have a lot 
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of information, have a high engagement level as the customers are able to find a lot of 

information that interest them from the same site (Aaker, 2015).  

In the traditional corporate rebranding process perspective, Juntunen (2011, p. 62) 

introduced the three alternative ways of evaluating the implemented process and the 

outcomes of the process. In the digital age corporate rebranding process, where 

companies should continuously meet the needs of consumers and the business 

environment, the most efficient way of evaluating the process, is to combine two of 

the three alternative evaluation practices. The evaluation of the corporate rebranding 

process could be carried out continuously throughout the process in order to add new 

changes to the process steps. In addition, survey usage, customer intention reviewing, 

and customer research conducting (Kaikati, 2003) could be used in order to have a 

better understanding of customer thoughts and preferences about the process. 

4.3 Brand co-creation in corporate rebranding process 

The framework of an evolutionary rebranding process is a two-way process, which 

requires continuous feedback from stakeholders (Tevi & Otubanjo, 2013). It is 

important for the company to continuously know how consumers and other 

stakeholders feel about the brand (Sarkar & Banerjee, 2019). Stakeholder buy-in can 

be achieved when companies actively involve their stakeholders with the co-

development of the corporate brand. Active involvement throughout the co-

development of the corporate brand achieves total stakeholder buy-in. (Gunter 2015, 

p. 81.) The most successful rebranding cases have included stakeholder coordination 

or co-operation in implementing and planning the new brand strategy (Miller et al., 

2014). 

Thus, the term of brand co-creation is used in this model as it can be defined as the 

process of building brands together between the company and the consumers (Ind & 

Coates, 2013). Every single customer interaction the company has, gains, or loses the 

relevance of the company (Dixon & Perry, 2017). If the company has ongoing 

interactions with customers, they can get a lot of helpful stories, new applications, or 

ideas for new products at the same time as the brand is developed (Aaker, 2015). 

Brands which want to stay relevant for consumers are continuously evolving and 
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concentrating on managing and monitoring every customer engagement they have. In 

today´s world these brands should be responsive, personalised, and intelligent. (Dixon 

& Perry, 2017.)  

Companies have a huge benefit of digital channels, as nowadays companies do not 

have to use money on different types of surveys, focus groups or other offline methods 

if they are not willing to. Thus, they can get to know their customers and discover their 

opinions and thoughts from different digital channels, especially from social media 

channels (Ryan 2017, pp. 121-124.) Companies are able to understand consumer 

perceptions more easily, because of social media which allows the companies to talk 

to their customers and the customers to talk to each other (Mangold & Faulds, 2009). 

Thus, in the Figure 6 which pictures the current corporate rebranding process model 

the consumers are giving their insights throughout the process as a two-way 

communication approach in the conversational space (Iglesias, Ind & Alfaro, 2017), 

where also the value is created for both parties. 

4.4 Value co-creation in corporate rebranding process 

Customer engagement can be seen as a tool in co-creating value with the customer 

(Payne, Storbacka & Frow, 2008). As brand co-creation is a behavioral consequence 

of customer engagement, value is created in this research between the two parties of 

the co-creational process, the company and its customers. In the brand co-creation 

process, value co-creation is an influential consequence of brand co-creation behaviour 

(France et al., 2015), thus it should be included in the digital age corporate rebranding 

process model, where brand co-creation has a significant role. In value co-creation 

companies create value together with customers, as well as customers create value 

together with companies (Prahalad & Ramaswamy, 2004). Thus, also this process is a 

“two-way co-creational process” between the two parties, the customers, and the 

companies. Customers have found their way from “passive information receivers” to 

active “value cocreators”, whom have a significant role in new product development 

and service innovation activities. (Ryan 2017, p. 121.) 

While talking about value co-creation it is inevitable to include the Vargo & Lusch 

(2004) service-dominant (SD) logic into the conversation. This logic has introduced 
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the two perspectives of value-in-use and value-in-exchange. According to the SD logic 

of Vargo & Lusch (2004), the value here is conducted and defined in-use rather than 

in-exchange. This means that the value in this brand co-creation process is delivered 

in the experience between the two parties. Thus, the value co-creation happens when 

the company provides the experience in the co-creation process to the consumer, and 

the consumer consumes the experience. (Ind & Schultz, 2019.) In the brand co-creation 

process value is co-created for both parties in the process (Ramaswamy & Ozcan, 

2016). From the company side the value is received from learning from the consumers 

about their needs and desires, and to get insight of creative innovation ideas. From the 

consumer side, the value is received from the experience of learning, contributing, and 

socialising. (Ind & Schultz, 2019.) 
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5 METHODOLOGY 

This chapter introduces the reader to the methodology used in this research. The data 

and research methods used are introduced in this chapter to be able to create a better 

understanding of the overall research process. After the research design, the whole 

interview process is described for the reader to be able to understand how the 

interviews were conducted. Lastly, the chapter introduces the empirical data analysis 

process step by step. 

5.1 Research design 

Qualitative research is usually used in situations where new topics are explored or 

complex issues need to be understood; people´s beliefs and behaviour can be 

explained, and social or cultural norms of a group or a society can be identified 

(Hirsjärvi & Hurme, 2008). The importance of theory in qualitative research is obvious 

(Sarajärvi & Tuomi, 2017), thus the interview themes and questions of the research 

are based on the earlier conducted conceptual framework combined from earlier 

literature. The purpose of using qualitative research method is to discover new ideas 

and insights, or at its best even generate new theories (Croker 2009, p.26). Thus, this 

research method suits this research significantly well as the aim of this research is to 

combine a new corporate rebranding process model, which suits to the digital age 

business environment and has the support from both, prior literature, and empirical 

data. 

The research method used in this thesis is qualitative and the data of this research is 

collected from two semi-structured interviews as well as from one group interview. 

Qualitative research methods are chosen to this thesis to answer the main research 

question introduced in the first chapter. As these methods are based on the experiences 

of target group representatives (Jackson, Drummond & Camara, 2007), and small 

number of different real-life cases (Hammersley 2012, p.12), the interviews in this 

research have been conducted with real-life business professionals through a 

conceptual framework combined to real-life cases. Qualitative research method is a 

research method from where people’s experiences, especially important values can be 

found from (Silverman, 2020). It is constructed from ground theory, where the 
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researcher has implemented observations and interviews in the real world (Patton, 

2014), based in this research on the earlier presented integrative framework.  

5.2 Interview process 

In this section, the interview process of this research is introduced to the reader. For 

the most part, the interview process followed the Kvale (1996) via Guion, Diehl and 

McDonald (2011) seven steps of in-depth interview. However, in the interview process 

conducted in this research, loops between the steps were found. The same interview 

process with similar steps was used in both interview types, the in-depth interviews 

and the group interview, as these two methods have very much similar aspects and are 

able to be conducted in the same way. The process is pictured in Figure 7 and clarified 

after in textual form.  

Figure 7. Conducting the in-depth and group interviews (Further developed from 

Kvale (1996) via Guion et al. (2011)) 

•Purpose of the interviews1. Thematizing

•Defining key topics/theme in interviews
•Defining the interview questions
•Defining the target group

2. Designing

•Introduction
•Purpose of study
•Interview themes
•Interview questions

3. Interviewing

•Transcribing interviews to textual form
•Trancription translation to the language 

of the thesis

4. Transcribing 
and translating

•Re-reading the interview transcripts
•Organizing the topics and questions
• Searching for similarities and 

differences

5. Analyzing

•Theoretical triangulation: Comparing the 
empirical data to the theoretical 
framework

6. Verifying

•Reporting the collected data to the 
research paper7. Reporting



45 

The interview process started with clarifying the purpose of arranging these interviews 

(Guion et al., 2011) and in defining what kind of information is needed. In this research 

the purpose was in collecting empirical data from interviews to mirror this data to the 

previously created conceptual framework, in order to understand the corporate 

rebranding process phenomenon in the digital age also in practice.  

After clarifying the purpose of the interviews, the designing of the interviews was 

started. In this step it was designed how the needed information should be collected 

(Guion et al., 2011). In this second step of the interview process, the themes, interview 

questions, and target group were defined. The themes in the interviews were based on 

the main research question and the two sub-questions of this research. The first theme 

in the interviews was corporate rebranding, the second theme was customer 

engagement, and the third theme in the interviews was defined to be the corporate 

rebranding process. The interview questions were created on the base of the conceptual 

framework of the study in order to understand how the things in the framework would 

work in practice. The interview questions can be found from the Appendix from the 

end of this research. The interview questions were divided under the earlier defined 

themes in order to have a whole view of the topic and to be able to gather empirical 

data which helps in answering the main research question of this study. The defining 

of the target group is described later, in sub-section 5.3.1. 

The third step of the interview process of this research included the actual interviewing. 

The interview locations were selected upon the preferences of the interviewees. The 

group interview was conducted through Teams, which is a business communication 

platform in the virtual environment. The other two interviews, in-depth interviews 

were conducted live. The definitions of semi-structured interview and group interview 

can be found from sub-section 5.3.2. In the beginning of each interviews the topic of 

the interviews was introduced as well as the purpose of the study (Guion et al., 2011) 

in order to get the interviewees interested. Each of the three interviews were started 

every time with simple background questions where the aim was to get the 

interviewees as comfortable to the situation as possible. The interviews were arranged 

in Finnish, which was the mother tongue of both parties, the interviewer, and the 

interviewees. No questions were given before the interviews to the interviewees, in 

order to have answers which were as honest and as unplanned as possible. The 
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interviews were audio-recorded with the permission of the interviewees to be able to 

transcribe the interviews afterwards to a textual form. As the main responsibility of 

the interviewer is to listen and observe addition to guiding the conversation (Guion et 

al., 2011), it was clear that the conversation should be anonymous in the research in 

order to get as reliable answers as possible to the research questions. Also, privacy 

issues occurred, which made the anonymity of interviewees necessary.  

From Figure 7 it can be seen that a loop occurred between steps 2 and 3. This was 

because, after each interview it was noticed that new insights from the interview were 

received, which affected in the need of knowing more in the next interviews. A need 

of modifying the existing interview questions to better understood forms and adding 

new relevant questions gave the possibility to gain even more relevant information for 

the research. Thus, a loop between the steps of interviewing and designing were 

noticed. 

