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 In the recent years, more and more publications on rebranding have appeared, 

including brand name changes. Rebranding is an important phenomenon because it concerns a 

brand that plays an increasingly important strategic role and is a crucial intangible asset of the 

enterprise, and the choice of its name is one of the key tasks and challenges in marketing 

management. In addition, rebranding is an increasingly common phenomenon due to the 

increased frequency of its various motives in the micro and macro environment of enterprises. 

The literature on the subject emphasizes that rebranding is a capital-intensive, risky 

undertaking, sometimes leading to a decrease in employee morale, a decrease in customer 

loyalty and market share, and even a loss of reputation. It is therefore reserved for exceptional 

or critical situations. On the other hand, rebranding is an investment and enables a change in 

the perception of the brand by stakeholders, provides an opportunity for complete 

transformation of the brand, and can lead to increased satisfaction, motivation and commitment 

of employees and increase in the value of the company. 

 There is also a growing number of publications on the corporate brand, in particular 

on the relationship between changes in the visual identity system and the company's results. 

Despite so many studies, the term rebranding and the corporate brand have not been 

standardized in the literature on the subject. 

 The topic of the relationship between motives and rebranding strategies is also an area 

of growing interest of researchers, although the Polish literature lacks studies on this subject - 

both regarding the identification and typology of motives and their relationship with the 

strategies used. Most researchers refer to one typology of motives and one classification of 

rebranding strategies. 

 In turn, the relationship between different types of rebranding strategies and the 

financial and non-financial results of an enterprise is also increasingly described in the 

literature. However, although there are relatively many studies on this subject, their results are 

not clear. 

 Therefore, despite the growing interest of researchers, the topic of rebranding, 

including changing the name of the corporate brand, its motives and rebranding strategies used 

by enterprises, as well as its impact on the results of entities remains inscrutable, especially in 

relation to enterprises from Central and Eastern Europe, including those operating in Poland, at 

the same time constituting a research gap - an inexhaustible area of analysis on many levels: 

cognitive, methodological, empirical and practical. 

 

 



 With reference to the research gap identified as a result of the literature review, the 

subject of the empirical study is the relationship between: 1) the motives of corporate brand 

name change and the strategy for corporate brand name change, and between 2) the strategy for 

corporate brand name change and the enterprises’ performance, taking into account the size of 

the company, the industry and capital structure of the enterprise due to its origin. 

 The purpose of the doctoral dissertation is in particular: 

1) the review, critical analysis and synthesis of research on rebranding, including changing the 

name of the corporate brand, in order to characterize this phenomenon taking into account its 

complexity (cognitive purpose). 

2) development of a corporate name change strategy model based on the literature review taking 

into account motives, structure and results (methodological goal). 

3) investigating the relationship between motives and strategies for corporate brand name 

change of an enterprise and between strategies for corporate brand name change name and the 

results of an enterprise, including the answer to the following research questions (empirical 

goal): 

(1) Does and how the motive for corporate brand name change differentiate the corporate brand 

name change strategy used by the company? 

(2) Is the change of the corporate brand name positively related to the company's results? 

(3) Is the strength of the relationship between the change of a corporate brand name and 

financial results moderated by: the size of the enterprise, industry and capital structure due to 

its origin? 

(4) Presentation of recommendations for business practice (practical purpose). 

  

Taking into account the conclusions from the literature, the following main and auxiliary 

hypotheses were formulated: 

Main hypothesis H1: The type of corporate brand name change motive differentiates the 

strategy of changing the corporate brand name of these companies. 

Main hypothesis H2 .: The change of the corporate brand name of enterprises is positively 

related to the results of these enterprises. 

Main hypothesis H3 .: The strength of the relationship between changing the name of a 

corporate brand and the financial results of enterprises is moderated by: the size of the 

enterprise, industry and capital structure due to its origin. 

H.3.1. The strength of the relationship between changing the corporate brand name change and 

the financial results of enterprises is moderated by the size of the enterprise. 



H.3.2. The strength of the relationship between the corporate brand name change and the 

financial results of enterprises is moderated by the enterprise’s industry. 

H.3.3. The strength of the relationship between the corporate brand name change and the 

financial results of enterprises is moderated by the structure of capital due to its origin. 

 

 To answer the research questions and verify the research hypotheses, two research 

methods were used: (1) first, a quantitative study was carried out using an analysis form based 

on secondary sources, and then (2) the study was conducted using the multiple case study 

method to deepen conclusions from the quantitative research 

 The quantitative research was carried out on a group of 121 joint-stock companies 

listed on the main market of the Warsaw Stock Exchange in the years 2000-2015 and companies 

listed on New Connect in the years 2007-2015, for which corporate brand name change was 

identified in this time interval. Among 121 joint-stock companies, 138 cases of corporate brand 

name change strategies were identified 

 Data triangulation was used, which was obtained from both secondary and primary 

sources, as well as triangulation of research methods as both telephone interviews and analysis 

of secondary sources were used. 

