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ABSTRACT: This study explores the impact of rebranding on consumer perception, focusing on how changes in brand 
identity—such as name, logo, design, or messaging—affect consumer attitudes, trust, and loyalty. Using a mixed method 
approach, including surveys and case studies of recently rebranded companies, the research identifies key factors that 
influence whether rebranding is perceived positively or negatively by consumers. Findings suggest that successful 
rebranding aligns with consumer values, maintains core brand integrity, and is effectively communicated. The study 
provides insights for marketers and brand managers seeking to navigate the challenges and opportunities associated with 
brand transformation. Rebranding has become a strategic tool for businesses seeking to stay competitive in dynamic 
markets, adapt to evolving consumer preferences, or recover from reputational challenges. This study investigates the 
impact of rebranding on consumer perception, analysing how changes in brand elements—such as logos, names, slogans, 
and overall brand identity—affect consumer attitudes, trust, recognition, and loyalty. The research draws on both 
qualitative and quantitative data collected through surveys, interviews, and case studies of companies that have undergone 
rebranding in the past decade across various industries, including retail, technology, and hospitality. 
 

I. INTRODUCTION 
Rebranding an organisation is a crucial marketing tactic for modern companies looking to refresh their public image. A 
firm may undergo a rebrand if it decides that doing so would improve its image, strengthen its brand equity, and give it 
an advantage in the marketplace by altering its name, logo, message, or visual identity. There has been a significant uptick 
in the number of corporate rebranding efforts in the textile business, for example. This study's overarching goal is to 
provide light on the extent to which these activities have affected customers' impressions of the company. The textile 
industry is crucial to the development of economies worldwide. ResearchAndMarkets.com projects that the worldwide 
textile market will rise from $900 billion in 2020 to $1.23 trillion in 2025, a compound annual growth rate (CAGR) of 
4.24%. Clothing, home textiles, technical textiles, and other segments make up the industry as a whole. Companies in 
the textile sector are always on the lookout for new methods to set themselves apart from the pack as a result of rising 
competition and shifting consumer tastes. Spikelike et al. examined the results of rebranding a hotel management school 
from the perspective of the institution's stakeholders. The research concluded that there are both positive and negative 
effects of rebranding on stakeholders, and that good communication is essential for mitigating the latter. The authors 
discovered that rebranding has the potential to boost brand awareness, bring in new consumers, and improve the school's 
image, but if it's not done correctly, it may also cause chaos, bewilderment, and a loss of brand equity. Organizations 
may lessen the likelihood of unintended consequences from a rebranding initiative by including key stakeholders and 
providing transparent explanations. 
 

II. PROBLEM STATEMENT 

 
Strong brand enhances positive evaluations of a product’s quality, maintains a high level of product awareness, and 
provides a consistent image or brand personality. As time passes by, these brands remain unchanged and consumers’ 
perceptions towards the brands are changing. These brands are becoming obsolete by themselves because of the changing 
society and modern brands. Thus, re-branding is a necessary strategy that can escalate a new business image to build 
confidence to the consumers. This paper will focus on the corporate re-branding strategy with the approach on the effect 
of consumers’ perception in Thailand. The study will also look at what influences consumers'impressions of the 
rebranding. Customers' reactions to a rebranding effort might vary depending on a variety of circumstances, including 
the company's existing brand loyalty, the authenticity of the new brand, and the perceived value of the new brand. 
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III. LITERATURE REVIEW 

 
CHRISTINE N NAIROBI (2003) Nairobi study of Rebranding, it means the change of the originally formulated brand 
to a new brand. It can Therefore be a major and deep-seated change or it can be a minimal modification of the Brand. 
The current study sought to establish the rationale, process and consequences of Rebranding national bank of Kenya 
(nab). The study also assessed the influence of Rebranding on customer perception. This study was based on three 
theories. These are Kotter’s 8-steps model, Lewin’s change model and the contingency theory. This study Was carried 
out using a case study approach. 
KORAKOJ PETBURIKUL (2009) Strong brand enhances positive evaluations of a product's quality, maintains a high 
level of product awareness, and provides a 
consistent image or brand personality. As time passes by, these brands remain unchanged and consumers' perceptions 
towards the brands are changing. 
Liu Shuk - won (2011) This study analyse the Rebranding has become a popular topic for both practitioners and 
researchers in the past few decades. 
 