After the interviews were conducted, the transcribing and translating was started. The 

conversations were transcribed to a textual form from the audio-recordings, first in 

Finnish and then the most suitable and relevant parts that answered to the questions 

best were translated to the research language, English. The step five of the process, the 

analysis step is explained in detail in section 5.4.  

The sixth step of verifying included the usage of the questions as anonymous in order 

to get more trustworthy data. Also, the data gathered from interviews was compared 

to the conceptual framework in order to compare that the topics and conversations 

were talking about similar topics. Theoretical triangulation was used where the earlier 

literature was compared to the empirical data findings, in order to find references 

which supported the findings found from the empirical data (Adams & Cox 2008, p. 

26). In the interviewees it was explained to the interviewees that the collected data is 

going to be used in this thesis.  

From Figure 6 it can be seen that a loop occurred in the interview process also between 

steps 5 and 6. After starting the verifying of the data and comparing the empirical data 

to the earlier gathered prior literature, continuously new insights were noticed from 

prior literature which affected in the previous analysis of the data and thus created a 
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loop where the verifying and analysing alternated continuously. This loop can also be 

seen from Figure 8, where the empirical data analysis is presented in more detail. 

The seventh step of the process was the reporting phase, where the collected data was 

added in a textual form to this research paper. The empirical findings can be found 

from chapter 6. 

5.3 Research implementation 

This section describes the way the research had been implemented in practice. The 

first sub-section 5.3.1 describes how the research target group was chosen so that it 

was possible to collect most relevant and suitable data from the interviews. The 

second-sub-section 5.3.2 introduces the reader to the interview methods used, semi-

structured interviews and group interview.  

5.3.1 Research target group 

The findings of a qualitative research method are found from real-world settings, 

where the interest is in finding similar situations between the different participants in 

different interviews (Golafshani, 2003). The target group for this research was chosen 

to be professionals from the senior management level, whom have high experience in 

branding and rebranding. Their occupations varied between CEOs, business directors 

and country managers. Thus, it was important to define the target group so that they 

have had experience also on branding before digitalization, so there were experiences 

what to compare from then and now. The background information of the interviewees 

and the interviews is presented in Table 2. 
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Interviewee Occupation Interview location Interview length (min) 

A CEO Teams 

52:33 

B Country Manager Teams 

C CEO Live 1:05:49 

D Business Director Live 0:58:41 

Table 2. Background information of interviewees and interviews  

Altogether four company representatives from three different companies with a 

branding background were interviewed in order to get the most diverse and 

professional perspectives to the interview questions. The diverse perspectives made it 

possible for the interviewer to find unifying opinions which had no boundaries 

between different industries, and thus were able to use these in answering the main 

research question. The industries of the interviewees varied between cosmetics, 

maritime, product manufacturing, and events. Two of the interviewees worked in only 

B2C-field. Whereas two of the interviewees worked in B2C and B2B-fields in several 

different companies, and thus there were four industries represented. Interviewees 

were left purposely anonymous in the research in order to gather as honest data as 

possible and for privacy issues. 

5.3.2 Semi-structured interview and group interview 

In this research two empirical data interview types were used, because of logistical 

reasons and of the request of the interviewees. Two of the interviewees from the same 
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company preferred a group interview whereas the other two interviewees from 

different companies preferred individual interviews. This was not seen as a problem 

as it was seen mainly as an advantage in collecting data with two different types of 

empirical data collecting methods. As semi-structured interviews and group interviews 

were both used, both will be introduced briefly in this section. 

In a semi-structured interview or sometimes called in-depth interview, the interviewer 

prepares a list of predetermined questions (Longhurst, 2003), where the format of the 

questions is the same for all interviewees, however the interviewer may change the 

order of the questions (Hirsjärvi & Hurme, 2008). In the interviews in this research the 

interviewer followed a schedule of pre-prepared questions, but it was important to 

deviate from the pre-prepared questions so that it was possible to maximize the amount 

of information received from the conversations (Adams & Cox 2008, p. 22). Semi-

structured interviews are mainly unstructured to be able to gather as much length in 

the experiences of the interviewees as possible. The interviewer party in the interview 

follows up by asking more detailed questions and tries to get more detailed examples 

from the interviewees. (Hammersley 2012, p. 12.) Semi-structured interviews allow 

open responses from participants, and they are conversational and informal in their 

form (Longhurst, 2003). This research method usually answers to the “why” questions 

to explain and understand issues and to “how” questions, which can describe processes 

or behaviours (Hennink, Hutter & Bailey, 2020), rather than being able to respond in 

a “yes or no” type of answer (Longhurst, 2003).  

Group interviews are very similar to semi-structured interviews, whereas also the 

guidelines in conducting the interviews are usually similar in both interview types 

(Adams & Cox 2008, p. 24). Thus, it was easy to arrange two different types of 

interviews as they had so many similar features in them. Usually, group interviews 

consist of three to eight interviewees, but in this group interview there were two 

interviewees and one interviewer, as one of the original interviewees was not able to 

participate in the interview after all. This was not a barrier in conducting the interview 

with the remaining two interviewees as they knew each other already before and it was 

obvious that the interview will be fine. In a group interview it is easier to have a 

homogenous group as they find it easier to talk with each other. In a group interview 

the interviewer has the responsibility to facilitate the discussion so that each member 
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of the group interview gets the opportunity to share their views. (Adams & Cox 2008, 

p. 24.) 

5.4 Empirical data analysis 

In this chapter, the fifth step of the interview process in section 5.2 is described in 

detail to give understanding to the reader how the collected empirical data was 

analysed. The analysis type chosen was a content analysis, where the aim is to create 

a clear description of the empirical data in a textual form. Addition to this the data will 

be organized to a clear form without losing any relevant information. (Sarajärvi & 

Tuomi, 2017, 4.4.2.) The content analysis followed a suitable path for this empirical 

data analysis and had some small insights of the book of Sarajärvi & Tuomi (2017). 

Relevant steps from the book were used, whereas the steps which were seen as 

irrelevant for this analysis were ignored. In Figure 8, the empirical data analysis steps 

are pictured and after described in textual form. 

 

Figure 8. Empirical data analysis 
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4. Organizing the data 
more specifically

• Organizing the data with 
highlightings and codes

5. Reviewing conceptual 
framework

• Finding new insights 

6. Comparing the 
empirical data to 

conceptual framework

• Finding similarities and 
differences

• Theoretical triangulation

7. Combining the 
conceptual framework 
and the empirical data
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while ago before the analysis of the whole data was started, it was easier to start the 

analysis when the themes, questions and answers of the interviews were clearly in 

mind.  

In the second step, a theme organizing was implemented where the different 

transcriptions were organized by themes together to one file. This was easy at this 

point as the interviews had been conducted by following the same order within the 

themes. The defining of the themes was described in more detail in section 5.2. One 

theme included corporate rebranding in the digital age, the second theme concentrated 

on consumer engagement in the digital age, and the last theme consisted of the 

corporate rebranding process. However, the content in the interviews varied, because 

some interviewees answered to different questions in a similar way than others to other 

questions. In the next step the proper organizing of the empirical data was started.  

In step three of the empirical data analysis, the similarities and differences of the data 

were scouted under the earlier organized different themes. Firstly, the data that was 

clearly irrelevant and did not relate to this research, were crossed over. After this, the 

remaining data was highlighted with different colours. All colours indicated different 

themes in the research. After the highlighting, different words which described the part 

of the data well were added besides the transcriptions as “coding”. This coding made 

it easier to understand different contexts between the data, and it made it possible to 

compare the occurrence of certain themes in the data (Sarajärvi & Tuomi, 2017, 4.1). 

Step four included the organizing of this highlighted and coded data. In this content 

analysis the idea is in splitting and grouping the qualitative data according to the 

different topics occurred (Sarajärvi & Tuomi, 2017, 4.1). The topics were organized 

under different topics, but it was also important to find the similarities and differences 

within the same topics in the data. These were circled and numbered with same 

numbers. 

In step five, the reviewing of the conceptual framework was done in order to find 

deeper connections between the topics organized in step four. New insights and ideas 

were noticed from the conceptual framework as after the interviews were conducted 
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the different earlier insights found from the conceptual framework appeared in 

different light and were understood differently.  

In the sixth step, the comparing of the empirical data to the conceptual framework was 

started. Theoretical triangulation was used in this step as explained in section 5.2. 

Similarities and differences were found between the empirical data and the earlier 

literature, also new contexts appeared which gave new insights to the later created 

empirically validated framework. After this step, a clear loop was noticed in process 

steps 4, 5, and 6, whereas the organizing of the data, reviewing of the conceptual 

framework and comparing the empirical data to the conceptual framework were 

implemented several times. 

The last step of the empirical data analysis was the combining of the framework and 

the empirical data together. The results of this combining can be found from chapter 

7. 
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6 EMPIRICAL FINDINGS 

In this chapter the empirical findings from the interviews will be introduced to the 

reader from three different themes of corporate rebranding, consumer engagement, and 

corporate rebranding process. In the end of the chapter the findings are summarized in 

order to get a comprehensive view of the empirical findings. 

6.1 Corporate rebranding 

At the beginning of the interviews, before anything was mentioned about evolutionary 

or revolutionary rebranding it was interesting to notice that all of the interviewees 

mainly described rebranding through revolutionary rebranding features in their 

answers. Two of the interviewees described addition to the revolutionary features also 

evolutionary features. 

“…In corporate rebranding everything from packaging to formulas has been 

changed. In rebranding, the whole visual identity and brand strategy are fully 

updated. It means that a whole new brand era is built on the base of the old 

brand.” (Interviewee A) 

“…It is the process, where you change the whole company image. It can be either 

the process where you need to clarify the message of your company or for 

example in acquisitions, where you may have the situation where you must 

change the whole brand name. In my opinion, if we are not talking about huge 

changes in the brand, corporate rebranding is the process, where you brighten up 

the message of your company up to date in order to keep the company relevant.” 