 Financial ratios of enterprises were obtained on the basis of information included in 

the annual financial statements of companies collected in the Notoria Serwis S.A. enterprise 

database in the period July 2017-April 2018. In order to identify the motives and strategies for 

changing the name of the corporate brand, as well as the results, the analysis of document 

content was used. The empirical study analyzed the dynamics of changes in indicators and 

financial data in five-year time series. 

 In order to verify research hypotheses, the following methods of statistical analysis 

were used in the quantitative research using IBM SPPS statistical software: 

1) The H1 hypothesis was verified using cross-analysis (cross table) including the chi-square 

test and Cramer’s V coefficient, 

2) The H2 hypothesis was verified using multiple regression analysis for one dependent 

variable, 

3) The H3 hypothesis and auxiliary hypotheses were verified using multiple regression analysis, 

taking into account the effects of interactions between the variables studied (independent, 

dependent and moderating variables). 

 A qualitative study was conducted to deepen the conclusions of the empirical study. 

A multiple case study was carried out on the basis of the following enterprises: mBank S.A., 



BGŻ BNP Paribas S.A., Orange Polska S.A., and Grupa Azoty S.A, which represent the 

following industries: financial and insurance, ICT and industrial processing. Each case analysis 

consists of a part devoted to: 1) the general characteristics of the enterprise being surveyed, 2) 

the conditions and motives for changing the name of a corporate brand, 3) the process and 

strategy of changing the name of a corporate brand, and 4) analyzing financial results in the 

context of changing the name of a corporate brand. The history of the enterprise, the number of 

clients and employees, entities included in the capital group (if the described enterprise is part 

of it), industry and market segment in which the enterprise operates, product offer and a list of 

the most important achievements of the enterprise are presented. Then, the macroeconomic and 

microenvironment of the enterprise was analyzed for five years also included in the quantitative 

study (two years before the change of the corporate brand name, year of changing the corporate 

brand name and two years after the change of the corporate brand name) and discussed the 

identified motives for changing the corporate brand name. In addition, the process of changing 

the name of the corporate brand was described - its duration and elements affected by the 

change, as well as the characteristics of the selected strategy. The data on the company's 

financial results for the examined five-year period were also compiled: ROA, ROE, ROI and 

ROS profitability ratios, sales revenues, turnover, operating profit, NOPAT, net profit and 

Tobin's Q. 

 The doctoral dissertation consists of an introduction, five chapters, an ending and an 

attachment. The first chapter of the doctoral dissertation is devoted to a review of the literature 

on the subject of rebranding motives and strategies. 

 The second chapter presents a review of the literature on the subject of relationships 

between rebranding, including the change of the corporate brand name, and non-financial and 

financial results of enterprises. 

 The third chapter is a description of the research concept and methods used - 

quantitative and qualitative. 

 The fourth chapter discusses in detail the results of statistical analysis verifying the 

research hypotheses. 

 The fifth chapter concerns the multiple case analysis of four enterprises selected from 

the group of surveyed companies - mBank S.A., BGŻ BNP Paribas S.A., Orange Polska S.A. 

and Grupa Azoty S.A. 

 The empirical study confirmed the H1 hypothesis, as there were statistically 

significant differences between the dominant rebranding motives and the types of strategies 

used for pairs: "shortening of the corporate brand name" and "factors in the environment", pairs 



"complete change of the corporate brand name" and "acquisition" , "co-branding" and "merger" 

pairs, "corporate brand name shortening" and "acquisition" pairs, "co-branding" and "strategic 

factors" pairs, and "corporate brand name shortening strategy" pairs and "strategic factors" .  

 The strongest effect was observed for the pair "shortening of the corporate brand 

name" and "factors in the environment", while the weakest - for the pair "shortening of the 

corporate brand name" and "strategic factors". 

 The analyzes performed positively verified the main H.2 hypothesis. Statistical 

significance was identified for the relationships between: 1) the "co-branding" strategy and the 

increase in sales revenues 2, 2) the "co-branding" strategy and the increase in sales revenues 3, 

3) the "co-branding" strategy and the increase in ROI, 4) "extension of the corporate brand 

name" and the increase in ROA 2, 5) "extension of the corporate brand name" and the increase 

in ROI, 6) "extension of the corporate brand name" and increase in profit 3, 7) "extension of 

the corporate brand name" and increase in ROE, 8) "complete change of corporate brand name" 

and profit increase 4, 9) "complete corporate brand name change" and ROI increase. 

analyzes also showed that those enterprises that decided to change the name of the corporate 

brand due to mergers or strategic factors achieved better financial results for the indicators: 

profit increase 1 and 2 (both motives), increase in sales revenues 1, 2, 3 , 4, profit 4 and ROI 

(only merger), increase in ROA 1 and 2, profit 3 and ROE (only strategic factors). 