IV. OBJECTIVES OF THE STUDY 

 

1. Rebranding can take place on purpose by altering a company's strategy; it can also take place unintentionally as a 
result of unanticipated events. 

2. It can even take place as a result of mergers and acquisitions if a brand has outgrown its identity or been involved in 

a scandal. 

3. The purpose of this study was to examine rebranding process after the breakup of every firm, the perspective of 
consumers 

4. Exploring the Link Between Rebranding and Consumer Perception*: Investigate the impact of modifications in 
brand identity (including logos, slogans, packaging, or positioning) on consumer attitudes, trust, and brand loyalty. 

 

Hypothesis Development 

1. PhD / Professional Degree 
2. Postgraduate (PG) 
3. Undergraduate (UG) 
4. Higher Secondary (HSC) 
5. Secondary School Leaving Certificate (SSLC) Hypotheses 
Null Hypothesis (H₀): There is no significant difference in perception scores across educational qualifications. Alternative 
Hypothesis (H₁): At least one group has a significantly different perception score. 
 

III. METHODOLOGY 

 
This study employed a multi-stage method. Several considerations, range from the selection of product category and 
brand names based on its suitability and relevancy, the designs and format of the questionnaires, and also the selection 
of analytical tools were closely monitored to ensure the validity and reliability of the study. The second pre-test was 
carried out two weeks after the first pretest to minimize repeat testing effect with the objective to determine the suitability 
of the constructs tested and the scale measured. A total of 25 student respondents were assigned for the second pre-test. 
One of the interesting findings from the second pretest is that the Apple brand computer, which was less frequently 
mentioned in the first recall test, had the highest score in the second pre-test. This might be caused by the low recall level 
but rather high recognition for that test. 
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IV. RESULTS AND INTERPRETATION 

 

Table 4.1 Result of Questionnaire 

 

Particulars Classification No of 
Response 

% 

GENDER 
Female 42 40% 

Male 63 60% 

AGE 18 - 20 

30 28.6% 

21-30 

59 56.2% 

31-40 

11 10.5% 

41-50 

4 3.8% 

above 51 

1 1% 

ANNUAL 
INCOME 

Less than 20000 

70 66.7% 

20001-30000 

16 15.2% 

30001-40000 

7 6.7% 

40001-50000 5 4.8% 

above 50001 7 6.7% 

QUALIFICATION PhD/professional 
degree 

9 8.6% 

PG 36 34.3% 

UG 50 47.6% 

HSC 5 4.8% 

SSLC 5 4.8% 
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Result – Results 
F-statistic: 6.35 p-value: 0.0001 
 

Interpretation 
Since the p-value is less than 0.05, we reject the null hypothesis. This indicates that there is a statistically significant 
difference in the perception of rebranding among consumers based on their educational qualification. 
 

V. SUGGESTIONS 

 
While rebranding can refresh a company’s image, it’s important to balance innovation with familiarity. Ensure that 
elements that customers emotionally connect with are preserved or respectfully evolved, rather than abruptly discarded. 
This creates a sense of ownership and reduces resistance to change. Since your ANOVA results indicate perception differs 
across education levels, tailor branding messages to resonate differently with various consumer segments. Personalization 
enhances relevance and effectiveness. With 42.9% discovering rebranding through social media, it's crucial to use these 
platforms proactively. Invest in quality content that showcases the rebrand in action—behind-the-scenes, customer 
testimonials, etc. Always have a crisis communication plan. Not all rebrands are received positively—prepare for 
backlash, and be ready to pivot or respond empathetically. 
 