(Interviewee C) 

“…Corporate rebranding is strongly associated with the corporate image, and it 

refers to the process where company changes this image.” (Interviewee D) 

As the interviewees mainly considered rebranding as a process with revolutionary 

rebranding features, it was important to clarify what kind of rebranding they counted 

as rebranding. Three of the four interviewees thought at this point those small 

evolutionary changes cannot be called rebranding. It was noticed that the concepts of 

evolutionary and revolutionary rebranding were still not quite clear in the interviews. 

The interviewee who saw that evolutionary rebranding is a type of rebranding gave a 

good example of successful evolutionary rebranding. The interviewee described the 
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evolutionary rebranding of Coca-Cola, where the brand has succeeded over hundred 

years with their evolutionary rebranding actions. Thus, it was interesting to notice from 

this example that also well-known world-wide brands succeed only with evolutionary 

rebranding. 

“…I would not call these small changes in a corporate brand rebranding, but 

somebody else could call them.” (Interviewee A) 

“…It could be thought so that our corporate brand is not a brand which is 

rebranded in an evolutionary way, but some of our products can be rebranded in 

an evolutionary way.” (Interviewee B) 

“…Minor changes cannot be called rebranding, depends on how small they are.” 

(Interviewee C) 

“…A good example of evolutionary rebranding is from the brand Coca-Cola, 

where you have not discovered the rebranding over time. If you look now at the 

Coca-Cola logo for instance from the past 100 years, you notice the evolution, 

but if you looked at the logo at the times of change, you did not discover the 

changes as they were so minor at that time. So, the brand is still recognisable, 

and it has still the same attributes they want to have in the brand. Yes, this is 

evolutionary rebranding. If you do not want to lose your existing customers, 

evolutionary rebranding is important, as in revolutionary rebranding you easily 

lose your whole brand equity.” (Interviewee D) 

Within the first theme of the interviews, it was discovered that Interviewee A and 

Interviewee B saw rebranding as revolutionary rebranding actions. Thus, it was 

important to understand what was behind this opinion and what kind of rebranding 

they had implemented in their brand. Did they also use evolutionary rebranding or only 

revolutionary rebranding in their corporate rebranding strategy? There was a 

significant connection in the fact that the company of interviewees A and B had 

launched a major successful revolutionary rebranding campaign a couple of years ago, 

so they saw that rebranding is mainly revolutionary. However, on the other hand, 

interviewees C and D who had used mainly evolutionary aspects in their rebranding 

campaigns, were not so absolute that evolutionary changes cannot be called 

rebranding. Both of the interviewees of A and B at this point of the interview also 

described evolutionary rebranding aspects, while asking about what kind of rebranding 

they implemented in their brand. 
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“…The life cycle of a brand is really long, so it is important to make fine 

adjustments to the brand throughout its life to be able to continuously meet 

consumer needs and demand. Still at the same time the big frame of our 

revolutionary rebranded brand remains the same. It is important to understand 

that a lot has changed after our rebranding couple of years ago, so everything 

changes all the time. Rebranding has to be continuous in order to meet the needs 

and demands of your customers.” (Interviewee A) 

“…Our rebranding includes updating our strategy, small fine-tuning through 

consumer surveys and consumer experiences. We like to receive feedbacks and 

customize the brand based on them. But on the bigger picture, I believe that in 

our brand the visual appearance and the visual side remains the same still for a 

long time.” (Interviewee B) 

As asking about the most important factors to consider while rebranding a corporate 

brand, all interviewees in this research firstly started to talk about their customers and 

of their importance in corporate rebranding. The importance of the existing customers 

and the understanding of their perceptions and needs were highlighted. 

“…The most important thing to be considered in rebranding, is to take care that 

the company does not lose their existing customers. Addition to this it is 

important to reach the goals of the rebranding process. It is also important to 

understand the different important aspects of each project, which differ between 

product range and industries.” (Interviewee A) 

“…The most important thing is absolutely the customer experience in the 

rebranding. You should ask your clients; do they understand what you are doing 

and what would be important to them. You should clear up what your clients 

want, because if you do not understand continuously what your clients want, 

then you should quit the business.” (Interviewee C) 

The interviewees were asked about how digitalization has affected corporate 

rebranding and the whole branding environment. In the eyes of the interviewees the 

change was not only positive as also negative aspects occurred in the conversation. 

The mentionable positive aspects were for example receiving continuous consumer 

feedback which enables to understand the customers better, data collection has become 

easier, and being able to provide more different customer experiences for the 

customers.  

“…With digitalization, all fine-tunings and small upgrades have become faster 

and more agile. You also get continuously consumer feedback, which gives you 
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the ability to understand them better and to meet their needs more easily by fine-

tuning your own actions.” (Interviewee B) 

“…In my opinion digitalization has affected everything, but it is part of the 

development. In my opinion digitalization enables more customer experiences, 

you have more data to use in branding, you can target better etc, it gives you 

more tools, it gives better understanding in what you are doing.” (Interviewee 

D) 

Negative things listed where: continuous change, hard competition in the markets, 

standing out from other companies is more challenging, and the need of being 

continuously connected or otherwise you are not able to keep the finger on the pulse. 

“…In my opinion, digitalization has also affected the corporate rebranding scene 

so that if we go only ten years back, and at that time the marketing team had 

already done the marketing materials to a product or a brand, the materials were 

able to be used for the brand whenever. But nowadays, the marketing and 

branding material has to change practically every day in order to stay relevant. 

You have still the same theme, but inside the theme you should change 

continuously, or otherwise at some point the brand disappears away. Thus, the 

whole branding environment is totally different than before, which effects on the 

fact that also the whole campaign building is totally different than before.” 

(Interviewee A) 

“…In some companies the digitalization aspect has gone too far, as it seems that 

soon you cannot even buy food if you do not have some kind of app for 

something. These aspects make people nervous because nothing is any longer 

like before. Digitalization has impacted the corporate rebranding so, that you 

have to be connected all the time, you have to understand continuously what 

your clients want. It is extremely naive to think that you don´t have to be 

involved in digitalization if everybody else in your business field is involved in 

it.” (Interviewee C) 

“…But the other side of the coin is that everybody is able to do the same things 

because of digitalization, so it is extremely hard to stand out from this crowd.” 

(Interviewee D) 

The interviewees saw that the corporate rebranding process is a continuous 

evolutionary process where minor changes are implemented throughout the life of the 

brand. The importance of understanding consumer perceptions and needs was 

highlighted whereas also the importance of existing consumers for the brand.  
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6.2 Consumer engagement 

The integrative conceptual framework of this study highlighted the importance of 

consumers in the corporate rebranding activities; thus, it was important to understand 

at this point when no figures were yet presented, did the interviewees see consumer 

engagement in branding activities as important as the earlier literature had presented.  

The interviewees were asked do they feel that their customers/consumers are engaged 

to their brands. This question was simply the easiest for everyone to answer as the 

answers of each interviewee were clear and straight. All four interviewees thought that 

their customers were strongly engaged to their brands. 

“…Yes definitely, we feel that at least in the domestic market, our consumers 

are extremely loyal and committed. The loyalty is big among our consumers.” 

(Interviewee B) 

“…Yes, I think that majority of our customers are strongly engaged to our 

brand.” (Interviewee C) 

As all interviewees had a clear opinion that their customers were highly committed to 

their brands, it was important to understand what their main goal in consumer 

engagement was. All interviewees had similar thoughts about the topic and the 

importance of existing customers, and their engagement rate was repeated constantly 

in the responses. The interviewees highlighted that the existing loyal customers are 

firstly the ones the company should consider when thinking about engagement 

activities. After the satisfaction and engagement of existing customers is guaranteed, 

the new potential customer engagement could be started.  

“…In my opinion, as we already have a huge number of loyal consumers at least 

at the domestic markets, we should at first satisfy them and their needs from day 

to day. After this, we can start engaging new consumers. It should be 

remembered that the existing consumers are the most important and most 

valuable ones as acquiring new consumers costs at least ten times more.” 

(Interviewee A) 

“…Our goals include repurchases, and as well as in branding or rebranding one 

important part is the engagement of the existing loyal consumers. Addition to 
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this our goal is also in finding and engaging new potential audiences.” 

(Interviewee B) 

“…We engage our customers purely for time-based and money-based reasons. 

New customer acquisition takes hundred times more time and money compared 

to the keeping your existing customers satisfied. It is naive to think that you need 

continuously new customers, as at the same time when you focus all of your 

resources to new customer acquisition, the loyal existing customers fade away 

who were presumably willing to pay more. New customer acquisition is more 

time consuming, energy consuming and money consuming than that you take 

care of your existing loyal customers. And you do not even know how loyal the 

new customers can be or are they even loyal. The benefit of these engaged 

consumers is that they start talking about your brand in digital channels, which 

increases exponentially the amount of your audience.” (Interviewee C) 

“…There is nothing but the fact that we want to keep the customer happy, which 

means that it will buy again, recommend the company to someone else or if they 

leave, they leave with a good mood. It is easy to forget that the most important 

thing to take into account is the existing customer and that is why really many 

companies are running after new customers. Companies take it easily for granted 

that the business rolls with the old customers without doing anything to them. 

Keep in mind that it is probably cheaper, more profitable, and more sustainable 

to get a loyal existing customer to buy more or more often than to get one new 

one to even try your brand.” (Interviewee D) 

The interviewees were asked about the affection digitalization has had on consumer 

engagement. Again, in this theme there were positive and negative thoughts about the 

affection digitalization has had. The positive things the interviewees listed were: 

companies are able to communicate with customers in a totally different way, 

expanding to global markets is easier, relationships can be created easily with different 

digital channels. Interviewee D saw that there were many positive things: more tools, 

more data, more understanding about consumers and their engagement.  

“…There is a huge difference in consumer engagement nowadays compared to 

the time before digitalization. The companies are able to communicate with the 

consumers in a totally different level than for example in 2010. Of course, as 

every company is able nowadays to succeed (depending on the size of the 

company), it is also an advantage for us on the global scale.” (Interviewee A) 

“…In my opinion, yes digitalization has affected consumer engagement, in a 

way that all companies have the customer relationships they have created via 

digital platforms. But you should remember still the existence of the existing 

customers because customer relationships are fundamentally based on 

connections.” (Interviewee C) 
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“…Digitalization has brought more tools, more data, and more understanding on 

how to engage customers to the brand even better.” (Interviewee D) 

On the other hand, it was seen that digitalization has impacted consumer engagement 

also within a negative manner. Especially, interviewee A saw that digitalization has 

had mainly negative affections on consumer engagement.  