Main hypothesis H.3. has been verified positively. Auxiliary hypothesis H.3.1. has been 

verified negatively for the relationship between: 1) "extension of the corporate brand name" 

and "number of employees" for profit increase 3 and 2) "extension of the corporate brand name" 

and "number of employees" for the increase ROA 2. 

 Auxiliary hypothesis H.3.2. has been positively verified for the relationships between: 

1) "extension of the corporate brand name" and industries: "wholesale and retail trade", 

"industrial processing" and "information and communication" for profit increase 1, 2) "co-

branding" and industries with category "other" for the increase in sales revenues, 3) "extension 

of the corporate brand name" and industries: "information and communication" and classified 

in the category "other" for the growth of ROA 2, 4) "extension of the corporate brand name" 

and industries "information and communication "and" industrial processing "for profit growth 

4, 5)" shortening the name of the corporate brand "and the" industrial processing "industry for 

profit growth 3. The auxiliary hypothesis H.3.2 has been verified negatively for the relationship 

between: 1) the strategy" branding "and" manufacturing "," information and communication 

"for the increase in sales revenues 3 , 2) "extension of the corporate brand name" and the sectors: 

"industrial processing" and "wholesale and retail trade" for the growth of ROA 2. 



 Auxiliary hypothesis H.3.3. has been positively verified for the relationship between 

the "co-branding" strategy and "foreign capital share" for the increase in sales revenues 3.  

 Auxiliary hypothesis H.3.3. has been verified negatively for the relationship between 

the "abbreviation of the corporate brand name" and "foreign capital share" for profit increase 

4. 

In addition, the analysis shows that the change of the corporate brand name is positively related 

to the financial results achieved by the audited joint stock companies. However, this 

relationship is moderated by several factors. And so, the greater the number of employees in an 

enterprise, the greater the likelihood of changing the direction of this relationship from positive 

to negative when using two types of corporate brand name change strategies - shortening and 

extending (for ROI, profit increase 3 and ROA 2 respectively). In turn, a larger share of foreign 

capital in the capital structure of the company strengthens the positive relationship between the 

change of the corporate brand name and financial results - in the situation of using the "co-

branding" strategy (for profit growth 3). A larger share of foreign capital in the structure of 

companies' liabilities results in a change in the direction of the relationship between the change 

of the corporate brand name and the results from positive to negative - if the strategy for 

shortening the corporate brand name is used (for profit increase 4). 

 It was also found that the industry in which the enterprise operates is important in the 

context of marking the direction and strength of the relationship between the strategy and results 

of joint-stock companies. Despite the fact that after adjusting for the interaction effect, the 

strength of the impact of the strategy of extending the corporate brand name and co-branding 

on the indicators: profit increase 1, increase ROA 2, increase profit 4 and increase sales 

revenues 3 remained positive, however, the functioning of enterprises in the trade sector 

Wholesale and retail, industrial processing and information and communication (for profit 

increase 1), information and communication and industries in the "other" category (for increase 

ROA 2), information and communication (for profit increase 4) is associated with a significant 

reduction in the strength of this relationship - often close to zero. Only for companies operating 

in the industrial processing industry, the strength of the union is a positive and weak effect of 

interaction, provided, however, that a strategy to extend and shorten the name of the corporate 

brand is used - for profit growth 4 and 3 respectively. 

The relationship between strategy and results is negatively moderated in the case of functioning 

of companies operating in industrial processing as well as information and communication in 

the case of using co-branding strategy (for the increase in sales revenues), as well as activities 



of enterprises operating in the industrial processing industry and wholesale trade retail in the 

case of using the corporate brand name extension strategy "(for ROA 2 increase). 

 On the basis of the qualitative research, it was found that various factors had an impact 

on the strategies used by the companies and the results obtained by them. 

The most important include: 1) increased competition in the chemical and telecommunications 

industry, 2) increase in prices of raw materials in the chemical sector, 3) costs incurred for 

mergers and acquisitions policy and development strategy of enterprises, 4) consumer trends, 

including a shift from fixed-line telephony to mobile advantage, as well as the following factors 

in the financial and insurance sector: 1) bankruptcy of other entities, 2) obligation to pay funds 

to BFG, 3) bank tax, 4) prudential regulations after the financial crisis (recommendations M, T, 

S and Basel III, 5) loss of confidence in banks as public trust institutions. To sum up, the 

qualitative research allowed to obtain full information about the environment in which the 

studied entities operate and thus to correctly interpret the results obtained in the empirical study. 

 The methodical goal of work was also achieved. The author has developed a 

correlation model of the corporate name change strategy model taking into account the motives, 

strategies and results of enterprises. 

 The conclusions of the study also made it possible to formulate recommendations for 

business practice 

 

 

 

 

 

 

 

 