VI. CONCLUSION 

 
The findings of this study affirm that rebranding significantly influences consumer perception, though its effects vary 
depending on demographic, psychological, and contextual factors. While many respondents expressed openness to brand 
evolution—especially when executed professionally— others remained neutral or resistant, highlighting the emotional 
weight branding carries. The research makes it evident that rebranding is not merely a cosmetic change but a strategic 
transformation with real impact on brand trust, customer loyalty, and purchase behaviour. In an age of rapid cultural 
shifts and digital dominance, rebranding must be handled intelligently, empathetically, and inclusively. Organizations 
must not only craft a new image but also communicate a compelling narrative that bridges their past, present, and future—
resonating with both loyal and new audiences alike.bridges their 
 

REFERENCES 

 
1. KRISHNA GOVENDER & NYASHA MADZORERA (2014) ReBranding and Its Effects on Consumer 

Perceptions: A Case Study of a Zimbabwean Bank. 
2. Roy, S., Sarkar, S. (2015) To brand or to rebrand: Investigating the effects of rebranding on brand equity and 

consumer attitudes. J Brand Manag 22, 340–360 (2015). 
3. Usman Mohideen B.Venkateswara Prasad, R.Suresh An Investigation of Departments of Customer’s Shopping 

Behaviour Towards Select Hypermarket – An Empirical Study with reference to  South India” International Journal 
of Management Studies, Volume IV, Special Issue 3, November 2017, Pp77-83.    

4. Usman Mohideen,B.Venkaeswara Prasad, R Suresh,Online Shopping Attitude and Behaviour – An Empirical Study 
With Special Reference to Select Professionals in Chennai City” International Journal of Marketing, Financial 
Services and Research, Volume 1 Issue 6 ,January 2017, Pp 49-57with an Impact Factor 3.454. , ISSN NO: 2277-
3622. 

5. V. Muthukumar, Study on consumer buying behavior towards e-commerce, ISSN: 0972-0766, Vol. XCIX, No.03, 
2023, P-85 

6. Parulatha, N., Vanitha, V., & Usha, S. (2025). Investigating trust and buying decisions in social commerce sales 
campaigns. Academy of Marketing Studies Journal, 29(5), 1-9 1528-2678-29-5-223. 

7. Jeyalakshmi, R et al. (2024). The role of artificial intelligence in improving human resource management practices 
in marketing companies. Educational Administration: Theory and Practice, 30, 320–325. 

8. Jeyalakshmi, R., & Sagarika, V. (2024). A study on reverse logistics in customer satisfaction through sustainable 
supply, International journal of multidisciplinary research in science, engineering and technology, 7, 18987-18994, 
DOI: 10.15680/IJMRSET.2024.0712232 

9. Jeyalakshmi, R., & Kuralarasan, N. (n.d.). Assessing the impact of e-commerce growth on logistics efficiency in 
India. International journal of innovative research of science, engineering and technology, 13(12), 20615-20620 

10. Balamurugan, J., & Jeyalakshmi, R. (n.d.). A study on  exploring the role of neuromarketing in enhancing brand 
loyalty with reference to Bikerz Yamaha. Transtellar. (Year: 2022) 

11. Usman Mohideen KS, Sindhu RU. A study on customer attitude towards multi brand retail. Int J Literacy Educ 
2024;4(2):270-275. DOI: 10.22271/27891607.2024.v4.i2d.237  



International Journal of Multidisciplinary and Scientific Emerging  ResearcH (IJMSERH) 

                                         | ISSN: 2349-6037 | www.ijmserh.com ||Impact Factor: 9.274||Quarterly, Peer Reviewed & Refereed Journal| 

    || Volume 13, Issue 3, July-September 2025 || 

     DOI: 10.15662/IJMSERH.2025.1303016 

Copyright to IJMSERH                                             |     An ISO 9001:2008 Certified Journal   |                                                  1494 