“…In one way it is easier, but it is also harder. It is harder, because nowadays 

all companies are able to communicate with consumers through digital platforms 

extremely fast. If you think that the communication with the consumers is 

nowadays only easier because of digitalization, it is not true. I would rather say 

that consumer engagement is harder nowadays as both big and small companies 

are able to practice it and they remain on the same level in the process. If before 

you were a big company, you bought big advertising spaces from the television 

or from print media and the only ones who were able to compete with each other 

were the big companies. But nowadays the maximum growth is within the 

growth of the smallest brands in all industries. As before the small companies 

would have dropped already out of the branding game, nowadays all companies 

have the chance.” (Interviewee A) 

“…It has also created more competition and the ability for everyone to do the 

same things.” (Interviewee D) 

Interviewees thought that continuous consumer engagement in companies is 

important. It was highlighted that firstly the companies should concentrate on engaging 

their existing loyal consumers even more precisely to the brand, and after this 

companies can start new customer acquisition and the engagement of these new 

customers.  

6.3 Corporate rebranding process 

In this theme the Figure 6 of the corporate rebranding process model in the digital age, 

was presented to the interviewees. The aim in this theme was to understand does the 

Figure 6 which was combined from prior literature suit to the digital age business 

environment also in practice. Also, the idea was in getting feedback and different 

perspectives of the figure and about its suitability to the companies of the interviewees 

and to the business environment in general. 
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As the figure was presented with clarifying descriptions to the interviewees, it was 

asked that did the figure remind them about their corporate rebranding processes, 

which they have implemented earlier in their companies. All interviewees thought that 

from the evolutionary side the model was suitable for the companies, and it reminded 

them about their continuous corporate rebranding processes in the digital age. 

Interestingly, the interviewees who had earlier in the first theme defined rebranding 

only as revolutionary rebranding, started to call evolutionary rebranding as a type of 

rebranding in this theme. 

“…Yes, the figure reminds me of our corporate rebranding process from the 

evolutionary perspective. We launched a revolutionary rebranding push in 2016, 

which was so huge that we changed every aspect in the whole brand. Thus, we 

experienced that that particular push was more as a brand relaunch, or an actual 

brand rebirth. I think that this kind of figure you introduced more likely describes 

a corporate rebranding process where the process is continuous and 

evolutionary. This kind of process takes into account consumer opinions, 

environmental factors, legislation, and digitalization.” (Interviewee B) 

“…Yes, our company rebranding can be seen as a continuous evolutionary 

rebranding process as in the figure. Overall companies should continuously 

develop their brand to not to get stuck in the same place and to give your 

competitors the ability to go past your company in the competition. In my 

opinion, in order to keep up with the competition, you should develop and 

change the brand every day.” (Interviewee C) 

“…The figure describes the evolutionary corporate rebranding process well. But 

I think that it is more about combining the received signals to your own mind.” 

(Interviewee D)  

The middle of the model presented in Figure 6 portrayed the continuous evolutionary 

corporate rebranding process in the digital age, where there is seen to be five ongoing 

phases, which should be carried out continuously in the process. The phases were 

trigger/driver, situation analysis, rebranding planning, implementation, and outcomes. 

The interviewees were asked about the five phases and how these are carried out in 

their companies. Firstly, the trigger/driver phase shared opinions, as one of the 

interviewees said that in their company the environmental factors were the main trigger 

in starting a rebranding process, whereas one interviewee said that the customers are 

the main trigger, and one listed several things. 
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“…The main triggers in our company to start this kind of corporate rebranding 

process are mainly related to environmental factors. Our entire brand is much 

determined by these factors e.g., in the package sizes, recyclability of the 

products and packages, the ingredients we use in the products.” (Interviewee B) 

“…Our customers are the main trigger when we start rebranding. Or actually, it 

can be totally another industry or also our networks, where we get the ideas from. 

Usually, the process starts from external drivers, not only from customers.” 

(Interviewee C) 

“…Owner´s will, changing market situation, catastrophic results, great idea etc.” 

(Interviewee D) 

In describing the situation analysis phase interviewee D told that digitalization has 

made it possible for companies to experiment with digital channels their ideas over 

and over again. Firstly, the situation analysis gives the results, after this the idea is 

created and lastly it is implemented. If the idea does not work, then the company 

creates a new idea based on the situation analysis and tries again. Thus, the interviewee 

saw that there is a loop which covers three steps in the process: the situation analysis 

– the rebranding planning – the implementation of the rebranding. The interviewee 

also encouraged to do mistakes, as you can always try again. 

“…The situation analysis includes for example trend mapping, trend research, 

strategy updates, finding out the intentions/desires of consumers, market 

mapping, competitor mapping.” (Interviewee B) 

“…In the situation analysis, the question is for example in whether you 

understand the current situation, do we have enough data, where can we find 

more data, how much we can get data. Usually, the situation analysis phase is 

extremely fast, as in this current world you should already keep on going in order 

to keep up with the competition. After you have got the results from the situation 

analysis, you start to plan the idea and try out the idea and then you come back 

to the analysis and then you try again and again and again. It should be 

understood that mistakes are good to be done, because we learn from the 

mistakes and then we can try again. In the current world you should try out the 

ideas and then come back to the situation analysis in order to understand where 

to go to. It is a continuous testing phase where you come back and then you try 

again and then you modify and then you try again. Digitalization has affected 

rebranding so that it is harder to understand the current situation, but it is easier 

to test your ideas even more times in a row.” (Interviewee D) 

There was nothing to add by the interviewees to the steps of rebranding planning and 

launch. All interviewees agreed that the evaluation should be implemented throughout 
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the corporate rebranding process in order to understand what has been done correctly 

and what has been done incorrectly in each phase of the process.  

“…Yes, in our company we evaluate throughout the process how the process is 

going forward. The continuous evaluation is also important as there are 

situations, where it has been evaluated that it makes no sense to continue the 

process anymore and thus the process is ended because of the results.” 

(Interviewee B) 

“…Yes, of course you have to evaluate the rebranding process continuously.” 

(Interviewee C) 

“…Evaluating is a continuous process where you for example observe customer 

experiences constantly, which may affect an individual plan or launch.” 

(Interviewee D) 

In the middle of the Figure 6 it was presented that there is continuous brand co-creation 

between the company and the consumers. This was supported by two interviewees 

who said that customers must be continuously involved in the corporate rebranding 

process with brand co-creation activities. One of the interviewees said that they should 

be involved at least in some steps of the process, but it depends on the rebranding 

process. 

“…In my opinion, the customers should be involved to the process in some of 

the steps, but it of course depends on the rebranding process. Usually, we involve 

the consumers to the rebranding process, if we start planning a new concept, or 

test a concept or if we need to choose from different options e.g., in products. It 

is clear for us in which phases we want and need to co-create with the 

consumers.” (Interviewee B) 

“…The consumers should be included in the rebranding process continuously, 

but time is money, and you should yourself understand how much you want to 

involve the consumers in the rebranding process. You can take inputs, but you 

must also take action.” (Interviewee C) 

“…If we think about the whole brand the brand co-creation should be a 

continuous process, where you continuously gather the customer experiences 

together. Brand co-creation can also be for example recruiting of different 

customers or influencers, who can create e.g., a product for the company.” 

(Interviewee D) 
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Especially two of the interviewees saw consumer experiences as important in brand 

co-creation. One of the interviewees could immediately say that the customer 

experiences with the brand are the most important things for the customer and ithey 

should be taken into account in branding.  

“…Yes, the experience is important, but our goal is not just to do an experience, 

but to get an “WOW” effect, if I cannot get this effect from them, then I have 

failed.” (Interviewee C) 

“…Nowadays, the customer experience with the brand is the most important 

thing for the customer. The whole idea behind marketing should base on the 

thought how am I able to satisfy each customer as an individual. As before 

consumers thought that they are only part of a mass of the target audience of a 

company, nowadays they see themselves as individuals. For the company to be 

able to thrive and succeed, you multiply these successful consumer experiences. 

The success is based on the experiences of individuals, and your target group is 

defined so that it includes same kind of people with the same needs.” 

(Interviewee D) 

In the corporate rebranding process model, it was presented that brand co-creation in 

the corporate rebranding process creates value for both, the company, and the 

customer. All interviewees agreed to this. Interviewee D also described that the 

received values are different for both parties. For the company, the value is rational, 

but for the customer, the value is emotional.  

“…You do this job so that you create value for yourself and for your customer. 

Yes, when you co-create the brand, the co-creation creates value for both, the 

company, and the customer.” (Interviewee B) 

“…Of course, brand co-creation creates value for the company and the 

consumers. All parties in the brand co-creation process should be engaged 

properly to the process, so that they have the similar vision of the result of the 

rebranding. So, it is important that in brand co-creation the parties create the 

brand together from the beginning of the process. Of course, there should be a 

leader in the process, but you guide others in the group so that they understand 

how the work should be done together.” (Interviewee C) 

“…The brand co-creation in the process creates value at least for the company, 

but the value the company creates for the customer is mostly value from the 

emotional side. From the company side the value is rational value and from the 

customer side it is emotional value.” (Interviewee D) 
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In the end of the interviews, the interviewees were given a chance to change anything 

in the Figure 6 of the corporate rebranding process model in the digital age if they were 

willing to. The only criteria was that the model should suit to the digital age business 

environment. All interviewees agreed that the figure presented well the evolutionary 

corporate rebranding process, but some things were still considered to be changed. 

Interviewee B suggested that there is a need in the figure for also revolutionary 

rebranding, as it can be seen as an important process for some companies. Interviewees 

C and D saw that if the evolutionary rebranding of the company is done properly and 

continuously, there is no need for revolutionary rebranding. Interviewee C suggested 

that the arrows between the different steps of the model should be modified so that it 

can be clearly seen from the model that after the outcomes phase, there is always a 

new trigger from where to start the evolutionary rebranding process. Interviewee D 

suggested that the arrows between the steps should be modified so that it is clear that 

the process does not follow every time the same steps as sometimes some steps can be 

missed. Other minor changes were done to the process figure in order to meet the 

empirical data findings. 

