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ABSTRACT 

Rebnmding is often necessitated by the desire to create value for a brand that is becoming 

obsolete or duc to a ehunge in ownership of an organization as the new owncr seeks to portray 

the organi;artion differently. This study examined rebnmding in Ghana with Air1.e l Ghana as a 

case study. In depth interviews were conducted with four informants of Airtel Ghana to 

understand the ratiunale behind their d~cision to rebrnnd Airtel. The study took a critical look at 

the process according to the following thematic areas: Rationale for rebranding, Process of 

Rebrnnding, Benefi ts and impact of Rebranding. The research showed that the primary reasons 

behind AineJ's decision to rebrand were borne out of the need to synchronize the brand with 

moving limes with the youthful population as a core focus. Also, the desire for a fresh start with 

a strong brand that is in sync with latest technology played a major role. The study found that 

branding has eoonnous influence 00 brand performance as it increases brand awareness, sales 

and the firms overall profitability. The research also revealed that there were internal and 

external processes concerning rebranding which is consistent with best practices which suit a 

rebranding profile. Some of the recommendations put forward by the study include the fact that 

research is key in every rebranding process. Also organiWliuns should ensure that the migration 

from one br(lJld to the other is not abrupt but rather a gradual change over a~ eompani~s risk 

losing loyal customers with an abrupt change ns it must be well planned and re-planned with the 

necessary strategies long before implementation or launch time to ensure a smooth process. 



CHAPTER ONE 

INTRODUCTION 

1.0 BACKGROUND OF THE STUDY 

Competition is vital for the growth ahoy industry. Competition can cause commercial finns and 

entities to rencw existing products or develop new ones. The consumer who plays 11 significant 

role per the produce of these companies is now spoi lt for choice with several option, to choo,e 

from. Thi. in tum causes variations in prices for products iUld services. Competing products have 

only intensified the need by producers 10 do more to their brands to give th~m tilt: competitive 

edgc they so desire (Stigler, 2008).The global space of today has led to M increase in very 

serious competition. No ~ingJe country on the planet can profess to have all thlll its inhabitMts 

would need. This has l~d to an exponential growth in emss border movements of goods, services, 

technology and capital . The intensification in competition between multinational companies and 

loca l companies providing similar goods or services has also increased by several notches. This 

increase in econumic globalization, alnng with ilS antea.dent charllCterist ics mentioned above 

has brought about a multiciplity of options and incl1:'asing discrimination by consumers in any 

indu,try. Consumers now have the option of choosing from varied products the globe over. 

This global compo:tit ive space mcans brands have had to step up or remain stale. High 

performing brands project an image of continua! customer loyalty and the ease to plan and 

ma.'"\agI" the development of the business (Blackett, 2004). Strong brands also tcnd to add both 

econumic and strategic value to their respective companies (Schultz & de Chematomy, 2002), 
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create options of growth. command marke t share, act as barri~rs to ~ntry for competitors and 

ensure conswner loyalty, A strong brand ~nhane<:s positive evaluations of a product quality and 

maintains a high level of product awareness and a consistcnt image or brand personal ity 

(Petburkal,2009).Since corporate brands ",,~d t" ",main ",levant to sustain their appeal in a 

dynamic envirorunent where customers' needs and "''lUIts, industry standards and strategic 

priorities arC constantly evolving (Stuart & Muzellec, 2004), advertising and marketj'lg stratell,ics 

of organiutions are periodically aimed at building Or sustaining a strong brand as well as 

encouraging consumCTs build affinity and long term commitments to the brand(McEIl!lUy & de 

Cflcmatomy,1999). With increasing competition among products on the market, consume", quest 

for constant product differentiation and the need for II heightened awareness of what II 

company's brand stands for, the process of branding and re-branding has been brought to Ihe 

fore. The recent sur~ in rcbralldinc is a demonstration thlll change is inh",,,,nt in contemporary 

corporate brand managemen.t (Sluart & Muzellec, 2(04). 

The ",branding of Ghana Telecnm 10 Vodal'one. BU7.z to Tigo highlights the imporlance of a 

strong brand amidst fierce competition, changes in ownership of organiuuions and the need for a 

competitive brand thaI can S\llnd the test of time. In some rebranding instances , organiutions 

ha\'e undergone drastic chang~s in names and other "iSltal dem~nts in urder tu driv~ home their 

new i&ology and hrand as in the case Buzz to Tigo, In other instances, the changes have been 

barely visible, as in the ca~e of Ecobank, when: the name which douh led as the logo remained 

the name though the representation of it changed along with the slogan. The numerous instances 

of ~orporate re brandiIlg have presented an interesting conceptual challenge for the marketing 



discipline. This is because reviTalizing and repositioning a brand through brand positioning and 

marketing aesthetics which are a necessary part of brand management in response to changing 

market conditions do not come easHy (Lambkin, 20(6). 

1.2 STATEMENT OF THE PROBLEM 

Over the past decade, the spread ofmobilc technology has variod significantly between countries 

(Doateng & Quansah, 2013) with accelerated rate of adoption in mainly emergent economie~ 

(ITU, 2009) like Ghana. In June 2015, the National Communication Authority (NeAl put 

mobile phone penetration rate at a whopping 1 I 5.64 per percent. Moreover, current cv~nt~ such 

as the increasing entry of mostly 40 technology companies, coupled with mobile number 

portability facilitated by the Ohan!l government has more than before offered increased 

opportunit ies to customers. On the receiving end, however, many moblle communication firms 

have had to come up with a number ofinnovHtive strategies' all in a bid to survive in what many 

has described a. one of the fJel"<'est competitive sectors ofOhana (Boobene & Agyapong, 201 1). 

One such strategy has been to rebrnnd the organization. Indeed, different opinions exist 

regarding the notion of reb ran ding. The first is that rebranding is essential for business success to 

evolve the brands so as to ensure they are strong, modern and in line with current competition of 

meeting customers ever changing preferences (Kotler & Keller, 2(07). 

The other opinion qut'stions the need for rebrnnding. It argues that if age old brands line Coca 

Cola and Toyota can be market leaders for years, why should rebranding ever be eonsideJ"e\J? 
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(Bah!, Badal & Sabhlok,2007). While opinions remain divided about the value of rebranding, 

there hill! been a general rise in rebranding activities in Ghana as companies seek to reflect the 

change in their core ideologies, the most recent being Airtel Ghana. The obvious expectation of 

rebranding as a strategy has been to reposition the brand to distinguish itself from negative 

opinions about the previous brand, or to climb the success ladder by moving the brand upwards, 

However, to what extent rebranding has been sllccessful in Ghanaian business organizational 

context has received to the best of the researcher's knowledge scanty scholarly attention. Hence, 

the study is commissioned to ellplore the impact of rebranding in olle of Ghana's foremost 

telecommunication (}rganizatinn "Airtel", formerl)' "Zain" Ghana which is 10 position the brand 

as a global brand with same posit ion in each market and also to move from a functional 

orienTation 10 ~ more emotional focused brand with the consumer in mind. 

1.3 RESEARCH QUESTIONS 

Based on the problem articulated, the research question that would be ;i..';hd are, 

I. What ere the rationale underpinnings to these rebranding activities are? 

2. What are the processes inyolyed in rebnlllding? 

3, What arc the benefits that justify investing tlUge sums of money into the process? 
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1.4 RFliF ..... RCH ODJEcnVES 

From Ihe resean:h questions, !hex objectiv,", 8re 9Ou~t 

I . The rationale and conceptual Wlderpinnings that informed Airtd 's rebrnnding. 

2. The procCS!! nf rebnmdiog in terms ofmategies and commUll ieation channels C!Il(lloyai. 

3. The potenlial benefilS and impac1 of relmanding on the organizations periOml3l1et 

considering !he high COllI of re-branding. 

loS SCOPE OF Tim STUDY 

l1v:: study' s scope will cover thc impact ot" rebTlUlding on Aincl' s Ghana's operational 

perfunnanee as a case study. A critical review ofthc situation should have involved a study of ftll 

or a significant number of communication's company operational b,anche!< in Ohan". Howev~r, 

the scope of such study is be)'ooo ItJo, capacity and re30UrCeS ... r the resean;hl'T. Problems such 113 

secrecy and indifference on the pan of respondems would be limit.ation.!l to the mldy. 

Nev~rthel""s, due 10 I~ integrllted business process employed by 1I11 branches of the 

orl:\anization, results from ~tUl:lying one, which 1l1so happens to be the hCad branch would be a 

fair representation of how rebranding ha.~ impacted the Of ganiution. 
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1.6 SIGNIFICANCE OF THE STUDY 

The impoltance of a strong brand has soared among top level management with the growing 

realization that brands are one of the most crudal assets organizations have in fighting off 

competition and being leaders in the industry. Increasingly, rebranding has become one of the 

strategies adopted by marketing and advertising executives of the ... organizations to ~w>'Ure that 

their brands remain strong and vibrant. TItough there hill> ken a surge in rebrandins activities, 

little OClIdemic research has been underta~en to understand the process, Merrilees &: Miller 

(2008). Thus this dissertation will add to the existing litcruture on the rcbranding proces~ 

especially in Ghnaa as well as provide some form of framework for the understanding of the 

p= ss involved in re-branding. 

1.7 ORGANIZATION OF THE STUDY 

Chapter One 

Chapter one presents Background and Introduction to the study, the Problem Staten",nt, 

Research Questions, Arguments for the study, Objectives of the Study, Significance/Relevance 

"f the Study, Scope .' Limitations of the Stooy and the Organisation ofthe study. 

ChapterTwQ 

Chapler two presen1!l Ii comprehensive review of rel evnn! Jiteratun: in an attempt to position the 

study in an appropri at~ theoretical framework. Thus it will discuss findings ofrelated researches 

to this study. 



ChapterThroc 

This chapter presents the methodology to be employed for data ~athering as well as the relevant 

statistical analytical tools thnt will be employed for anal ysing the survey results gathered during 

the study. 

Chapter Four 

This ~ection presents the findings from the survey, using the statistical tools and methods chosen 

for data analyses. 