12. Usman Mohideen KS, A Study on Impact of Social Media on Online Shopping Behavior of Youngsters, Ilkogretim 
Online – Elementary Education Online Vol.19, Issue: 2, pp: 1914-1925, doi: 10.17051/ilkonline.2020.02.696776 

13. Usman Mohideen KS, Suresh R, Comparative Study on Consumer Satisfaction Towards Select Branded Quick 
Service Outlets with Special Reference to Chennai City, International Journal of Engineering & Management 
Research, Vol-6, Issue-6 November - December 2016. pp: 81 – 86, 

14. K.Murugan “A STUDY ON EFFECTIVENESS OF DIGITAL MARKETING IN FMCG WITH REFERENCE TO 
WEBBOOMBAA” ISSN NO: 2394-3114; Volume 40, Issue: 40(s1), January 2020,185-190 

15. K.Murugan,“A Comparison of Lump sum and Systematic Investment plan with reference to Axis mutual fund” 

ISSN: 0090-5674, Volume-63, Issue-2s, October 2020. 
16. K.Murugan,“Patients Satisfaction Towards the Services of The Hospitals with Reference to Vellore District, 

Tamilnadu” ISSN: 0090-5674, Volume 13, Special Issue 8, November 2022. 
17. K.Murugan, A Study on NRI’s Attitude towards Real Estate Industry in India” ISSN :1943-023X,15-Special Issue, 

PP 697-700, November 2017. 
18. Venkatesh, Dr P. "A Study on School Children’s Perception Towards Frequency of Visits And Selection Of Junk 

Food Retail Chain Store." Natural Volatiles & Essential Oils, ISSN (2021): 2148-9637. 
19. Venkatesh, P., Et Al. "Patients Perceptions Towards The Services Of The Hospitals–A Study In Vellore District, 

Tamilnadu." World 1.3 (2023): 0-4. 
20. Palraj, Venkatesh, and Murugan Krishnamoorthy. "A Study On Investors Perception Towards Systematic Investment 

Plan (SIP)." International Journal of Accounting and Financial Management Research 12.2 (2022): 53-58. 
21. Dinesh Kumar S, Hemanth Kumar V, Mediation of attitude toward advertisements in the relationship between 

advertisements and purchase intention, Indian Journal of Public Health Research & Development, February 2018, 
Vol.9, No. 2, pp: 411-417 

22. Dinesh Kumar S, Soundarapandian K, Meera S, Sentience of Career Opportunities and Career Development using 
Social Media – a Study with reference to Tamil Nadu, Journal of Big Data Technology and Business Analytics, 
Volume-1, Issue-1 (January-April, 2022), pp: 7-14. 

23. Dinesh Kumar S, Hemanth Kumar V, Celebrity Endorser & Attitude towards Celebrity results in Purchase Intention 
– A study with reference to Chennai City,  Scholedge International Journal Of Management & Development , 2(10), 
pp: 1 – 8, DOI: 10.19085/journal.sijmd021001 

24. Hemath Kumar V, Dinesh Kumar S, Advertisements’ Influence and Antecedents of Purchase Intention towards 
FMCG Products in Chennai City - A Study, Samvad-SIBM's Research Journal , Vol.11, pp: 65-70. 

25. Venkatesh, P., Manikandan, M., Murugan, K., M., Ramu, M., & Senthilnathan, C. R. (2024, ber). The Pivotal Role 
Of Digital Marketing In The Global Net: A Comprehensive Overview. In 2024 International reference on Power, 
Energy, Control and Transmission ms (ICPECTS) (pp. 1-5). IEEE.  

26. N, K., Priyadarshini, P., Senthilnanthan, C. R., kandan, M., Kumar, R. G., & Ramu, M. (2024, October). Act of 
Artificial Intelligence on Global Healthcare Sector performance. In 2024 International Conference on Power, gy, 
Control and Transmission Systems (ICPECTS) (pp. EEE) 

27. S. D., Kumar, V. M., Kumar, R. G., & Ramu, M. (2024, Elucidating Big Data Analytics by Using Marketing Mix 
ponents for Business Intelligence. In 2024 International reference on Communication, Computing and Internet of s 
(IC3IoT) (pp. 1-6).  