“…In my opinion, the figure is perfect for an evolutionary corporate rebranding 

process, but for example in our company we would not have managed only with 

the evolutionary rebranding process. The revolutionary rebranding campaign we 

did was a huge thing for our brand, and it was necessary to have been done. This 

evolutionary rebranding can be the continuous rebranding what’s happening in 

between the revolutionary rebranding’s, it is kind of the updating of the brand. 

If the figure would also include the revolutionary rebranding addition to the 

evolutionary rebranding, then the figure could be better.” (Interviewee B) 

“…The figure illustrates our rebranding process well, but I think that the 

customer should not be only the co-creative party in the picture. It should have 

a bigger role than the company in the picture, as without the customer you are 

not able to do anything. I also would say that if you do the evolutionary 

rebranding process well and continuously you might not need the revolutionary 

rebranding at all. I would also correct the corporate rebranding process steps so 

that it would be more understandable that the outcomes do not lead to the same 

steps, but to new steps with the same names for the phases. So that it should be 

understood that the process continues, but the steps include different aspects 

every time.” (Interviewee C) 

“…I don´t think that revolutionary rebranding is even needed when you follow 

this evolutionary rebranding figure. I would change the corporate rebranding 

process part so that it could be understood that the different steps can happen in 
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anywhere in the process. They don´t go always the same way like in the picture.” 

(Interviewee D) 

According to the interviewees the continuous evolutionary rebranding process with the 

relevant presented steps seen in Figure 6 is suitable to be used in the digital age. 

However, a loop was seen between the steps of situation analysis – rebranding 

planning, and implementation. The importance of including revolutionary rebranding 

to Figure 6 was highlighted by one interviewee as there are companies which see 

revolutionary rebranding vital for their companies to survive. 

6.4 Summary of empirical results 

This section summarizes the empirical findings collected from the interviews. The 

section is divided into three subsections, which address each theme covered in the 

interviews. The first theme was corporate rebranding and its changes in the digital era, 

second theme was consumer engagement and its implementation in companies, and 

the third theme was corporate rebranding process in the digital age. The last theme of 

the interviews also concentrated on modifying the figure so that it suits to the 

conceptual framework and to the collected empirical data of the research. 

6.4.1 Corporate rebranding in the digital age 

Among the interviewees corporate rebranding was mainly described with 

revolutionary rebranding actions, which gave interesting aspects to this research. All 

interviewees agreed that brands should change continuously, but there was a slight 

difference between the interviewees in what actions in a brand can be called 

rebranding. The company representatives who had gone through a revolutionary 

rebranding process were reluctant to the fact that evolutionary rebranding actions can 

be called also rebranding., which proved that also these brands which have 

implemented revolutionary rebranding have also rebranded their brand in the form of 

evolutionary rebranding.  

Corporate rebranding was seen as major changes in the visual identity and brand 

strategy, where the whole company image has been changed. However, one 
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interviewee described corporate rebranding also as evolutionary changes in the brand 

and gave an interesting example how evolutionary rebranding can succeed also 

without revolutionary rebranding. The well-known soda brand Coca-Cola has only 

made evolutionary rebranding in their history and is still one of the most well-known 

soda brands in the world. The same interviewee also spoke for evolutionary 

rebranding, as the interviewee mentioned that revolutionary rebranding easily drifts 

into a situation where the company loses their existing customers, and thus 

evolutionary rebranding activities in companies are more favourable. 

In this theme, the interviewees also highlighted the importance of continuous brand 

development in order to succeed in the current business environment. It was seen that 

as digitalization has led the world in a situation where there is continuous change, to 

be able to remain current and relevant, it would be preferrable for companies to change 

continuously. According to the interviewees, rebranding should be continuous in order 

to meet the needs and demands of the business environment the company operates in. 

Also, the importance of existing customers was also highlighted, where the customer 

experience in rebranding was seen relevant in the conversation. 

According to the interviewees, digitalization has had a huge impact on corporate 

rebranding. Continuous feedback from consumers have given companies more 

understanding on consumer perceptions and needs, so that they have been able to 

change their own actions more easily to match the feedback of consumers. One 

interviewee saw mainly positive affections digitalization has had on corporate 

rebranding, and he thought that digitalization has enabled more customer experiences, 

as well as there is more data which can be used in branding, and the targeting of 

customers is better and easier. Also, it was seen, that there are more branding tools 

available, which hereby give better understanding in what the company needs to do 

and is currently doing.  

However, the interviewees saw that digitalization has also impacted corporate 

rebranding in a negative manner. The competition between companies has hardened, 

whereas also small brands have been able to enter the competitive field in branding 

activities through different digital channels. Also, the interviewee which had mainly 

positive thoughts about digitalization in rebranding, also commented that all 
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companies are nowadays able to succeed in the same actions because of digitalization, 

and thus standing out of the crowd from all of these companies, is extremely hard. As 

the world changes in a huge speed, it was also said that in order to stay current, the 

branding materials which were relevant still yesterday, can be already old today. This 

leads also to the fact that companies are willing to be continuously aware what happens 

around them which requires the continuous connection in the companies. 

6.4.2 Consumer engagement in the digital age 

As mentioned in the earlier subsection, according to the empirical data the existing 

customers of a brand are more important to the company than new customers. Existing 

customers are seen as loyal to the brand, and their continuous engagement even more 

closely with the brand is seen as the key action in consumer engagement. Only 

secondly comes the new customer acquisition and the engagement of new customers. 

It has been seen that new customer acquisition is more time-consuming, energy 

consuming, and money consuming and still the companies are not sure are the new 

customers going to be loyal for them. The importance of the existing customers is not 

too much highlighted, as still companies take the existence of existing customers as 

granted. In the worst case, as companies concentrate on engaging new customers, they 

forget to satisfy the loyal existing customers, which after all get frustrated and 

disappear. 

The affection digitalization had on consumer engagement had positive and negative 

impacts. According to the empirical data, digital channels made it possible for 

companies to gain huge visibility with their consumer actions in these channels. If the 

talking of the brand happens in the digital channels, the audience can increase 

exponentially, and thus the company is able to reach a huge target audience with only 

one post that the engaged customer makes. It was seen that it is also positive that 

digitalization has brought more tools, more data, and more understanding on consumer 

engagement in the digital age, which makes it easier for companies to practice 

consumer engagement. 

The negative and harsh sides of the affection of digitalization on consumer engagement 

were also listed. Also, the huge visibility can be toxic for companies, as addition to the 
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positive posts also the negative posts gain huge visibility, or they easily gain even more 

visibility than positive ones. Thus, in the digital age it is extremely important to keep 

your customers satisfied and engage your customers to the brand. One interviewee 

even mentioned that the communication with consumers nowadays is harder, as there 

is so much competition in engaging the same consumers. Practically, every company 

has the same acquirements nowadays in engaging the consumers to the brands.  

6.4.3 Corporate rebranding process in the digital age 

The empirical data findings proved that the earlier presented Figure 6 picturing the 

model of corporate rebranding process in the digital age was mainly suitable for all 

companies which the interviewees worked in, but from the evolutionary perspective. 

Among the interviewees there was seen also a need for revolutionary rebranding in the 

model, as it was seen that for some companies revolutionary rebranding can be vital 

for surviving in the business environment. Two interviewees saw that there is no need 

for revolutionary rebranding in the model as if the company implements continuously 

and properly evolutionary rebranding, they are able to succeed. There was a connection 

between this finding and the company´s history as the interviewee who said that 

revolutionary rebranding is needed in the model, works in a company where a huge 

successful rebranding had been implemented a few years ago. The interviewees who 

did not see revolutionary rebranding as important, have succeeded only with 

evolutionary rebranding. Thus, there is a parallel between the interview opinion and 

the experience. 

All steps of the corporate rebranding process in the model were supported, but loops 

between the steps were found. Digitalization has made it possible for companies to 

experiment their ideas easily and often. Thus, it was revealed that based on a situation 

analysis, companies can plan an idea and experiment it and do this all over again 

several times, so long that a successful idea is ready to be executed. Thus, a loop 

between the situation analysis, rebranding planning, and implementation was obvious. 

Also, it was seen that the model should more clearly describe the process steps so that 

it is clear that after the outcomes, the same steps do not start all over again, but they 

are in a continuous loop where after the outcomes a new trigger appears to start the 
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rebranding process. It was seen that the steps of the process do not every time proceed 

in the same order, as some steps can be missing in different rebranding processes. 

Brand co-creation was seen as important among the interviewees where a larger 

proportion of the interviewees saw that brand co-creation should be a continuous act 

which happens in the intermediate space between the consumer and company. 

According to the interviewees it is self-evident that brand co-creation between the 

consumer and the company creates value for both parties of the process. It was defined 

that the value the company receives in brand co-creation is rational value and the value 

the consumer receives is emotional value. In the empirical data it was also described 

that as before the consumers saw themselves as part of a mass of the target audience 

of the company, nowadays consumers see themselves as individuals. The experiences 

of consumers were also highlighted, whereas it was said that they are the most 

important thing in brand co-creation for the customers.  
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7 CONCLUSIONS 

The final chapter of this research consists of the results of the study by answering to 

the main research question and two sub-questions presented in chapter 1. In addition, 

the conceptual and managerial contributions are discussed. In the end of this chapter 

the research reliability, limitations, and suggestions for future research in this research 

field are presented. 

7.1 Answers to research questions 

The aim of this research was to provide an empirically validated framework for 

corporate rebranding process in the digital age. The answers for the research questions 

are combined from the earlier created conceptual framework and the empirical data 

findings which were collected from the arranged interviews. Thus, the main research 

question in this research was “How does the corporate rebranding process progress 

in the digital age?”. The sub-questions were defined as follows: “How has 

digitalization changed corporate rebranding as a phenomenon?” and “What kind of 

role the consumer has in corporate rebranding in the digital age?”. To be able to 

answer to the main research question properly, the help of two sub-questions was 

needed. 