Chapter ¥in 

This chapter concludes by analysis of the findings, conclusions and recommendations for the 

study. 
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2.1 INTRODUCTION 

CHAPTER TWO 

LITERA TlIRE REVIEW 

This chapter describes several supporting concepts from literature that provide assistance in the 

conceptual mapping of gathered expert. opinion. All concepts are considered for their relevance 

10 the subject area of research. It also provides thl: theoretical framel'.urk for the researeh and 

reviews relevant literature for the research in the area of study. 

2.1.1 THE CONCEPT 01<' BRANDING 

Branding is a marketing concept that has been around since the 1800's. AccordinG to Aakers 

(! 996), consumer branding came about after the industrial revolution when railroads beg:an 

transporting goods to other destinations. With the rise in trade and production. conslUners were 

given various choices of products, and therefore mwmfacturers were forced to distinguish 

themselves from each other. However. it was nO! until the twentieth century that branding 

became a necessity to companies and manufacturerg, Aaker (1996) contends that differentiated 

brands have become a defining component of modem day marketing. Companies now more than 

ever must fight for the consumer. Aaker states that in recent years brand loyalty has been 

decreasing and companies must now fight more than ever to gain a long-term customer (p. 8). 

For instance, gone arc the da)'s when people bought Oldsmobile automobiles out of loyalty for 

the brand, Tnday, conswners shop around to different manufactures to compare quality and 

prices. 
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Doyle (1990) ddines branding as the way in which companies who olTer competing me~handise 

distinguish products trom competitors. He defines a $ucces.sful brand as, "a name, s}mbol, 

design, or some combinat ion, which identifies the 'product' of a particular orgMi~jon as 

having a sumunabJe dilTerential advantage~ (p. 6). In other words, a successful brand conveys 

~omething that make consumers want to buy their product. Doyle contends that successftll brands 

portray an image that customers strive to achieve, therefore conveyin!! the belief that if a 

customer buys a specific brand it will help them atwin a c~rtain status or image. There are many 

SUbsets of branding such as brand equity, brand identity, and brand management. To bener 

understand the concept of branding, these subsets are discussed belnw. 

2.1.2 BRAND EQUITY 

Aaker (1996) states that brand equity is an intangible asset that is represented by the brand name. 

There are four ways thai brand ~quity g~nerates vulue for a cumpany' brand loyalty. brand 

awareness, perceived quality. and brand associations {p.8J. Aaker nsserts that brand awareness is 

how strong a brand is in the mind of a con~umer, Brand awareness is measured by the various 

ways peopl~ recojp1ize brands. According 10 Aakcr. psychology research shows that when people 

recognize a brand tbey arc immediately more positive and re laxed (p. 10). This goes hand in 

hand with brand name dominance, which is the ultimate goal for many compani~s. For eX!lll1ple, 

there a ccnain brand3 in which consumers use the name of the brand rather than the product 

nallle such as: A-I Steak Sauce. Kleenex, and Xerox (p. 15). Brand equ ity is an intangible asset 

thai depends on associations made by the consumer. There 1Il"C at least Ihr¢e perspectives from 

\vbich 10 vicw Brand Equity. 
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2.1.2.1 Finmu~lal 

One ' .... ay to mcasu~ brand equity is to determine the price premium that tbe brand commands 

over a generie product. For example, if consumers are willing 10 pay a certain amount for a 

branded mobile phone over the same unbranded mobile phone, this premium provides important 

infonnation about the value of the brand. However, e)(pen~es such as promotioMI COSIS must be 

taken into account when using (his m~lhod to measure Brand Equity. 

2.1.2.2 Brand Exunsian 

A successful brand can be used as Ii platfonn to launch related products. The benefits of brand 

extensions are the leveraging of existing brand awareness thus reducing advertising expenditures, 

and a lower risk from the perspective of the conSUlmr. Furthermore. appropriate brand 

~J(tensions can enhance the core brand. Howevt:T, the value of the brand extensions is more 

difficult to quantify than are direct financial measures of brand equity. 

2.1.2.3 Consumer Based 

II. strong brand increases the consumers attitude strength toward the prodU<.:\ associated with the 

brand, Attitude strength is built by the experience of the product. This importance of aclual 

eXperience by the customer implies that trial samples are more <:ffeclive than advertising in the 

early stages of building a strong brand_ The consumer's awareness and associations lead to 

perceived quality, inferred attribute;! and eventually brand Ioyalty_ 

10 



Strong brood equity provides several benefits_ 

• It fac ilitates a more predictable income stream 

• Increases cash flow by increasing market share, reducing promotional costs and allowing 

premium pncing. 

• Brand equity is an asset that can be sold or leased. 

Brand equity has its negatives though. 

• Some brands acquire a brand reputation that results in negative brand equity. Negative 

brand equity can be measured by surveys in which consumers indicate that a discount is 

needed to purchase the brand over a generic product. 

Farquhar (1989) outlined the following three stages tlw.! are required to build a strong brand 

• lntroduction: Introduce a quality product with the strategy of using the braoo as a 

platform from which to launch future products. A positive evaluation by the consumer is 

important. 

• Elaboration: Make the brand easy to remember and develop repeat usage. There should 

be accessible brand attitude, that is, the consumer should easily remember his or her 

positive cvaluation of the brand. 

• Fortification: The brand should carry a consistent image over timc to rcinforce its place 

in the consumers mind and develop a speeial relationship with the conswner. Brand 
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extensions can further fortify ttl\': brand, but only with related products having a perceived 

fil in the mind ofthe consumer. 

Brand equity requircs a significant effort with some companies using alternative means of 

achieving the benefits of a strong brand. Brand equity can be borrowed by extending the brand 

name to ill line of products in the same product category or cven to other categorie~. In ~ome 

casc~, especially when there is ill pcrccptulll connection between the products, such extensions are 

successful. In other cases, the extensions are unsuccessful and can dilute the original brand 

equity. Brand equity can also be bought by licensing the use of a strong brand for n new product. 

As in line ex tensions by the same compan)', the success of brand licensing is not guaranteed and 

must be an~IYLed carefnlly for appropriateness. 

2.2 THEORITICAL FRAMEWORK 

2.2.1 FUSING DARWIN'S THEORY OF EVOLUTION ny NATURAL SRLECTION 

INTO CORPORATE REBRANI)ING. 

A corporation 1~ a form of an orgamsm. Just as a corporatc body consists of different 

departments and specialiUltions, nn orgamsm consists of systems and organs (Stuart and 

Muzellcc. 2004). Stuart and Muzellec (2004) argue that "Genes" are responsible for {he physical 

expressions of an organism, which in in the corporate body context refers to, organizational 

values. de Chematony, (2010) concurs, und posits that that is why a branu is defined as a cluster 

of functional and emutional values that enable a promise to be l11ade about a unique anu 
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welcomed experience. Each experience is a manifestation of the brand to the customer. 

Corporate brands are expressions of a combination of values. The unique combinations ofvalue5 

give corporate brands their unique identities, just as genes organisms (Aaker, 1996). Values 

dictate the physical manifestations and behaviours of brands, which is brand identity. Taking the 

correspondences bctwcea an organism and a corporate body further, evolution by natural 

selection in organisms is akin to rebranding in corporate organizations (Stuart and Muzellec, 

2004). 

Evolution by natUl1li selection shows that environment infl uences the observable expressions of 

genes and also selects particular heritable traits for survival (Stuart and Muzellec. 2004). The 

environment of genes includes the edl in which it exi31s and other matter exterior to it (Stuart 

and Muzellec. 2004). This corresponds with t~ internal and external factors that in fl uence a 

COrporale brand the author further argued. They influence the creation and expression of values. 

Corporate rebranding therefore is a continuous recombination of values or their extensions in an 

attempt to be selected for survival by the environment; the most important of which arc the 

Customers (Stuart and Mu~llec, 2004). Only brands continuously chosen by customers survive. 

The ultimate goal of the corporate rebranding phenomenon is to survive and thrive; same with 

natural selection by evolution (Stuart & Muzcllec, 2(04), Thus, organisms adapt to an 

environmenttluough evolution by natural selection; corporate brands adapt to their environment 

by COrporate rebranding (Stuart and Muzellec, 2(04). Tllis theory is relevant because it enables 

us to know how brands tile eVQlutional stages rebranding goes throngh before it eventually leads 

to success. 
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Figure 2.2: ltebrlnding in a Hrlnd Hierarchy 
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2.3 RE·BRA!\"DING 

Re·branding is another tactic of branding. Re-branding is used when a company is allempting to 

redefine and change the consumer's perception of the corporation. Some companies change their 

name and logo in an attempt to ~ignal new beginnings. Others choose to change specific aspects 

ofthcir brand such as the target audiences, new campaigns, and a newly defined image. Muzellec 

and Stuart (2004) define rebranding 115the wily a brand is "reborn". They state that a corporate 

rehrunding has different facets. Revolutionary change means that everything is created anew by 

changing three elements: name, logo, and slogan. Evolutionary change is when a company 

changes the ir logo, slogan, or both (p. 473). Muzellec and Stuart contend that when a eompany 

decides to go through the rebranding process, the overall goal is to show the stakeholders, 

consumers, and thc marketplace that the company has changed (p. 473). 

Scholars have suggested various reasons why II corporation chooses to re·brand. According to 

MuzeJlec !lnd Stuart, corporations may decide that the company needs to be taken in a new 

direction, with II fresh vision and new strategies. More common reasons include mergers and 

acquisitions, economic reasons, legal reasons, or a desire II company possesses to be\:om~ a 

global brand. Re.branding is an expensive endeavour whether a corporation changes everything 

or jus! the company's slogan. Muzellec and Stuart state, "An Advertising campaign can prove to 

be extremely expensive but it is a minor cost when calculating the total cost of a change of 

identity" (p. 478). Corporations must determine how best to change the image of the company 

while maintaining the luyal customer basc of the company. According to Muzellec and Stuart, 

when corporations decide to re-brand, they will have to spend money not only to promote the 
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new brand, but to disassociate the company from the old one. Moreover, corporations must 

determine a way to compensate employees for both the work they do in their day-lo-day lasi:s as 

well 3S the time the spent on the re-branding effort of the company. 