28. Venkatesh, P., Murugan, K., Ramu, M., Manikandan, M., Senthilnathan, C.R., Krishnamoorthi, M.: A 
comprehensive investigation to examine the preferences and satisfaction levels of outpatients in relation to the quality 
of services provided by hospitals in the vellore district. In: 2023 Intelligent Computing and Control for Engineering 
and Business Systems (ICCEBS), Chennai, India, pp. 1–4 (2023) 

29. M. Manikandan, P. Venkatesh, T. Illakya, M. Krishnamoorthi, C. R. Senthilnathan, and K. Maran, “The significance 
of big data analytics in the global healthcare market,” 2022 International Conference on Communication, Computing 

and Internet of Things (IC3IoT), Apr. 2024, doi: 10.1109/ic3iot60841.2024.10550417. 
30. M. Manikandan, R. K. Ch, K. M, M. Ramu and P. Venkatesh, "Neuro Computing-Based Models of Digital Marketing 

as a Business Strategy for Bangalore's Startup Founders," 2024 Third International Conference on Intelligent 
Techniques in Control, Optimization and Signal Processing (INCOS), Krishnankoil, Virudhunagar district, Tamil 
Nadu, India, 2024, pp. 1-3, doi: 10.1109/INCOS59338.2024.10527779. 

31. Keerthana, B., & Karan Kumar, B. (2024). Role of content marketing in forming business strategies. International 

Journal of Research in Management, 6(2), 433–437 
32. Anitha, V., & Krishnan, A. R. (2022). Factors ascendant consumers’ Intention for online purchase with special 

emphasis on Private Label Brands using UTAUT2. Journal of Positive School Psychology, 4724-4736. 
33. Sads V. Anitha and Dr. A. R Krishnan, Situational factors ascendant impulse purchase behavior of Private label 

brands with special reference to modern trade retail outlets in Chennai, International Journal of Management, 11 (4), 
2020, pp. 178-187. 



International Journal of Multidisciplinary and Scientific Emerging  ResearcH (IJMSERH) 

                                         | ISSN: 2349-6037 | www.ijmserh.com ||Impact Factor: 9.274||Quarterly, Peer Reviewed & Refereed Journal| 

    || Volume 13, Issue 3, July-September 2025 || 

     DOI: 10.15662/IJMSERH.2025.1303016 

Copyright to IJMSERH                                             |     An ISO 9001:2008 Certified Journal   |                                                  1495 

34. R S Anantharajan, Venkata Krishnan “Consumer Preference towards Perfumes” International Journal of 
Multidisciplinary Research in Science,  Engineering and Technology - DOI: 10.15680/IJIRSET.2024.0712245 ISSN 
NO 2582-7219 

35. K, Dheenadhayalan, and Dr Thiagarajan M. 2016. “Impact of Technology on Online Food   Delivery Services in 
Chennai”. Journal of Management and Science 6 (4), 19 - 23. https://doi.org/10.26524/jms.2016.37. 

36. Digital assets for digital natives: Exploring familiarity and preference for cryptocurrency among millennials and Gen 
Z R. S. Lakshmi , K. Jawaharrani , S. Vijayakanthan , G. Nirmala , K. Dheenadayalan , S. Vasantha , Journal of 
Autonomous Intelligence (2024) Volume 7 Issue 3 doi: 10.32629/jai.v7i3.1054. 