SRQ1: “How has digitalization changed corporate rebranding as a phenomenon?”  

Digitalization requires companies to change continuously in order to meet the needs 

and demands of the dynamic digital age business environment (Tevi & Otubanjo, 

2013). The collected empirical data supported the findings of earlier literature which 

had stated that digitalization has had a significant impact on brands and branding 

(Christodoulides, 2009). Especially the hyperconnectivity, which is caused by the 

constant use of different digital channels and digital technologies among people affects 

the current environment in a way where people are continuously connected to each 

other, and the huge amount of information is always accessible (Swaminathan et al., 

2020). According to the empirical data this hyperconnected world requires continuous 

change from companies and brands. This can be seen for example in branding material 

creation, where nowadays brand materials should practically change every day in order 
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to keep the brand relevant and to be able to respond to the needs and demands of the 

current business environment.  

The empirical data stated that if a company is not willing to continuously develop and 

improve their brand, in some point the brand remains irrelevant and drops out of the 

brand competition. This happens because the company is not able to respond to the 

current dynamic business environment which it works in. The earlier literature 

supported this, as Rowles (2017, p.11) said that companies should not divide their 

corporate marketing communications anymore to “traditional” and “digital” 

communications, as companies are only able to succeed if they use mainly digital 

marketing activities. The hyperconnected world, which is a consequence of 

digitalization has built an atmosphere, where all brands despite of the size of the brand 

are able to succeed with the help of different digital tools. These digital tools should 

be tied to the traditional marketing tools, as an additional toolkit (De Souza Almeida, 

2014). 

Digital channels have removed the geographical boundaries from between countries, 

thus the selection of companies, products, and services is greater than ever before 

(Rasool, Shah & Islam, 2020). The empirical data supported this finding, but also 

added that this leads to a situation where even the smallest companies have the same 

readiness in succeeding as the biggest brands. Digital marketing has thus had a huge 

role in giving companies the opportunity to add their cross-cultural business 

interactions (De Souza Almeida, 2015). The empirical data findings supported earlier 

literature in that nowadays consumers have the ability in selecting the brand they prefer 

from a wide selection of brands, whereas the selection process is not in any way on the 

company´s control or knowledge (Edelman, 2010), unless the company practices 

consumer engagement. Thus, in the current digital world the companies have endless 

competition and customers have endless opportunities and every product, service, 

content, or function is now replaceable for consumers (Rasool, Shah & Islam, 2020). 

Digitalization has also affected corporate rebranding in a way that consumers and other 

stakeholders have a significant impact on current company branding activities. As 

businesses must continuously meet consumer needs and demands in order to survive 

within the current business environment (Tevi & Otubanjo, 2013), companies have 



72 

seen the opportunity of understanding consumer perceptions and needs better by 

engaging consumers to the brands. The results of the empirical data highlighted 

especially the continuous consumer engagement by constantly listening to the 

customers in rebranding activities as the consumers are able to offer for example new 

branding ideas to the company (Gunter, 2015). This topic is discussed in more detail 

in the second sub-question. 

SRQ2: “What kind of role the consumer has in corporate rebranding in the digital 

age?”  

The most common reason for companies to rebrand is based on the expectations of 

external stakeholders (e.g., consumers and customers) (Lomax et al., 2002), and as in 

the current dynamic business environment the expectations of consumers have 

increased towards the companies and brands (Mangold & Faulds, 2009; Killian & 

McManus, 2015), companies should take the needs and perceptions of consumers 

continuously into account in their branding activities. This was supported in the 

empirical data, where the importance of existing customers was added to the 

conversation. It was seen that firstly the existing customers should be engaged properly 

to the brand and after this engagement, the company can start new customer acquisition 

and engagement of new customers. A major number of companies concentrate too 

much on new customer acquisition, whereas they forget totally that the most important 

and valuable customers for companies are the existing customers. The existing 

customers are the loyal customers, whereas companies never know about loyalty of 

the new customers. The engaged customers are the ones, who co-create the brand 

together with the companies.  

Branding should be seen nowadays as an interactive two-way communication 

approach between the consumers and the brand (France et al., 2015). In order to 

succeed in the two-way communication, companies are willing to engage the 

customers to the brand and to take insighths of their ideas in a form of brand co-

creation. The two-way communication approach has led to a situation where the 

consumers are seen as co-creators of the brand and of the brand experiences (Rowles, 

2017, p.3). Brand co-creation creates value for both parties, the company, and the 

consumers. As digital channels have created a situation where the consumers all over 
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the world are able to share their thoughts about the brands to each other, the companies 

must be careful in how they act or speak. For the first time the consumer can be seen 

as a boss in marketing as companies are extremely dependent on consumer actions in 

digital channels. The digital era and its hyperconnectivity has caused a situation, where 

the company´s target audience is not actually an audience anymore. They are active 

participants in the conversation about the corporate brand. (Ryan 2017, p. 121.)  

The ownership has shifted away from single ownership of the brand to shared 

ownership, where the stakeholders are cocreators in the brand experience and the brand 

meanings (Swaminathan et al., 2020). As earlier the consumers had a one-way link to 

the brand, now the consumers are able to undertake interactive two-way 

communication from and to the companies. According to the empirical data, in earlier 

marketing activities, the target audience of companies were treated as a mass, where 

the marketing activities were communicated as a one-way approach to the target 

audience mass. In the digital age consumers do not see themselves anymore as part of 

a mass as they see themselves as independent individuals, with their own perceptions 

and needs. Thus, all individuals should be treated differently as the perceptions and 

needs differ between everyone. 

 

Figure 9. Brand communication before and now 
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RQ: “How does the corporate rebranding process progress in the digital age?”  

The main research question of this research about the corporate rebranding process in 

the digital age combines the answers of the two earlier presented sub-questions, the 

integrative conceptual framework, and the collected empirical data.  

The empirically validated framework for corporate rebranding process in the digital 

age was combined from the integrative conceptual framework and from empirical data. 

A model has created with an evolutionary rebranding process, which had been 

supported by the conceptual framework and the empirical data of this research. 

Addition to this, the revolutionary rebranding process had been added to the model 

later on, because in the empirical data findings it was found out that some companies 

may have vital needs for using revolutionary rebranding. As this research concentrates 

in companies in general and no specific company or industry is chosen, the model has 

been created to suit the needs of as many companies as possible. 

According to the integrated framework and the empirical data, the corporate 

rebranding process should be a continuous process in the digital age, where it 

constantly answers to the needs of the current dynamic business environment (Tevi & 

Otubanjo, 2013) as defined in sub-question 1. In the integrated framework which was 

mainly supported by the findings of the empirical data, the process of rebranding was 

only pictured as a continuous evolutionary rebranding process, with minor changes in 

the brand (see Figure 6). In the empirical data findings, the need for revolutionary 

rebranding in the picture was accurate, thus this perspective was added to the model. 

The earlier literature also supported this view, where Stuart and Muzellec (2004) have 

stated that often there is a continuum between the evolutionary change and the 

revolutionary change in the company. As it was found out from the empirical data and 

from the conceptual framework (see section 4.1 and section 6.3) that companies can 

also survive only with evolutionary rebranding, the arrows from the evolutionary 

rebranding process to the revolutionary rebranding process in the model were drawn 

with dashed lines, which portrayed that the revolutionary rebranding process is not 

mandatory for companies to be used. Good examples of successful companies, which 

have succeeded only with evolutionary rebranding were found from the earlier 

literature and from the empirical data (e.g., Coca-Cola and Pepsi). Unlike 
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revolutionary rebranding, all companies go through evolutionary rebranding processes 

with their own cumulative adjustments and new innovations (Muzellec & Lambkin, 

2006). 

The below rebranding process in the model (see Figure 10) of continuous evolutionary 

rebranding included five steps which were combined from earlier theory. The different 

steps are described in more detail in chapter 4.2, but they consisted of the 

trigger/driver, situation analysis, rebranding planning, implementation, and the 

outcomes. As the companies must continuously change in order to stay relevant in the 

continuously changing business environment (Dixon & Perry, 2017), the different 

steps should follow each other. In the model the steps are not always the same steps 

with same activities, as after the last step which includes the outcomes of the process, 

there will come a new trigger/driver which leads the company again to new steps with 

similar idea of minor rebranding activities. From the empirical data findings, it was 

also noticed that the steps might not be similar in all rebranding processes, thus the 

arrows between the steps are drawn with dashed lines, so it should be understandable 

that in some processes some steps might be missing. The empirical data findings 

proved that there is a loop in the continuous evolutionary rebranding process. The loop 

was found between the situation analysis – the rebranding planning – the 

implementation. This was justified with the fact that digitalization has made it easier 

and faster for companies to experiment their ideas again and again. Thus, with digital 

channels companies are able to plan their ideas according to the results of the situation 

analysis and implement them and go over this process all over again, so long until the 

experimental idea succeeds. 

In the upper process of revolutionary rebranding in the model, the steps were defined 

as trigger/driver, situation analysis, rebranding planning, launch, and outcomes. From 

earlier research where Juntunen (2015) researched the revolutionary rebranding 

process, a loop between the rebranding planning – situation analysis – and launch was 

found. Miller et al. (2014) saw that in revolutionary rebranding process, stakeholder 

coordination or co-operation was implemented in the phases of rebranding planning 

and launch. The evaluation of the process was arranged continuosly in every step of 

the process.  
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As the continuous corporate rebranding process framework of evolutionary rebranding 

includes in this research two different parties, the company and the consumers, the 

corporate rebranding process could have been seen to happen in their intermediate 

space as a continuous co-creative process (Ind et al., 2017). Thus, in the current 

business environment it is important to involve the consumers continuously to the 

corporate rebranding process by co-creating the brand in a two-way communication 

approach between the company and the consumers. The brand co-creation between the 

company and consumers is a behavioural outcome of successful consumer engagement 

(France et al., 2015), whereas the empirical data findings proved that firstly the 

existing customers should be engaged to the brand and only after this the company can 

start thinking about new customers and their engagement. Thus, the model defines to 

customer types in the model, the existing engaged consumers in the brand co-creation 

process and outside the process the new customers who are willing to attend the brand 

co-creation of the company and perhaps become loyal engaged consumers for the 

company. These two types of customers were differed in the model, as in empirical 

data findings it was highlighted several times that the existing customers of a company 

are the most important and valuable customers for the company. 