Muzellcc and Stuart contend that the success or failure of ft company's rebmnding effort is very 

diffic ult to measure. The best way to evaluate a rebranding campaign is to look at tho:: initial 

goals and objectiv"", of the campaign. Ilowever. many companies use changes in performance of 

the cOI"llpany to evaluate the campaign such as increased revenue. Muzellec and Stuart also statc 

that companies should be aware that maay rebranding campaigns face ridicule and skepticism 

from the press. Re-branding efforts are not all'oays successful and some revert to the old image of 

the company. 

2.3.1 CORPORATE REBRANDING STRATt.:GIES 

COIplll"ate rebranding refen; to a firm's input activities designed to differentiate themselves 

"ithin the marketplace. These activities are engaged by the means of name and visual identity 

devices. For an establi shed brand with the intention of developing a distinguished position. a 

pos,ible description of either corporate rebranding or brand rebranding is the conCqltion of "a 

ncw nllllle, term, symool. design or a combination of them." (De Chcrnatoay & Dall'Olmo,I998) . 

Moor (2007) further snpported that the branding is, not only the simple applicalion uf a br.md 

name Or logo, but also includes product design, retail design, and a marketing plan. Karen (2008) 

defined the new-born brand, as "a brand with a renewed spirit and a relevant connection to the 
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market". TwQ effecti ve ways are utilized to conceptualize rebranding strategies in business. One 

was conducted by Stuart & Muzell~ (2004). 

ACC(ln.ling to Stuart & Muzo::llecs' (2004) [oodel (Figure 2.1), rebranding can be distinguished as 

evolutionary or revolutionary. Evolutionary rebranding is a minor expansion in the company' s 

positioning and aesthetics. In contrast with evolutionary, revolutionary rebranding reprcscnts a 

major clmnge in the company's positioning and aesthetics. The other conceptual model of 

rebrarxling ~tra1egies was presented by Keller (2000). TIlis model shows a rebranding hierarchy 

which consists of a corporate rebrand, a business unit rebrand and lastly a product rebrand, 

which is equivalent to a brand rebrand. Sometimes, rebranding might occur at only one level, at 

more than olle level or at all levels , This would depend on the corporation. Ibis rebnmding 

hierarchy model allows companies to identify which rebranding level their brand occupies 

(Figure 2.2),No matter if it is a corporate or a brand rebranding strategy, each has been 

effectively employed in business. There is more than sufficient evidence to prove that companies 

productive ly adopted new brand names, new designers or new product designs, All of the 

rebranding stmtegies carry a high leve l of risk as well as a potential high level of financial gain. 

2.3.2 THE CONCEPT OF CORPORATE REDRANDING 

DUilding on the definition of a brand by the American Marketing Association, Muzellec et al 

(2006) suggest that rebraoding can be defined as the creation of a new name, teno, symbol, 

desil:fl or a combination of them for an establi5hal. brand with the imention of developing a 
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differentiated (new) position in the minds of stakeholders and competitors. Also bui lding on the 

definition of Einwiller and Will (2002) for corporate branding, Juntenen et al (2009) consider 

corporate rebranding as a systematically planned and implemented process of creating and 

maintaining a new fnvorable image and consequently a favorable reputation of tile company as a 

whole by sending signals to all stakeholders and by managing behaviour, communication and 

symbolism in order to pro-act or react to change. Breaking away fro m the mould of adapting 

existing definitions, Merrilees and Miller (2008) propose that corporate rebranding is the 

~disjunction or change hetween an initially formulated corporate brand and a new fonnulation." 

These definitions have one thing in common; they define a process based on empirical 

knowledge. 

However, they fail to look at the causative factor: the environment. They fail to also emphasize 

the theoretical perspective. With a realization of the need to have a theoretically and empirically 

balanced perspective in literature, the authors submit this new definition. Corporate rebranding is 

a continuing process whereby an organization responds to the dynamics in its business 

environment by changing its self_identity in order to survive and thrive. Going by the biologic 

insight and analogy of rebranding, an organism announces its new identity by simply reflecting 

it. For this reason, no attempt has been made to accommodate the reflecting of a new identity in 

this new definition. 11 is assumed to be automatic in the whole process. In addition, the defmition 

goes beyond thc inclusion of brand image and equity as the main goal of corporate rebranding. 

This is because brand image and equity is not an end in themselves. They only serve to make the 

brand survive lmd thrive. 



2.33 KE-BRANIlING TECHNIQUES 

According to Muzellec and Stuart (2004), ~onsistency and continuity are key elements of a 

corporate re-branding campaign. Moreover, research as with most marketing and communication 

campaigns is a necessity. Corporations must research the long-term effects of changing the logo, 

slogan or brand name. Muzellec and Stuart contend that one of the most common mistakes 

corporations can make is being too short sighted. They SUl!ge~tlhal the following questions be 

addressed before launching a corporate re-branding campaign (p. 480): 

• What will happen if we don't make Ihis change? 

• Exactly what is being signalled? 

• Are tile key stakeholders cognizant and positive about the change? 

• What wi ll be th", reaction of my competitors to this change, or is the organization merely 

reacting 10 competitor changes in corporate branding? 

Muzellec and Stuan note that it is vitally important that companies Jl!\:ogni.:e the important and 

decision-making role stockholders have in companies. Muzellec 8nd Stuart contend that many 

stockholders do not beJi",ve that corporate re-branding leads to a positiv", outcome. Instead, 

stockholders b~ome suspicious of the change and become very upset by the costs accrued by a 

re-branding campaign. The scholars also stale that many corporations neglect to realize that the 

employees of the company may feel loyal towards the old name, logo, and missions of the 

corpol1ltion, and nOI necessarily the new ones. A~cording to Kaikati (2003),"re-branding is the 
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buzzword of the moment" (p.I 7). Kaikati states that, re-branding hrui increased by 7 percent all 

around the world. In the first half of 2001 , the United SIRtes led the world with 1,761 name 

changes (p. 18). Kaikali contends there are four pitfalls of re-branding campaigns. First is "the 

heritage re-branding trap," which is when a company attempts to distance itsel f from its heritage. 

For examplt:, many companies have been trying to st~y away from their ~Britishness", such as 

British Tele<:om, British Oas, and British Petroleum (p. 18). Secondly, they "do not follow the 

crowd pitfall" mean that many companies may feel that if competitors are consolidating brands 

itIld launching re-branding campaigns then Ihey must also do same. Corporations then rosh into 

re-branding campaigns that are unnecessary for their particular company. The third pitfall, 'resist 

merger re-branding ," is when two c()mpanies merge together and then automatically launch a re­

branding campaign. It is most effective for companies who have recently merged to do research 

and take time to decide whether a fe-branding campaign is necessary and will be effecth'c (po 

20). Finally, the "watch out for celebrity Ie-branding snits" means that when corporations feel 

they need to revamp their image, they immediately hun towards celebrities. However, 

corporatiQns cannot solely reI)' on celebrities 10 boost their image, 

2.3.4 RE-BRANDING FOR SUCCESS 

Kaiuti (2U03) asserts there are six strategies that can lead to a successful rebranding campaign. 

The first is the ~pbase inlphlne ouf" strategy. The phase inlphase out strategy is when the 

campaign ties the new brand to the old brand for a certain time period in the beginning of the 
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campaign. Disney used this strategy when they launched Disney in Paris. [n the beginning, they 

called the new theme park Euro Disney. but then changed the name to Disney[and Paris (p. 21). 

The second is the "combined brnnding" strategy. Combined branding is when the campaign 

combines existing brands. Kaikati usc~ the cxwnple of the National BankAmcricard and Visa. 

They combined both brands and became Visa intematiOl13l, which is in over 120 countries (p. 

21). 

The third is the "translucent warning" strategy. Kaikati asserts that the translucent warning 

strategy is when the campaign is designed to alert customers before and after the brand change. 

The campaign uses communication 1001s such as promotion, in· store displays, and product 

packaging (p. 21). An example Kaikati gives for a success of this tactic is the Marathon 

campaign. The tl1!Irathon bar in the United Kingdom was re-branded as snickers. 

The fourth strategy is the sudden erAdicatiou strategy where a corporation dislanC<'s il£c!lf from 

the old brand name immediately and then replaces it immediately. Kaikati oontends this is a good 

option for companies who need to dislaIlce themselves from a brand that has ken n~gative. 

Kaikati cites the McCall magazine campaign, which re-branded the magazine as Rosie 

immediately. 

The fifth strategy is "counte ..... takeover re-bntnding." According to Kaikati, this method is used 

most frequently when a company ha~ been taken over. However, the company that is taken over 

doeS not re-brand the company that acquires the brand and leaves behind their brand for the 

acquired one. 
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Finally, the relro branding strategy is when a company changes its name, realizes it is the 

wrong decision and then restores the old name. Kaikati cites the case of Wundennan, which is a 

marketing company, founded by someone deemed "the father of marketing" (p. 22). The finn 

went through several acquisitions and was ultimately fe-brooded as Empiric. However, clients 

were confused and it dramatically hurt their busines~. 1bey eventually went back to the 

originally name, Wundennan (p, 22). 

2.4 CASES OF SUCCESSFUL & UNSI:CCK~SFUL RE-8RANOIl'iG 

Over the years many companies have decided to launch re-branding campaigns in an effort to 

defirn: an entire coIpOration or specific products companies manufacture. Below are various 

successful corporate fe-branding c.ases and an unsuccessful summary ofa re-branding case. 

2.4.1 AT&T and Cingular 

lnterbrand was hired to manage a re-branding campaign for AT&T when the company acquiled 

Bell South and Cingular. According to Goi and Goi' (2011), Interbrand's case study, that 

conducted brand re!reMCh to determine if the AT&T brand is ~til1 well-known and respected, 

According to the authol, Goi and Goi' (2011) , it 1 was determined tOOt AT&T was in fact a 

viable brand and it was found to have a 98% awareness rating all over the United States 

(WWw.interbrand.com). Thc re·branding campaign JaWlChed a new logo and was supported by an 

inteo::rated communications plall to highlight the ne w, fr~sh wd revitalized brand_ in(erhrand 



assisted AT&T in ereating various advertisements, conducting media outreach and showcasing 

the new logo. 