37. K. Jawaharrani, R. S. Lekshmi, G. Nirmala and K. Dheenadhayalan, "Role of CISO - Cyber Security & Risk 
Management," 2023 International Conference on Advances in Computing, Communication and Applied Informatics 

(ACCAI), Chennai, India, 2023, pp. 1-5, doi: 10.1109/ACCAI58221.2023.10200017. 
38. Venkatesh, P., Anitha, V., Muthukumar, V., & Kannaa, K. D. (2024). Factors ascendant Z generation’s purchase 

decision towards apparels. Educ Admin Theory Pract, 30(4), 9593-9596. 
39. Pooja, S., & Kannaa, K. D. (2024). Influencer marketing: Instagram & YouTube bloggers strategies driving 

consumer purchases. Asian Journal of Management and Commerce, 5(1), 570–577. 
https://doi.org/10.22271/27084515.2024.v5.i1g.306 

40. K V, Dinesh & S, Durgalakshmi. (2024). E–Commerce and last mile delivery optimization. International Journal of 
Research in Finance and Management. 7. 587-591. 10.33545/26175754.2024.v7.i2f.415. 

41. EB.Venkateswara Prasad, Usman Mohideen, R Suresh,Internet Banking System – A Tool to Enhance Customer 
Loyalty in Self Service Technology Era” International Journal of Current Engineering and Scientific Research 
(IJCESR)Vol. 4, Issue 4,  April 2017, ISSN (Print): 2393-8374, ISSN (Online): 2394-0697,Pp 145-150, 57 with an 
Impact Factor 3.454. Kolkata  

42. Usman Mohideen, B.Venkateswara Prasad, R. Suresh, An Analytical Study Consumers Buying Behavior towards 
Men’s Brand Apparel’ Purakala UGC Care Journal ISSN 0971 -2143, Vol 31, Issue 21- May, 2020,pp 967-971. 

43. Usman Mohideen, B.Venkateswara Prasad, R. Suresh, An Analytical Study Consumers Buying Behavior towards 
Men’s Brand Apparel’ Purakala UGC Care Journal ISSN 0971 -2143, Vol 31, Issue 21- May, 2020,pp 967-971 

44. Usman Mohideen B.Venkateswara Prasad, R.Suresh An Investigation of Departments of Customer’s Shopping 
Behaviour Towards Select Hypermarket – An Empirical Study with reference to  South India” International Journal 
of Management Studies, Volume IV, Special Issue 3, November 2017, Pp77-83.    

45. Usman Mohideen,B.Venkaeswara Prasad, R Suresh,Online Shopping Attitude and Behaviour – An Empirical Study 
With Special Reference to Select Professionals in Chennai City” International Journal of Marketing, Financial 
Services and Research, Volume 1 Issue 6 ,January 2017, Pp 49-57with an Impact Factor 3.454. , ISSN NO: 2277-
3622. 

46. Suresh, V., Maran Chitra, and K. Maran. "A study on factors determining social media on cosmetic products." 
Journal of Pharmaceutical Sciences and Research 8.1 (2016) 

47. Suresh, Vetriselvi, K. Maran, and Shanmuga Priya AR. "A study on the impact of affiliate marketing in e-business 
from the consumer’s perspective." SP AR-International Journal of Engineering and Technology 10.2 (2018): 471-
475.  

48. Maran, K., J. Badrinarayanan, and P. Kumar. "A study on branded apparels customers purchase behavior with 
reference to India." International Journal of Applied Business and Economic Research 15.21 (2017): 215-221. 

49. Maran, K., et al. "Data analysis on mobile payment technology with reference to users’ behaviour of retail goods in 
India." 2021 4th International Conference on Computing and Communications Technologies (ICCCT). IEEE, 2021. 

https://doi.org/10.26524/jms.2016.37
https://doi.org/10.22271/27084515.2024.v5.i1g.306
https://doi.org/10.22271/27084515.2024.v5.i1g.306
https://doi.org/10.22271/27084515.2024.v5.i1g.306


` 

 

 

International Journal of Multidisciplinary and 

Scientific Emerging Research (IJMSERH) 

Impact Factor: 9.274 

ijmserh@gmail.com  www.ijmserh.com  

mailto:Ijmserh@gmail.com
http://www.ijmserh.com/