The brand co-creation can happen in different digital channels, for example in social 

media channels, through influencers, in brand building platforms or in online brand 

communities. This has been pictured in the continuous arrow which surrounds the 

brand co-creation process between the company and brands. The digital environment 

with its different platforms is a powerful tool in building brands and strengthening 

relationships. These platforms can engage people and communities to the brand in an 

easy efficient way and in addition to this they are able to help companies in targeting 

their target audience more efficiently. Digital channels can also strengthen the other 

brand-building platforms by providing deeper and broader information. These 

channels can create value to customers by providing interactive experiences, where the 

customers can use different websites, apps, and social media channels which each 

support one another. (Aaker, 2015.) This brand co-creation between the two parties of 

the process creates value for both, as the experiences and ideas of both parties are taken 

into account in the process. The companies and consumers can be seen as brand co-

creators but also as value co-creators in the corporate rebranding process (Ryan, 2017, 

p. 121), whereas according to empirical data brand co-creation conveys different types 
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of value for the two parties of the co-creative process, rational value for companies 

and emotional value for consumers. The empirical data findings are highlighted with 

grey colour in order to get clarity from the picture which features of the model have 

been combined from the empirical data and which features from earlier literature. 

To conclude, the corporate rebranding process in the digital age should be seen mainly 

as a continuous evolutionary rebranding process with five continuously operating steps 

in the process: trigger/driver, situation analysis, rebranding planning, implementation, 

and the outcomes. This process should be co-created with the consumers in the 

immediate space in the active relationship between the two parties of the co-creative 

process, the companies and the consumers. This brand co-creation creates value for 

both parties, rational value for companies and emotional value for consumers. As the 

brand co-creation is a continuous process it can happen in many different platforms 

(e.g., social media channels, through influencers, in online brand communities, and in 

brand building programmes). This continuous process should be also continuously 

evaluated in order to develop the process steps and to receive insights of the process. 

If companies have seen a need, also revolutionary rebranding can be used as a single-

ending process, which follows the rebranding steps of trigger/driver, situation analysis, 

rebranding planning, launch and outcomes. The evaluation should be done also 

continuously in this process. As revolutionary rebranding is not mandatory for 

companies, it is implemented only if needed in between continuous evolutionary 

rebranding processes. 
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Figure 10. Empirically validated framework for corporate rebranding process in 

the digital age 
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7.2 Conceptual contribution 

The conceptual contribution of this research compares the findings of this research to 

prior literature, whereas several new findings have been identified. Addition to this, 

this chapter fulfils research gaps presented in chapter 1. 

Firstly, in chapter 1 a research gap was defined, where it was said that no earlier 

literature provides a corporate rebranding process model which is suitable to be used 

in the digital age. The process perspective of corporate rebranding has been studied 

among several researchers (e.g., Juntunen, 2011; Dev & Keller, 2014; Kaikati, 2003; 

Miller et al., 2014; Miller & Merrilees, 2011) with different corporate rebranding 

process models. However, no attention in these studies have been given to the affection 

digitalization has had on the business environment or branding. This research supports 

the earlier literature, where it was stated that digitalization has transformed the whole 

branding environment (Christodoulides, 2009) and the branding processes 

(Parviainen, et al., 2017). Because of this change in the business environment an 

entirely new corporate rebranding process model should be created to suit to the digital 

age business environment. This research fulfils the research gap by presenting an 

empirically validated corporate rebranding process model (see Figure 10) with well-

chosen justifications in section 7.1. This model has been created by combining suitable 

prior literature findings to the findings of empirical data to create a whole new 

corporate rebranding process model. 

Secondly, in chapter 1 another research gap was addressed, where it was said that 

minor attention in earlier literature of the corporate rebranding process model was 

given to the consumer. The earlier literature involved the stakeholders to the 

rebranding process model e.g., in Miller et al. (2014) rebranding process, where it was 

described that stakeholder coordination or co-operation in planning and implementing 

a new brand strategy is able to result in the most successful rebranding cases. 

Otherwise, minor attention for stakeholders were given in the actual models of 

corporate rebranding process. Especially in the digital era brand strength has been 

measured with consumer engagement (Barreto & Ramalho, 2019). It has a significant 

role in reflecting consumers´ investment in brand-related actions and therefore it is 

highly important for companies to use consumer engagement in their branding 
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activities (Rasool et al., 2020). As consumers are in an important role in current 

branding literature, their existence has been highlighted in the empirically validated 

corporate rebranding process model (see Figure 10) in this research, whereas they can 

be seen as active brand co-creators and value co-creators.  

Thirdly, smaller additions to previous corporate rebranding process literature could be 

presented. Prior literature has studied the corporate rebranding process models mainly 

from revolutionary rebranding process perspective, where only major changes in the 

brand were considered as rebranding. Whereas, the other type of rebranding, 

evolutionary rebranding with minor changes in the brand has been mainly ignored. As 

evolutionary changes in a brand are minor, and they can be even hardly perceptible for 

outside observers (Muzellec & Lambkin, 2006), they suit to the digital age perfectly 

as they can be implemented continuously to the brand without major operations. 

Revolutionary changes in a brand are so major, that they can even damage the 

consumers connection to the brand (Ettenson, 2006), and thus are not recommended 

to be used in branding. Also, as this research concentrated in companies in general and 

not in any specific industry or company, evolutionary rebranding type is the type of 

rebranding which is used in all companies with their own arrangements and 

modernizations (Muzellec & Lambkin, 2006), unlike revolutionary rebranding. Thus, 

according to this research, the more suitable rebranding process perspective for the 

digital age is evolutionary rebranding, which brands can use in changing continuously 

by meeting the needs and perceptions of the current business environment.  

Fourthly, only a few earlier corporate rebranding process models in prior literature 

described corporate rebranding as a continuous process. Juntunen (2015) added the 

life cycle view of a corporate rebranding process to the rebranding conversation but 

concentrated in the research on a revolutionary rebranding process. Dixon & Perry 

(2017) introduced the idea of corporate rebranding process model as a continuous 

process, not a single project, but did not present any model to the literature. Tevi & 

Otubanjo (2013) also slightly researched the continuously operating corporate 

rebranding in their study, but not this research either presented any model of 

continuous corporate rebranding. Thus, this research adds to earlier literature a well-

justified perspective, where the corporate rebranding process in the digital age cannot 

be anymore a linear single-ending process, with a clear beginning and an end. Rather, 
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the corporate rebranding process in the digital age should be seen as an ongoing life 

cycle process which continuously responds to the needs of the current dynamic 

business environment. (Tevi & Otubanjo, 2013).  

7.3 Managerial contribution 

This research offers managers new insights about the corporate rebranding process and 

its side effects which should be considered in the digital age. These results may be 

helpful for managers in conducting corporate rebranding processes in the current 

dynamic environment. 

The results of this research indicate that the corporate rebranding process should be 

implemented in companies as an ongoing life cycle process, where the changes of the 

brand respond to the changes in the current business environment and to the 

perceptions and needs of consumers. (Dixon & Perry, 2017; Tevi & Otubanjo, 2013.) 

As rebranding is suggested to be implemented in the companies continuously, the 

changes in the brand can be minor, evolutionary changes which can be hardly 

perceptible for outside observers (Muzellec & Lambkin, 2006). Addition to these 

evolutionary changes, companies which seem to need also revolutionary changes in 

the brand, can implement a revolutionary rebranding process in between the 

continuous evolutionary rebranding processes. According to the research results, 

companies are able to succeed also with only evolutionary rebranding process (see 

section 4.1 and section 6.3) if the process is carried out properly, whereas no 

compelling need is seen for revolutionary rebranding to be used in the digital age. 

The research findings also highlight the importance of consumers in the corporate 

rebranding process, and thus managers should consider their involvement to the 

corporate rebranding process carefully. Consumers are able to help companies in brand 

co-creation, by sharing their needs and perceptions. It has been even said that brands 

have been seen nowadays more as the key-element in the relationship between the 

company and the consumers (De Souza Almeida, 2014), whereas companies are able 

to engage their customers with co-creative branding activities to the brand. Companies 

should invest in consumer engagement, since in this two-way communication 

approach they receive information which is otherwise hard to reach. According to the 
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research results, especially the existing customers are the main target which should be 

engaged to the brand even more deeply. After the existing consumer engagement, new 

customer acquisition and new customer engagement can be executed. This two-way 

communication approach between the company and consumers creates value for both 

parties. 

It is also recommended for managers to understand that to be able to survive and 

succeed in the current business environment, companies need to use and understand 

different digital tools for example social media, search engines and mobile operations 

in addition to the traditional marketing tools (Rowles 2017, p. 4). Companies which 

are not willing to use digital marketing, are losing their relevance in the current 

dynamic business environment.  

7.4 Research reliability  

In Juntunen (2011, pp. 235-239) the different evaluation criteria of evaluating the 

trustworthiness of a research is introduced based on the research of Lincoln and Guba 

(1985). Trustworthiness of the research include evaluating credibility, transferability, 

dependability, and conformability of the research (Lincoln & Cuba, 1985 via Juntunen, 

2011, p.235), which are evaluated next. 

Dependability in research is related to the fact that the research process has been 

logical, traceable, and documented (Lincoln & Cuba, 1985 via Juntunen, 2011, p.235). 

This research process has been logical as the steps in conducting this research have 

proceeded in a logical order. Firstly, the research questions for the research were 

defined. The conceptual framework of this thesis was created upon the key concepts 

in the research questions, corporate rebranding, digitalization, and consumer 

engagement. After this the integrative conceptual framework was created by 

combining the earlier literature from both conceptual chapters (chapters 2 and 3). 