2.4.2 Coca Cola in the United Kingdom 

The Coca-Cola Corporation launched a re-branding campaign in the United Kingdom of their 

diet drinks in 2002. Coca-Cola detennined that it was necessary to rename their diet products 

from Diet Fanta and Diet Dr. Pepper to Fanta Lite and Dr. Pepper Lite. The corporation did this 

so that the products were the same as others marketed throughout Europe, However, interestingly 

enough, it was decided that Diet Coke would not change its name due to its brand equity. A 

significant amount of financial resources have ~n invested in the product sioce it ww; 

introouced to the United Kingdom in 1983. 

2.4.3 Uriti5b Petroleum 

According to a case study conducted by Ogilvy Public Relations, in 1999, British Petroleum 

merged with Amoco and renamed itsdfBP- Beyond Petroleum. The company launched a global 

re-branding campaign to redefine the brand now that two companies had successfully merged, 

and a few smaller ones merged under one name. Ogilvy states it was hired to execute, " The re­

branding entailed the introduction ora new visual identity and a new brand positioning, designed 

to help BP transcend the oil sedor, deliver top-line gro .... 1h, and define the company as 

innovative, progressive, environmentally responsible, and performance driven" 

(www.ogil.lYDf.comicasc-studieslbp.cfin ). 



The re-branding campaign consisted of an integrated communications plan consisting tools such 

as numerous video news releases, town haH meetings, interviews with key ex~utives, and 

advertisements. In the immediate aftennath of the campaign, it was hailed as a success, 

especially because of the image ponrayed as a more environmentally friendly, socially 

responsible corporation. However, in rtcent years, BP has come under criticism, with some 

saying tbat the re-branding campaign was just a tool used to boost the company's image, as 

environmentally friendly and their actions have not reflected the new image. According to Beder 

(2002), "It seems SP is investing more in image than environment. Would a company spend 

hundreds of millions of dollars in solar investment just to enhance its reputation? Well, BP has 

alrtady spent that much just on ils 'beyond petroleum' re-branding campaign" (p. 3). 

2.5 CAUSES OF REBRANDING 

The causes of corporate rebranding can be summarized under two mam umbrellas, namely 

internal and external causes (Ooi and Goi, 2011). Under internal causes, factors such as changes 

within the structure of business organizations Lomax et al, (2002), the need for a new imnge 

Gambles and Schuster (2003) and the desire In upgrade a firm's personality in the minds of 

consumers and other stakeholders playa critical role in understanding the reasons why business 

organizations engage in rebranding. Please see other internal drivers in Goi and Goi' (2011). 

With reference to e:-;temal factors, Goi and Goi (2011) contend that issues such as 

competitiveness, perception of external stakeholders, economic slowdown, shifts in marketplace 
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and so on constitute the critical external facton; that drive tm. rebranding of business 

organizations. 

2.6 RISKS AND BENEFITS OF REBRANDlNG STRATEGY 

AS previously stated, rebranding strategy does not carry any assurance of success. Retailers 

should undemand their target market and customers before making any adjustment to their 

brands. Otherwise, retail .. rs might lose their existing target markets (Uggla, 2006). Take the 

examplc of Marlboro. In 1993, when Marlboro faced price-oriented rivals in powerful retailers, it 

dropped its brand's price by 20%. This approach was quite risky and ended up hurting its 

reputation (Aaker, 1997). This unfortunate approach carried with it the risk of cu~tomers 

devaluing Marlboro's brand image and losing confidence in its brand pcn;onality. On the Olm.r 

hand, some retailers Wl:re able to execute rebranding as a new marketing strategy successfully to 

save their decline in sales. One example is Wal-Mart. Even though Wal-Mart was enjoying a 

measure of success, it still faced a marketing campaign challenge. Lake Research I'artnen; 

conducted several surveys to determine how consumers' anitudes towards Wal-Mart. The results 

found tbat, in general, people though! that the Wal· Mart business model resulted in a rising 

jobles:s rate within the United States, that it violated laborers legitimate bene fits and that it was 

sexually discriminating (Lake, Mcrrnin & Weifek, 2(05). 

Therefore, Wal-Mart rebranded il~ corporate jmag~ by adoptinll a new logo and new slogan in 

2008, trying to establish a fresh and healthy image (Armin, 2008). According to Wahllart'$ 
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official 2009 Annual Report, riet profits fortlle company we,..., up by 7_2% and earnings per share 

were up 6% following its 2008 rebranding ~mpaign (Walman, 2010). Pringle is a Scottish 

luxury brand that has been doing business for over a century. In early 2002, Pringle almost 

became a near-bankrupt company, so it injected new blood by poaching II new chief executive, 

Kim Winser, from Marks & Spencer. Mr. Winser brought II new brand vision and approach to 

rebuild Pringle's reputation, and launched two lines into the luxury market (Hugo, 2(02). Pringle 

has since recovered from its economic crisis. 

Another successful rebranding .. xperiellec i~ that of Burberry, a long~stablished British lu;o;ury 

brand. As ils brand aged, Burberry updated its image to young, modem and cool witb an infusion 

of classic slyle in tht: late 1990's. Burbeny recruited new dcsigneTs nnd started n new design line 

based around Irt:ndy pet chic instead of trench coals (Katen, 2008). From 1999 to 2000 

Burocrry's profits trebled from £21.7m to £69.5m revealing a successful rebranding campaign 

{BBC, 2001). Rcbranding strategy sometimes seems like a marketing paradox. When rebranding 

strategies arc employed by companies, some can realize benefits while others simply learn hard 

lessons. Therefore, jf companies strive to know how to minimize their risks by understanding 

their external and internal resources, and their associated limitations, they might po~~ess a 

greater capability when faced with the dilemma of reb ran ding. 

2,7 CONCEPTUAL FRAMEWORK 

While the increasing need for rehranding has been stres!lCd by various scholars (Uggia, 2006; de 

Chematony, 2010; Hugo, 2002; Armin, 2008), not least for the fact that rebranding helps brands 

reposition lIS favourable ones. other scholars bold the view that a good rebranding campaign 

should on the whole increase the organizations performance (Armin, 2008), in terms of increase 
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awareness (StuM & Muzellec 2(04).), sales and customer tramc (Armin, 2008), as ~11 as 

overall protltability (Kalkati, 2003). In this light, the conceptual framework of this study is 

situaled on the premise that Airtd rebr!l!lding ClIIIIpaign(s) where effective should first lead to an 

overall corporate performance measured in terms of increase brand awareness, customer traffic 

and sales, and above all should impact on the finn 's overall profit position. In line with the 

assertion made from previous sections, Ghana·s corporate sector has witnessed a number of 

r",branding campaigns. However, till dlile n::lalively lillie illSights can be shed on the rebranding -
programmes/campaigns of most Ghanaian rebranded organizations, and whether or not such 

rebranding have achieved their intended objectives. Hence, this study explores using the 

conceptual model as shown in Figure 2.10, the role of rebranding in the financial or profit 

pcrfonnance of Airtel, which is one of Ghana's foremost telecommunication finn which has 

undergone a major rebranding phase from Zain to Airtel. 

Figure 2.7: the relationship ofrehranding to performAnCe 

Corporate 

Performance 

Brand awareness 

Customer 
~ebranding traffiC/sales 

Increase 
profitability 

. , Soun..-e. Researcher s own conc~ptnaliutlon 
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3.0 OVERVIEW 

CHAPTER THREE 

RESEARCH METHODOLOGY 

This chapter discusses the research design, population, sample size and technique, data collection 

method!!, and data handling and analysis, It also highlights the profile of Airtei Ghana, 

3,) RESEARCH DESIG~ 

Qualitative rcseim:h is a type of scientific research. In general terms, scientific research consists 

of an investigation that systematically uses a predefined set of procedures to answer a question, 

collect evidence, produce findings that were not detennined in advance and produce findings that 

~ applicable beyond the immediate boundaries of the study (ShaHwani & Mohammed, 2007) 

Though numerous qualitative methods are used for reseurch purposes, the most commonly used 

are the participant observation, in-depth interviews and focus groups. Each method is main ly 

suitable f(Jr obtaining a specific type of data. 

For this research, in-depth interviews would be used. In-depth interviewing, as a qualitative 

rese=h leclmique, involves conducting intensive interviews with a small number of resJXlndents 

to explore their perspc.::tives on a particular idea, programme or situation. In·depth interviews are 

uscful when a researcher wants detailed infonnation about a person's thoughts and bthaviour or 

want to e)(plore new issues in depths (Boyce & Neale, 2006). 
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However, for the research, tile Brands Manager and selected key personnel were interviewed. 

The Brands and Marketing Communications Unit is made up of a team of individuals who are 

respoosible for the image and outlook of brand Airte!' They are tasked with the responsibility of 

constantly drawing up and implementing programs and activities meant 10 sustain the brand. In 

rebranding Airte] with the lag line 'The Smartphone Netvl'Ork, the Brands, Marketing and 

Communications Unit was at the forefront and responsible for charting the rebranding process. 

3.2. POPULATION 

The population of a study is the total nwnber of individuals or items that the researcher wishes to 

understand (Newnan, 2007), For the purpose of data collection for this study, the population 

chosen was specific to slatT of the company, who were drawn from marketing, communication 

and brands department respectively. The rationale for the choice of these deparunems is because 

they were the departments that were largely involved in the planning of the company's 

rebranding. The Brand~ & Marketing Communications Manager was interviewed together with 

the Assistant BrEnds & Marketing Communications Manager, The Marketing Officer and the 

Marketing Munager in charge of Accra and Tema because the department acted as a tearn during 

rebranding with a ~ole purpose and mentality which was spearheaded by the Brands Manager 

logether with management and the Board. 

Pennission was sought lrom the Brands Manager to be interviewed during which it was explained 

to him the purpose of the inkrview, why he had been chosen. the expected duration of the 

interview, and how the infonnation would be used for academic purposes. All appointment with 
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the Bnmds I!13Jlll8f'r for the interview was made and loca1ion conducive for Lhe interview was 

lIiJeN upon.1bc entire inlerv io:w was conducted by 1hc rc:iICMCW. A UIp( reoordcr was used 10 

compiclm,nc tile interv iew process. 

3.JSAMPLING SIZE AND TECIIJ'ro"lQUI: 

Sampling can be done us ing lhe probability or the non-probability approacll. Probability sampling 

involvcs !l(\rne fonn of random selection where lhe varioWi units in the populalion have equal 

chances of being selCCled. Probability s.unpling include simplc random, stratified random, 

S)'SlerJ1atic r.mdom, duster random and rr.ulti-sta&e. Non-probability sampling on the oIher hand 

is a sampling techniq~ !hat does (l()t employ rtlOdom selection and wh~ I"Csuilll CD!l(l()t be used 

to genera lise for th<; population. The purpose ofllOn_probability sampling i$ to gCI the sample size 

proposed. Non-probability sampling include e<lnveniencc !l3JI1pling. quota sampling. purposive 

~plins. expel1 s.tmplinS. hetero~eit)· sampling and snowball sampling. 

Convenient sampling apprOllCh is tlte lechniq~ fQr sel,,;:tinll a :s<UIlple from II. pup .. llatllln based on 

the convenience of lhe sample 10 the resear<:hcr. for lhe purpose of this study. convenient 

IMlpiing technique wu used to sample seven key informants from the targeted population. 

Howe~r. 0111 of these seven, four granted the researeher an interview al the premi!ICS (I f the 

COmpany. TIle:se key informants were intcrviewed as and when the time was appro priate 1(1 them. 

3.4. DATA COLLECTION METHOD 

Data was eon~ted with the he lp of both primary and ~ondary data. The section that follows 
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details how the <!ara was collected. 

),4,1 Primary daJa 

For the primary data, an interview guide served as the instrument of data collection. An 

intet'View guide was developed and this basically spelt out the rules guiding the administration 

and implementation of the interview. It contained ins:ructions thai are \0 be followed fur the 

imtl'View, to emure consistency, and thus increase the ~Iiabilily of lhe findings. Questions of the 

interview guide we~ formulated along the main thematic areru; of the literature review. The first 

of which is the nature and rationale of Ie-branding. Questions under this theme touched on the 

llIIionale in rehrzml ing 10 the Smattphonc network that Airte1 sougbtto propagate, the duration 

be tween re-branding de<;isions 10 actual rebranding and how long the whole process was 10 take. 

Under the theme, Ihe process of re _branding, the questions sought to exp lore who was involve d 

in the rebranding proceSi and the roles they played, the input of ~taff of Airtel Ghana, the 

strategies used during the rcbranding and the importance of certain key factors in tbe rebranding 

stnllegies. 

Questioos wxler the theme "benefits and impact of rcbranding" addrc:!lsed the re-branding, its 

impact on the perfonnance of the company lI!Id the extent to which re-branding wa:; necessary. 

UndeJ the theme, problems and chaJlen8C' of rebranding, the quc:o;lions examined the majo r 

Chall enges encountered during the process. how the problems and challenge~ encountered could 

have been avened and the general impression of the rebranding proce~s . Furthermore, the reo 

btal'lding principles formulated by Merri lees and Miler(2008) offer a cred ible point of referen(tl 
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fur interview questions. For each thematic area, specific, open ended questioll.'l were asked with 

follow tip questions, The flexible nature of the approach made it possible for all aspect~ of the 

resea~h topic to be explored. 

3.4.2 Secondary data 

The secondary 'Otlrccs of data were however from scholar sites such as Emerald, Google scholar, 

lSTOR, as well other renowned scholarly SOtirces. These data sources mainly helped in the 

literature review section, and also, helped the researcher in coming OUI with a suitable framework 

for the sttldy. 

B DATA ANALYSIS 

TIle data generated from the interview was transcribed EUld analysed in accordance with patterns 

or themes that correlate with themes identified in the literature review. The data was also 

analysed in comparison with findings of the liwalure «,viewed and the research objectives set 

for the study. Based on comparison with the principles of corporate rebranding proposed by 

Merriless and Miller(200~) and the various literature reviewed, some recommendations were 

made. 

12 



3.6 PROFILE OF AIRTEL 

Airtel Gllana is a subsidiary of Sharti Airtel Limited, an Indian multinational 

telecommunications Services Company headquartered in New Delhi, India. It opemtes in 20 

countries across South Asia, Africa, and the Channel Islands. Ainel provides OSM, 30 and 40 

L 1£ mobile services, fixed line broadband aru:l voice services depending on the country of 

operation. It is the largest cellular ser.ice provider in India, with 228.25 million subscribers as of 

April 201 S. Airtel is the largest mobile opemtor in South Asia and the third largest in the world 

willi a 303 million subscriber base. Airtel was named India's second most valuable brand in the 

fiTS! ever Brandz ranking by Millward Srown and WPP pIc. Airtel is credited with pioneering 

the business strategy of outsourcing all of its business operations e:r;cept marketing, sales and 

finance and building the 'minutes factory' model oflow cost and high volumes, The strategy has 

since been adopted by several operators, Airtel's equipment is provided and maintained by 

Ericsson and Nokia Solutions and Networks whereas IT support is provided by IBM. The 

transmission towers are maintained by subsidiaries and joint venture companies of Sharti 

including Sharli Infrald and Indus Towers in India. 

• Vision 

The vision of the organization is to be the most loved brand in the daily lives of African people 

by the end of20 15 and also: 

1. Pr~ferred by more customer5 , 

2. Targeted by top talent. 



3. Benchmarked by more businesses. 

• Brand Prom/Sf! 

As one of the wurld 's top 5 mobile commllllications comp!lI11es, Ainel IIIms to connC(:t 

communities across Africa by providing affordable, relevant and innovative mobile solutions 10 

all together with providing: 

I. A clear Bus.inen Focus 

2. Exciting products 4 services lor aU 3 screens (i'hone, lV, Computer) 

3. Network expansion and IT tJllfl5{onnat ion to create improved customer satisfaction as 

well as economies of scale 

4. Leading industry innovatioo for the benefi t of customers 

S. Delightful & locally re levant brand Cl(periences 

6. Best in clas~ leaders who nurture talent at ali level! 

7. Build silang partnerships for generating superior value 



CHAPTER FOUR 

FINDINGS AND DATA ANALYSIS 

4.0 INTRODUCTION 

With specifIC reference to lIIe objectives sought by the 5I:OOy, the interviews were conducted such 

Ill_tlbe question revol~ around (I) the ratiorole underpinnings of .ebmnding llCtivities, (2) 

the benefi ts that j ust ify invest ing in rebrandina. and; (3) the experiences oC the company with 

.ebranding. The section that follow! detail the demogrophy of key infornumts and the findings 

thereof. 

4.1 PROFILE OF I r"o'TERVIEWEES 

The Brands and M!lrketing Communication~ Manager (lnfnrmant I a~ captured in the table 

belOW) of the Organitation W!IS th<:: fim to bo: intervie",'Cd. He has held this posit ion for oOOut 

over two years with yeurs o f u perience in this area frQlll other Fast Moving and Consumer 

Group companies. He holds a Masters oC A. l::! io Markt'linll Cummunicatiorul. His 

responsibilities include identi fy ing resources needed lIld aho work wi th olJ agency functions to 

U$ign individual responsibilities, creating and executing project work plans, leads project 

9!:Qping, I'l:viev.'S delivenbles prepared by lam before pre5ellting to clienl and \lUUUIging project 

budget. 
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The Marketing and Communication officer was also interviewed (Infonnant 2 as captured in the 

table below). He is responsible for oot only growing service brands but also joggle between the 

Markelin!;! and Sales Department as brilnd conununication officer. He has hem in this position 

for the past five years and holds a Master of Arts degree in Communications. 

The Regional Marketing Manager in charge of Greater Accra and Tema respectively was also 

interviewed (Informant 3 as captured in the table below), He started his career at an early age or 

23 with the organization as a sales analyst, and has moved on the mnks to his current position. 

He holds a Master of Business Administration degree in Marketing and has worked with 

organization for seven years. His re'sponsibilities include Initiating Market Segmentation, 

Designing and implementing market research studies mId D: veloping and overseeing the 

prodUction of marketing campaigns and materials 

The Assisl<!nt Brands and Marketing Communications manager was also interviewed (Infonnant 

4 as captured in thc table below). He has been with the organization for four and half years, and 

holds a Masters in Business Administration in Marketing. His role includes supervising and 

directing the workflow of marketing, advertising and public relations, facilitating 

interdepartmental communications and managing external ~ommunications, He is also 

rcsponsibl~ for ~Ilocating company resources to mallimize collaboration, efficiency and 

creativity in the building and maintenance of consistent branding or corporate identity across 
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marketing and public relations channels. He is also responsihle for staying up to date on industry 

trends and the management of the public's perception of Ai rtc[ Ghana. 

Table 4.1: Profile of ResPolidents 
Interviewees Years in Existence Position Level of edu(ation 

Informant 1 2 yrs Brands and Masters of Arts in Marketing 
Marketing CornmWlication 

Communications 
Manager 

Informant 2 SY" Mark"'ting lUId Master of Arts 
COIllIlluniCllti<Jn 

officer in Communication 

Informant 3 7y" Regional Marketing MBA in Marketing 
Manager 

Informant 4 4," Brands and Masters in Business 
Marketing Administration(Marketing 

Communications 
Assistant 

• . Sonne. Field Data, 2015 

4.2 DATA ANALYSIS FlNDINGS 

The find ings of the interview was analy~ under the fo llowing thematic areas; 

4.2.1 Rationale fflr re_branding 

The first thematic area sought to investigate whether there is the rational for branding. 

ACCOrding to Stuart & Muzellec (2004) there are several motives for rebranding, among which 

include the need to repoSition, infornt or change attitudes towards a given brand. Similarly the 

interview showed that there could be several reasons why a company would wish \0 rebrand. 



Acconling to the Brands and Communication manager of Airtel, per thei r bland building and 

branding strategy, their challenge had to do with eolours(Red) a:s there wa:s a competitor with 

virtunlly the same colour, which is Vodafone. The company he explained had to differentiate 

itself in severnl nngles. This meant that "Its communication had to be diffcrcntiated, its product 

offering had to be differentiated, and its brand approach in terms of philosophy had to be 

differentiated" He elaborates further that the '"decision to rebrnnd was based on the fact the 

corr.pany wanted to be more competitive at tbe Globallevd". 