Then, the empirical data was collected from interviews. After this, the conceptual 

framework was combined with the empirical data in order to create an empirically 

validated corporate rebranding process, which was the aim of this research. Lastly, the 

results of this research were combined and reported to this paper. The traceability in 

this research has been well organized, as all information gathered from earlier 
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literature has been referred in this research according to the given instructions. The 

documentation of the empirical data was arranged so that the data was firstly audio-

recorded and then transcribed to textual form. Addition to this, a lot of small notes 

were written to a piece of paper throughout the interviews, but these notes are not 

attached to this paper. There were minor problems in the documentation of the data as 

by a humanly error, the audio-recording of the firstly arranged interview was started 

about twenty minutes late, and thus the background questions and the early 

conversation in the interview were not audio-recorded in that interview. However, the 

audio-recording was started nearly immediately when the actual accurate interview 

questions in the first theme were started.  

 Transferability means that the researcher is responsible on showing the similarity 

between this research and earlier research to be able to confirm the connection to the 

previous results (Lincoln & Cuba, 1985 via Juntunen, 2011, p.236). Throughout the 

whole research process and throughout this whole research paper the connections to 

prior literature were recognized and discussed. The connection between the conceptual 

framework and the empirical data was already supported throughout the interviews 

where the interview questions were based on the integrative conceptual framework of 

the research. Thus, in the interviews the themes and interview questions were 

explained and led to a direction where the answers responded to the proper meaning 

of the interview questions. Especially the connections with similarities and differences 

between this research and earlier research can be found from sections 7.1 and 7.2.  

According to Lincoln & Guba (1985) via Juntunen (2011, p. 236-237) credibility in 

research is about “whether the researcher is familiar with the topic, whether the data is 

sufficient to merit the researcher’s claims, whether the links between observations and 

categories are logical, and whether other researchers could come relatively close to 

researcher’s interpretations on the basis of the material.” The topic in this research was 

familiar to the researcher already before as the researcher had conducted a bachelor´s 

thesis of the topic of corporate rebranding. Addition to this, the researcher had read 

hundreds of studies related to this topic, and thus had gained familiarity to this specific 

topic. The data in this research were combined from earlier literature and from 

interviews of branding professionals. As the data was combined from verified 

literature and the interviewees of the interviews were chosen from real-life branding 
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professionals, the data collected to this research should merit the researcher´s claims 

reliably. The observations in this research were logically organized in each chapter 

under same order, where the themes of the interviews and research questions defined 

the order of the categories. Also, within the empirical data analysis this order was kept. 

The research has been reported to this paper so that the material of this research is easy 

to understand and the observations in this research based on the earlier literature and 

the empirical data may be relatable for the consumer from the consumer perspective 

and for the company from the company perspective. 

The credibility of the researcher/interviewer was also proved in the interviews. During 

the interviews it was noticed that the concept of evolutionary rebranding as a form of 

rebranding became clear to the interviewees only toward the end of the interview. It is 

clear why these interviewees at first did not see evolutionary rebranding as rebranding 

as according to Muzellec & Lambkin (2006) evolutionary rebranding involves only 

minor changes in the brand, which can be hardly perceptible for outside observers and 

thus it is easily understood that rebranding includes major visible changes in the brand. 

In the first theme of the interview a higher proportion thought that only revolutionary 

rebranding actions can be called rebranding as in these rebranding processes the visual 

identity should be changed. Later, while talking about the rebranding activities their 

company has implemented, they started to describe also evolutionary rebranding 

actions without yet calling them evolutionary rebranding. In the last theme, as the 

model of the corporate rebranding process in the digital age as an evolutionary 

rebranding framework was introduced and explained precisely, the interviewees told 

that the figure of the evolutionary rebranding reminds them of their own evolutionary 

rebranding processes. The researcher/interviewer was able to provide deeper insight 

to evolutionary rebranding, and thus gain credibility from the interviewees by guiding 

them to understand that there are two types of rebranding processes. It was important 

to highlight that a rebranding process can be called a rebranding process even with 

minor, hardly perceptible changes in the brand. 

In conformability the idea is in ensuring that the data and the interpretations of the 

research are not imaginations. Thus, the findings and interpretations should be linked 

to the data, so that they are understandable for other observers. Lincoln & Guba (1985) 

via Juntunen (2011, p. 238.) In this research both, the data from the conceptual 
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framework and the data from the empirical findings were analysed continuously, firstly 

alone as then in a combination with the other type of data in order to find similarities 

and differences in the data types. The linkage between the conceptual framework and 

the empirical data has been obvious, which proves that the data and interpretations are 

not just imaginations of the researcher, but true to fact.  

7.5 Research limitations and future research suggestions 

To be able to conduct an understandable and compact research, some topics and views 

were ignored of this research on purpose. As further research suggestions of this 

research are based mainly on the limitations of this research, the two different sections 

are combined in order to create a comprehensive whole, where the limitations of this 

study are suggested to be seen in the future research. 

First, the conceptual framework of this research focused mainly on researching the 

evolutionary corporate rebranding process. This research has deepened the 

understanding of the evolutionary rebranding process perspective in the digital age but 

ignored the revolutionary rebranding process perspective. Thus, the research limited 

the conceptual framework only on the other type of rebranding as the findings of the 

conceptual framework and empirical data proved that it is possible to succeed only 

with evolutionary rebranding in a company (see section 4.1 and section 6.3). However, 

the empirical data proved also that there might be a need in some companies in the 

current business environment also for revolutionary rebranding. Thus, future research 

could take a focus on the revolutionary rebranding perspective and research the 

revolutionary rebranding process addition to the evolutionary rebranding process in 

the digital age from theoretical or conceptual perspective. 

Second, as revolutionary rebranding has been studied a lot more in earlier literature 

than evolutionary rebranding, the research had to add revolutionary rebranding 

features to the conceptual framework of evolutionary rebranding (e.g., the steps in the 

evolutionary corporate rebranding process). The suitability of all revolutionary 

rebranding features used in the conceptual framework were firstly evaluated and after 

that their suitability to be used in the process model was proved by the empirical data. 

This limitation proves that the topic of evolutionary rebranding has not been 
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researched enough. Thus, any topic including evolutionary rebranding is suggested to 

be researched in future literature. 

Third, the concentration in this research was limited on company-consumer interaction 

in brand co-creation, whereas other stakeholders (internal and external) were left out 

from this research. As other stakeholders (internal and external stakeholders) have also 

an important role in rebranding coordination and co-operation (Miller et al., 2014), the 

future research could study how the company interacts with other stakeholders in the 

corporate rebranding process in the digital age.  

Fourth, the described rebranding in this research concentrated mainly on visual and 

experiential aspects and their co-creation in a brand, but did not take into account other 

aspects e.g., cultural aspects. Thus, the future research could take other brand aspects 

into consideration and research how these aspects can be co-created and rebranded in 

the digital age. 

Fifth, the concentration in this research was on companies in general. No specific 

industry or company was chosen to be used in this research. Thus, it should be 

considered that each company has their own business environment, which includes 

e.g., the industry the company works in, the marketplace, and the demand. These 

features affect also to the corporate rebranding process and consumer engagement, and 

thus the affection on these can vary between different companies. As this research 

concentrated in companies from the general perspective, in future research a specific 

industry or company could be chosen to the studies in order to get a more accurate 

view of the digital age corporate rebranding process in a specific industry or company. 

Sixth, this research concentrated on the company side of the corporate rebranding 

process in the digital age because the interest was in understanding how companies 

see the affection digitalization has made to the corporate rebranding processes. Thus, 

an interesting perspective to the same topic could be the consumer or stakeholder 

perspective, in order to understand both parties in the brand co-creation process.  

In overall, the corporate rebranding environment in the near future has been researched 

too little, which leads to the fact that there is a need for more research about corporate 



87 

rebranding in the digital age. As digitalization is an ever-changing process with its 

different continuously changing factors and actors, it is important to understand that 

also the theory which studies the rebranding field in digital age is in a continuous 

change and thus the theory should be continuously updated. Different variations and 

perspectives of corporate rebranding should be studied in the future for the literature 

to remain relevant.  
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APPENDIX  

INTERVIEW QUESTIONS 

BACKGROUND INFORMATION: 

1. What is your title in the company? 

2. What your career path has been like? 

3. How have you worked on rebranding or branding? 

THEME 1: CORPORATE REBRANDING 

4. What do you think corporate rebranding is? 

5. What is the purpose of a company´s rebranding and what are the goals in it? 

6. According to research, only small evolutionary changes in a brand can now be 

counted as rebranding. Do you agree? Why or why not? 

7. How do you think digitalization has affected the rebranding of the companies? 

THEME 2: CONSUMER ENGAGEMENT 

8. Do you feel that consumers are committed to your brand? And in what way? 

9. What are your goals in consumer engagement? 

10. Do you feel that you will benefit more from committed consumers? Why or 

why not? 

11. How do you develop the brand together with the consumers? Have they been 

helpful? 

12. How do you think digitalization has affected consumer engagement? 

13. What are the benefits or advantages of engaging customers in rebranding? 

14. What are the problems or challenges of engaging customers in rebranding? 

15. Can you describe situations where consumers have been or may be particularly 

helpful in branding? 
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THEME 3: CORPORATE REBRANDING PROCESS 

16. Digitalization has contributed to the fact that rebranding should be continuous, 

with companies evolutionarily changing small things in the brand. Do you 

agree and can your company strategy be seen as evolutionary ongoing 

rebranding? 

17. Which are the triggers that cause your business the need to change 

things/rebrand? 

18. What are the aspects of your situation analysis? 

19. What things to consider when planning rebranding activities? 

20. What things to consider in the launch phase of the corporate rebranding 

process? 

21. Do you feel that the evaluation needs to be carried out throughout the corporate 

rebranding process? 

22. The theory says that it is important to engage the consumers throughout the 

process. Do you agree or disagree? And why? 

23. How do you engage the consumers to the corporate rebranding process? 

24. It is said that the corporate rebranding process is a lot about the experiences 

the company and the consumers create together. Do you agree? 

25. Do you believe that engaging consumers in rebranding leads to value creation 

for both the company and the consumers? 

26. What kinds of things do you see to be included in successful value co-creation? 

27. What kinds of things do you see to be included in failed value co-creation? 

OTHER QUESTIONS: 

28. How would you correct the previously presented corporate rebranding process 

figure? Any steps to add or to remove? 

29. Do you think this theory-based model well describes the company´s rebranding 

process during digitalization? 

30. Anything else to add? 

 