[n arriving at this decision he mentioned that a consumer research had to be conducted on the 

brand across all the markets where the brand ",us established, and it was found that in terms of 

global positioning, the brand was not competitive enough in terms of its brand offering and brand 

mcssage but not on product. In hi. words, "The imagery, the perception consumers have in their 

mind about the product was good so the decision was taken to rebrand". He concedes that 

rebranding could takc several forms. "Some could just be a change in the logo, it could be a 

refreshing of the logo, or the deep rebrandins itself or the absolute rebranding itself where you 

woul<l change your brand logo, your brWld imagery, the look and feel of the brand, and very 

im)XJrtantly, your mission, your vision and your values which is a total rebranding which is what 

the company did in 2014". 

This assertion wai reiterated by the Assistant Brands and Communication manager who 

intimated to the researcher that the organi:r.ation :;ought to make the company attractive and thus 

embarked On a total rebranding aimed at shaping a favorable perception of consumers about the 

brand. lie laments that previously the orgunizution "was just selling product~ without a real 

affinity strategy behind il." However, the current s1rategy is to make the producl offering "look 
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and feel good". He believes that by doing this they connect more closely and emotionally with 

customers, as can be judged from this excepts; Connecting to the consumer not only through our 

product offerings, but even our communication, the look and feel of the brand, the new vision 

and mission statement speaks volumes of what we relish ... " 

The Regional Marketi ng Manager diagnosed the motive behind Airtel's rebranding quite 

differently. According to him "Airtel did not consider the nld brand as having a strong brand in 

Ghana as compared to other telecommunication companies that operated within her boundaries". 

He explained that the re-branding of Airtel with the tagline ~The Smartphone Networlc in Ghana 

was thought to provide a stronger brand to withstand the level of competition that existed at the 

time. The company he continued had been making significant strides in the Far East especially in 

India and had also been making inroads into several countries on the African continent. The 

Ghanaian market according to the Regional Marketing Manager had "the potential 10 match up to 

the ambitions of the new investors. This was after a very careful survey and analyses of the 

existing brands on the market at the time and the opportunities that could be exploi ted" . 

However, he painfully conceded that despite the figures, it did not seem to appeal to the growing 

technology savvy population between the ages of 15-45. This demographic group he explained 

had the potential of positively affecting the revenu~ base oflhe company if structures were put in 

place to address their needs. In his words " ... there were obvious chaHenges with modernity and 

technology. There was the growing perception within management that these technological needs 

had to be met and with expertise from a brand that has the wherewithal to execute it" . This he 

explained led to the motive for rebranding Airtel to a mobile company with "The Smartphone 

Network". 
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4.Z.Z The pro~HS of rebraodiog 

This assessment was explored on 1m: process (es) involved in rebranding. Consequently, 

informants were asked the processes involved in their rebranding. The Brands and 

Communication Manager answered in the aflinnative. He responded that rebranding within the 

organization took place at two levels. 1bc first phase was more of an internal one and involved 

the planning and strategizing of the rebranding process. This he elaborated took the fonn of 

"planning and strategizing [which] was spearheaded by the Brands, Marketing and 

Communications tellJI\ with each team member responsible for a panicular sector of the re­

branding process with assistance from LOp manago;:mcn( including th~ Managing Director, Chief 

Operational Officer, Head of Finance and Human Capital. They were responsible for drawing up 

the implementation plan to ensure that the process was a very successful one. The team worked 

on areas such as communication and advertising, marketing, brand identity, procurement, 

branding, design and more", 

Describing \\/hat made the rebranding successful; he said that "tm team was structured in such a 

way that it had personnel from every department who played supporting roles along the way". 

He cites particularly activities such as; an internal launch coupled with training ses.~ion.~ for 

internal staff as playing an incredible role in launch success. 

On the second phase, he explained it as a phase where implementation of the rebf3.lxling and its 

structure takes place. He further ~tated that this phase in the rebrauding process began with the 

change in identity and ended with awareness of the new brand cleatly spelt OIlt with the 

commensurate tag lines, slogans, logos and brand colours." He also argued that this would not 

have been possible had it not been the fact that there was II "Network Campaign stage" which 
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consciously communicated the new services, benefits and advantages of Airtel and the prodllCl at 

the second phase. 

However, he adds that it was not all rosy as the organization was faced with several challenges in 

implementing its rebranding strategies. "You know, business is full of challenges but it is the 

approach to these challenges that would make you win or otherwise. In our case, we have been 

using tactical communication to build our brand. It is just like the popular saying where you 

don't expect to get different results when you do the same things. We realized that we needed to 

change from a functional approach to more of an emotional approach to our communication 

which is what has done the trick for us". 

Similarly, when the same question of the processes of rebranding was posed to the Marketing 

Manager in charge of Accra and Tema, he said that even though he docs not directly deal with 

bUilding brands their role with the brands management team is intertwined. For instance, he 

explained that "when they are doing any brand activity, we joggle personnel. We plan on the 

target, how to reach them, build a business case for their re -branding efforts, and do a whole lot 

to ensure they are successful". 

He elaborated that although he cannot pin-point a specific rebranding process that rebranding 

processes go through in the organization, he could emphatically say tha t top-to-bottom of the 

organization everyone is involved. 

A similar sentiment was expressed by the Marketing and Conununication officer, who said that 

"i remember that when we rebranded from lain to Airtel everybody was involved. Sometimes 
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we even have to educate our security men and women on the product and services so that tbey 

will know that we working with a new philosophy now". 

4.2.3 Benefits and impacts 

The last assessment was explored on the impact and bencfits of rcbranding to the organization. In 

thi s light, re~pomJents were asked whether in their re~pective views rcbranding has ignited any 

~nefits 10 the organization. The responses were unanimous as all of them atlSw<:rod in the 

affinnative as can be judged from these excerpts: 

~We have II research department that measures how we fare in the market in terms of our brand 

building activities. As II maner of foct the rebranding took place in November/December last 

year (2014) hut we started a deliberote mategy to have II different approach {() our brand building 

strategy and the whole approach was to draw affinity for the brand so 9 months down the line, it 

has really shown in the research that our brand (Airtel) is the most loved brand, because it is the 

brand that connects the most to customers within the telecommunications industry in Ghana and 

if you understand what the brand pyramid is about, you would clearly understand that moving 

from 3% on bonding scores or what i~ called convection in the fMCG{fast moving cousmner 

goods) world 10 II current score of 29"/0 in that period which is a huge leapfrog, it tells you that 

both the brand building strategy and the rebranding has really drinn home the strategy of 

cOnnecting 10 the consumers using our produet offering, our imagery out there and ever}1hing we 

do as a busines3 

• Brands and Marketink Communications MIUlager 
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"[There are] some measurement and matrix that tells you how you are faring out there in relation 

to competition. Onc of such IllellSUCCS is to what extent you have consumers "showing love to the 

brand" or to what extent they connect to the brand in terms of your product offerings, how they 

pcrcei v~ the br.md in a positive light, that is, the affinity bit of it. Also to what extent are they 

using your product!!? That is KPI (Key perlonnance index) or Matrix number one to measure it. 

Also, to what extent they have your brand top of mind. For eXalllple, if I walk to you as Ii 

customer using a mobile phone and r ask you which network you prefer at that moment, would 

you mention Airtel or a competitor? That is another matrix. It is called top of the mind 

awareness. Then there is another matrix that talks about one being a potential customer of mobile 

phones or a conswner of mobile phones, which 8im card would you consider which is what we 

call consideration. These are more or less technical matrixes which we use in measuring the 

growth of the brand and to a larger extent its profitability and its value as a brand AirteL So in 

the business world, yon need to measure what you do. The.<;e are the backbone or drivers of 

revenue and these indiclltioll5 are very positive MlCT the rebranding". 

-Regioltlll Marketing Mtlllager 

"Despite the numerous challenges, some which looked unsurmountable at some point associated 

with the process of re--branding, it was relatively successful. The various tearns were often times 

are able to meet their timelines within the agreed confines. The impact on the companies' image 

and profits has been hu.ge. By dillt of our hard work, we are now the reigning 

Tele;ommunicatioltli Company of the year (2014) with a customer base of 4,250,766 from 

3,354,461 in November 2014 translating into a 13.3% growth. Revenues have also increased 

Significantly. This performance has ultimately catapulted in the increase in customer base where 



we are almost hitting the 4.5 million mark. We must definitely be doina: something right since we 

rebranded. We dearly set out and dared to be different. The results after only a year speak for 

itself. We are not resting on ours with management and staff keen to grow our dominance and 

maintain our competitive edge. Our new tag slogan, "The Smartphone network" is fast catching: 

up with the mobile consuming base. TIle rebranding process has really been a massive booster." 

.As$;$lanl Brands and Communication Manager 

"At the beginning of every year, we have a strategic approach to our brand building activities 

and at the beginning of this year (2015)" our focus was either sustaining that score and better still 

improving on it because it is one thing getting 10 the top but how you sustain it is another story 

altogether. The good thing about brand building is the fact that what you do to reach where you 

are, you either improve on it or you sustain it which in strategic terms means its either you want 

to grow or ) ·0 1.1 just want to sustain your current lcvel of performance. We want to grow as a 

brand and it's not just about having consumer affinity to the brand. The consumer affinity must 

reflect in your product pickings or usage. It must reflect in your customers also patronizing your 

product offerings either than thm you are not in busines~ . 

So you have a very good brand that people are also happy about, people are also excited aboul 

the things you do but if it doesn't bring money, there is a problem. A typical e){ample is the 

Strategy of ensuring that Airtel connects to the consumer and doesn' t restrict us in doing 

activities that just excite the consumer. We have what we cal! our passion points. So we have 



huge sponsorships with Rovennan for their quarterly theatre productions which delight our 

consumers from an emotional point of view. 

Within that space of delighting them, we arc making money good money as well, Adorn Ptaiz: 

with Adorn FM which for liS is the higgest Gospel Fiesta in the country at the moment, our ARS 

(AineJ Rising Stars) holdings and Golf together with this year's maiden edition of the Millenium 

Marathon. These are passion points where we connect with oW" consumers. So the strategy now 

is to sustain and grow and the growth is made from the incremental sales that we make from 

every front. New customcrs ooming in from every front is part of the growth strategy. A bmnd 

could be built up to a point but the brand must deliver you business. The assets must deliver the 

business". 

-Marketing and Communicatwn ojjkt>r 

4.3 DISCUSSION OF FINDINGS 

These findings are analysed according to the themati~ areas that guided the literature reviewed 

and the con~ptual framework used in this study. From these, detailed discussions are presented. 

To most scholars who researched into the subject of rebranding , it usually involves changing a 

company's name, target and positioning in a attempt to assign a new meaning to the wrporate 

brand and communicate new benefits 10 stakeholders (Stem, 2006; Gotsi & Andriopoulos 2007; 

MUzellee, Doogan & Lambkin, 2006; Merrilees & Miller 2008). They describe rebranding as a 

multi-fa«:ted Pr<)CCss which includes brand renewal, refreshment, reinvention, fCnlUlling and 

rC)XIsilioning and these processes tend to dominate marketing trade strategies and publications in 
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the rebra.:tding process. In line with the findings of this study. the rebrand ing of Ainel was meant 

to reflect II new target and poIlitioning and an endeavor to communiute new brand valu« to 

stakeholders which involves our vi~ion incorpal'lllin!! our target of being the mo~ t lovd brand by 

the end of 2015 in Ghana, preferred by more customers, targeted by top talent and benchmarked 

hy more busincS5eS_ 

The findings reveal that there are four major reasons why rebranding WIS undertaken at Ainel 

Ghana. First wall the desire to have /I strong brand rather than the existing brand that seemed to 

have lost touch especially with the youthful population. This rationale is in consonance with 

variOlU scholars (~; GOlti & Adroipoulos, 2007; Muzellec,Doogan & Lambkin, 2006) who 

argue that the quest of strong brands is a rationale for a company's decision to rebnmd sinee 

mong brands ensure that II high level of product awareness together with positive valuations for 

a project translates inlO producl adaptation and turnove r. 

Airtel Ghana was somewhat not resonating in the global space and its brlllld equity was 

bei:oming stale. Thus the rebranding of Ainel to "The Srnanphooe Networic." was a way of 

giving an existing brand a new image which was also to trnnslate into profits. Also, Airtel's 

desire for a fresh start and its plan of ensuring that the brand projected n teclmologicnlly savvy 

outlook :sets well IWith the study of Petburkul', (2009). The I"e.-<eareh was undertaken among 

lel«omrnunicalions firms in Thailand, and gives evidence to !his 1lI.Iionaie as he explains !hilt 

rebranding decisions may be lri£gered by lhe need for p fresh start and rOt an old declining 

hrand. 

Similar to the works of Bmera!d Group (an independent publisher of re!learch works) rebranding 

nlll)' be Wldertaken 10 atcul1Ite l), ref1cet the ideology oflbe new brand, or aller Ihe brands current .. 



associations. Generally, the rationale behind the rebranding of Airtel are consistent with 

Stuarts(2oo3) that corporate rebranding must send a signal to the market out there and 

conununicatc to ~takcholders the uniqueness of the new brand. In this install<=<:, what had 

changed was the look and feel of the new brand and its tag line to signal a new direction. 

Comparatively, the rationale for rebranding Airtel is professionally prudent, strategically viable 

and practically effective. It i~ alw clear that the decision 10 rebrand Aitlel was a good decision 

which among other things was consistent with other reasnns and rationale underlying rebranding 

endeavors in other companies. 

Also, the findings of the study show that rebranding at Airtel occurred in tv.·o major phases, 

internal and external. The internal pha~e involved the planning and strategizing ofthe rebranding 

process and staff awareness of the impending process. The external phase comprised of three 

major changes including Change of Identity, Consumer benefit and the implementation stage. 

The study finds that Airtels strategy and processes of rebranding to be in line with the ideologies 

and findings of the literature. Daly and Maloney (2004) find rcbralldillg as essentially a series of 

successive processes which cornpnse of minor changes(aesthetics), intermediate 

changes(repositionJ and complete change(rebranding).Airtel 's rebranding involved a fair share of 

these changes though it was not in the strictest sense as expressed by Daly and Maloney. 

Thomson (1999), Kaikati & Knikati (2003), Lomax, Hand and. Hankinson (2007) have: al! 

stressed the importance of participation by staff of the existing company in the rebranding 

process. Airtel sought to achieve this through the fonnation of a strong member teams made of 

the entire Brands, Marketing & Communication team with support from other team members 
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being th", Managing Dir«1or, Head of Finance and Human Capital and also conduct numerous 

training sessions and an internal launch for the staff of the company. They were thus able 10 

internalize and create an understanding and appreciation of the values of the new brand, which is 

requi red for a successful rebrand implementation, The optimism of staff translated into a zeal 

Illat helped propel the success of its rebranding, The finding is similar to that of Thomson et ai, 

(1999) which emphasize the importance of staff understandini of the values of the new brand 

and also the need for staff to internalize these values before they deliver them to stak",holders, 

Airtel's rtbranding is al so in line with Kaikati &, Kaikati (2003) sudden eradication Sltategy, 

This strategy, they suggest, is one of the sil{ strategic options or combinations for implementing 

rebranding, This strategy involves dropping of the old brand name and immediately replacing it 

with the new name with little or no transition period. Weak brands are viable candidates for the 

sudden "'radication strategy but companies have to develop a well thought 01.11 strategy for 

handling the transfonnation, 

Last but no! the least, the findings pointed to numerous benefits of rebranding to the 

organiution. In summary, the following bulle!ed points underpin the suc~ss of rebranding in 

Airtc;i, 

L An eighty five percent (85%) brand awareness since its rebranding process. 

[I. An ever increasing customer ba~c way beyond the projected figures, 
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Ill. Less money spent on advertising compared to what had earlier been budgeted for. Thus 

comparing their expected expenditure to the actual expenditure, and the assessed impact, 

rebranding was considered beneficial. 

IV. TIio:: rebranding mdeavor boost~d (h~ morale oftbe staff thereby instigating efficiency at the 

various departments 

HO~'er, 850/. brand aw=n~ss did not neCl:'ssariiy l1'I<'an an 850/0 reception ur acceptanc.: by any 

number of the marht or population. Hankinson, Lomas <md Hand (2007) measure the benefits 

of tIK: rebrauding on fllClors like the acquisition of new knowledge (new strap lines, messages 

nnd values), more favorabl e attitudes and more positive behaviours. The increases in customer 

base of tbe company from 3,354,461 to 4.250,766 describes customer's acceptance of the new 

communictltion, taglines, new slogans and value~. The optimism of staff of Airkl about the Tlt:W 

bmnd which translated into favorable attitudes by staff also tallies with Hanldn;;on, Lomax and 

Hand (2007) findings. Per their study, the rebr.mding of Airtel was beneficial and continues to 

impact positively on the company. 

In conclusion, the earlier paragraphs have shoVl11 that the rationale behind the decision to rebrand 

has been in conformity with scholarly and practical reasons underlying most rebranding 

activities. It also demonstrated that the rebranding process~s Airtel und~ttook were mostly well 

i nfonn~d for a peculiar . ituation. Challengc] cncount~rcd could have been minimized if cenain 

prudent internal considerations were mnde. This notwithstanding, the rebranding has been to a 

large extent, beudici al to Airtcl. 



CHAMERFIVE 

JlNDlNGS, CONCLUSIONS AND RECOMMENDATIONS 

5.0 INTRODUCTION 

This chapter su!l\llW'lus tile findinas. draws conclll!Sion and makes the approprn.tc 

I'I:«)I1lJnCI idations. 

5.2 SUMMARY OF KEY FINDINGS 

R(~earcb question \ , 

The siudy showed thai there are several motives unpinning the motive for tebnmding. SW11rt5 

(2003) ~it:l that C<lrporate rebnUlding mum send a 5ignal to the market and must communicate 

to stakeholders the un;quene~s oflbe oew brands. The findings revealed that [our major motives 

drove Airtel's rcbrllllding namely; the need to position the brand as a global brand. the need to 

Il)()ve from a functiQnaI orientation 10 a more ernotionlllly focused brand. desire for a fresh start, 

Md Ihc plan to CIlSure that the brand projec1ed a lechnologically savvy OUl look. The implication 

is that organizationa l manl¥C I'S <;()n~idering rebranding need 10 undel"!tand motives for !beir 

Tebranding and whether 01' not these motives are in sync with the thinking of the market. 

Rae.,."h q ue:sliun1: : 

The second research 4uc,tion sought to investipte the strategic prOl.;C~es involved in 

rebranding. In the literature STUdies have pul fnrwnd a Dumber of strategic process or steps 10 a 

S:lCCe!5sful rcbw"dini\. Among the most louted l trltegy is the in<;()rporlIt ion of the brand 
SO 



philosophy to both internal and extemal customers, so they can understand the new position of 

the organization (Juntenen et al (2009). It was established by the study that Airtel's rebranding 

strategic processes takes place at two levels or phases. The internal phase involved the planning 

and strategizing of the rebranding process and staff awareness of the impending process where as 

the external phase ~omprised of three major cbanges including Change of Identity, Consumer 

benefit and the Implementation stage. 

Rtseardl question 3: 

This research question was set up to investigilte tbe potential benefits and impact of rebranding 

on the organizations performance. On this assessment, the findings established that rebranding 

has enormolls impa~l on the finns' performance in terms of customer, sales lind profitability. 

5.3 CONCLUSION 

Tbis study was commissioned to investigate the impact of r..,bnmuing on Airtel Ghana's 

operations. The objective set up for the study was in three foldl;. The first was to investigate the 

rational~ underpinnings rebranding a~livitics of the organization. The second was to find out 

wbether there are any strategies processes involved in rcbranding, whiles, the last objective was 

to explore whether robrunding has any benefit or im)Xlcl on the firm's overall performance. On 

the fif31 objective, the study established that four major motives drovc Airtel's relmmding 

namely; the need 10 position the brand as a global brand, the need to move from a functional 



orientation to a more emotionally focused brand, desire for a fresh stan, and the plan to ensure 

thai tit(: brand projected a technologically savvy outlook. 

On the second objective, the study established that Airtel's rebranding strategic processes takes 

place at two strategic levels which are internal and external levels_ The internal phase involves 

the planning and strategizing of the n:branding process and staff awareness of the impending 

process where as the external phase comprised of three major changes including Change of 

Identity, Consumer benefit and the Implementation slage. 

On the last obje.:tive which seeks to explore the benefits of rebranding 10 the firm, it was 

established that rebranding has enormous benefits to the finn. 

5.4 RECOMMENDATIONS 

Based on the major findings uncovered in this study, the follo\\lng re.:ommendations are made; 

L Research is key in cvery rebranding process. Companies wanting to take this path need to 

conduct extensive research on all stakeholders to factor their insights into strategizing for 

rebranding 

II. In rebranding, organisation's should ensure Ihal the migration from one brand to the other is 

not abmpt but rather a gradual change over as companies risk losing Joyal customers with an 

abrupt change. However the circumstances where an imillediatt disassociation is required 

because of what the previous brand stood for, an abrupt change should be adopted. 



IlL Rebranding must be planned, and re-planned with the nc=ssary strntegies long before 

implementation or launch time to ensure a smooth process. Also rebranding strategies need to be 

customized for different companies. 

IV. Time allocations should be made for delay~ in delivery during pllllUling and strategizing for 

rebranding. 

V. A successful rebranding can only be achieved if there is the full SUPJXIrt and participation of 

the staff of the organization. Activities such as training and an internal launch must be done to 

ensure that staff buys iuto the ideologies of the new brand. 

VI. A detailed advertising or marketing communications plan is required for 11 successful 

rebranding as it is the means through which the new brand is communicated to both internal and 

external stakeholders. 

s.s Limilations 

Limitations to this study were generally encountered at the data gathering stage. The informants 

were extremely busy people and so were 11 bit difficult to track down but when they did, they 

were extremely hdpful. 

There Were also challenges offmance and the limited lime available. 
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INrt:RVU':W GUIDE 

FACTQRS OF BEBRANDJNG 

• Does Airtcl'$ new brand bring about Competitive advantage? 

• How has Ai rtel ', brand Stimul91c growth from il3 time as Z9in? 

• Long terms market expansion. 

• How docs rebranding brought Innovation and ProfiUlbi lity to A irtcl1 

• What i~ the status of A irtcJ 's current brand? Wu ftnything wrong? Does our target market 

understand the meaning of the current bJ'Md? Is re-branding farfetched? (Brand audit) 

• What is Airtel'$ position with ~gard$ to the new brand? 

• What is Airtcl's doi ng to ensure that yOW" bIanoJ is keeping up with the industrial 

changes? (Merketing and Convnunication Sh1ltegies) 

• What do you (Ail1ci) want your new brand to be that it is not? 

• What .... ill the ne w brand do for the Company? (Brand obj~tives) 

CONC[ns OF REBRANDING 

• Do you aerec that rcbrandiuf!' CWI result in higher salC$ of oot only 011(' product 

• How is Airtc! 's current orianisationai culture supporting the current brand? 

• How has the new brand eatered for the organisations current cnstomer base? 

• How i5 the current brand affecti ng the oreanisatjonal image and positioning? 

• How did your human ~urces bas.e suppol1 the tnlnsilion of the new bnmd during the 

rcbranding process? (Q ualificat iOns, knowledge and commitment) 

• How long did it take? 
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EFFECTS OF REBRANDING 

• 

• 

What intentions have inspired tbe changcs on Airtel? 

What docs Airtel gain from the acquisition of a new Brand (What do you bring to your 

customers)? 

• Currently, what is Airte\'s market position? (What does Airte! want to be?) 

• 

• 

• 

• 
• 

• 

• 

What arc Airtel's competitive advanlages? 

How can Airtel respond to customers' constantly changing Ileeds? 

In the process of internationalization, many companies improve their Image through 

cooperating with sporting events. What did Airtel do in this field? 

Has Airte! customer profile changed? 

Why should anyone care about Aine!', new brand? 

Is the goal oithis rebrand a stepping stone (evolutionary) or a milestone (revolutionary)? 

Wi U this rebranding solution work in 5, 10 and 15 years from now based on what you can 

anticipate? 
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TRANSCRIPTIONS 

REStARCHER: Whit does Airtel cain from the acq uisition of a ne ... Brand (What du you 

brill, IU lour eUS<lomtn)? 

B&MCM : Ailtel entered into this market ... i lh 811 entirely different approach and strategy from 

that of Zaill and o f course the bad."ruwld of the busiues! detennined how the brand v~!ues and 

philosophy was positioned. In terms of competitive advanTages, we entered this market and had I. 

number of competitol1\ about four of them. Per our brand building and bmnding sttaIegy, our 

first eludlenge lIad to do with colours and Ther!: WU II compc:tiklr wi th virtually the wnc colour, 

which i! Vodafone. We had to differenTi ate ourselves in several Wl:l;les 

• OurcommuWcaTiOil had to be differentiated 

• Our product offering had to be differentiated 

• The brand approach in terms of philosophy had to be diffcrentiated 

Our brand philosophy esscnlially tal ks about the po~r of polCntial lind that IS a unique 

philosophy in which we: approach virtually everyth ing concerning the brand both corporate, 

product offering and communication out there as a blUiJ1C$s. So in I~ nu l~hell il has giycn us 

lhat competitive edae over The yean. Of coune. _ hsve come a 10,", way since 2010 and oyer 

the yca~ there has been several changeJ which h are all meant to adapt to the changes and tastes 

of COllsumer9, 

QUES: Were yoo only driven tbe w»olur .in,ilarity ... itll Voda rODC? 

R&MCM: Our rebrandlng took place only Inst year and I would try to ellp lain the philosophy 

behind this rebranding. Our colouJ'$ are clearly similar to that ofV odafone, that is, red and whi te 

bQt thai is nol lhe basi$ of oor decision to n:brand. Our n:bnnding as a brand Alnel was based 0fI 

the deeision thaI we nc(d to be more compel itive at the Global !evel. CO!l5Umer re5C:lrI:h was 

conducted on dIe brand across all the markets that we are established and it wa~ found out that in 

!emu of global po$it ionlng, we wen:: not competitive enough in tcrm$ of our brand ofTerin" and 

Dill brand messago:: buT not our product . 11>e imagery, the percepTion COIl5WJler5 ha~ in lheir 

mind about the product 50 the dec ision WIIlj taken to o:bnmd. Rcbranding could take severnl 
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fonns. Some could juSt be a changt in the ~o, il eQuId be a rcfre~hing of UII: ~, or Ihe <kt:p 

rebrand ing itself or the ab!-Olule rebranding itself where you would thange your brand logo, your 

brand imagery. the look and feel of the brnnd. and ver; importantly, your mission, )"Qur vision 

and your values. TIlaI is total rehrandina which is whal we did lasl year. So there was a total 

rebranding that went II(:ross the brand philosophy, the hrand essence, thai. is, wha t the brand 

stand$ for, lhe brand values, the eOl"J'O'"ala identity, that il whal the COIIIWTlCrs out thCTe say about 

you. So it was a Iollli rebnmding which WIIS dri ven hy a wrong pen:e-ption of eQnS\llTltr.l about 

the brand and the (aci that ~obally, in tenM of hrand image, we were not tompclitiV(l enough. 

So the output of this process is to essentially make tht! [{Jul and feel mute emotional and draw 

more affin ily to tn. hrand. Previously, the brand was seen more as a fun(:tional one. We were just 

sellin, prociUCIS .... iihout a real affini ty Mralcgy behind il. The clIf"!"ellllook and teel which is the: 

output of the r<:branding is ~ant to connect back to Ihe collSumer and lay more emphasis on 

how we ~onnett to the consumer not only thT()ugh our product offerings, but even om 

CQmf11unicalion, tbe look and fcd of the brand, the new vision and mission statement are our 

consumer focused. 

RESIi:ARC HKR: Almost 12 montb, down tbe lill e would you say that all th~, e plans bave 

stilUu l.t" growth in a n}"lI'ay? 

B&MCM : S\lre. We ha\'e a re!!eruc h that measures how we fan: in the market in terms of our 

brand building activiti es. A$ a matter of fact the rebranding took place in November/December 

last year (2014) bot we started II deUbe-rate strategy to have a different approach to our brand 

bui ldina 51ratciY and the whole approach was 10 draw affi nity for the bnOO so 9 1TI01Itlu doWII 

the line, it has really shown in (he research that our brand (Airtel) i5 the most loved brMd, as ill , 

the brand Ih!! conllects the most to customers within the kleeommullications iDdustry in Ghana 

and if you \lnderslalld what the bnlnd pyrumid is abuoJt. you would cJl:arly Wlderstand that 

moving from J% on bonding SCOre!! ot what is called convection in lbe FMCO(fast moving 

consumer goods) world 10 II current score of29"10 in that period which is & huge leapfrog, it tells 

you that both the brand building stt1l1ti!y 8ud the rebranding has really driven home the strategy 

of cotuleclina 10 the consume,"" u$i1l8 our prodllci offerina. our imagery out there and e~hing 

we do II.~ 8 bus ioess . 
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RESEARCHER: What arc Ib~ iPdiu lon 10 .how tblt YQur co .. pany hill! made tbis 

momentous leap? 

AB&:MCM : Somt measurement and matrix tMI tell! you how you arc faring out tlxre in 

relation to competition. One of such measures is 10 whM extent do you have consumers "showing 

love to the brand" or to what extent they connect to the brand in terms of your product offerings. 

how Ihey perceive the brand in 8. positive light, thaI is, t~ affinity bit of il . Also to what extem 

arc. they using your product!? lbat is KPI (Key performance inclex) or Matrix munber one [0 

rneasun: it Also, to what extent they !lave your brand top of mind? For example, if I walk: to you 

as I. Cl,I:;lomer wslng a mobile phone and I IUk yo u which network you P"'fer? At that moment, 

would you mention Ail1cl or a competitor? That is another matrix. It is cal led top of the mind 

awareness. Then there is lUlother matrix thal181ks about one being II potenTial customer ofmob!le 

phones or <t OOI\SUme£ o f mobi lc phones, wh ich Sim card would you consider which is what we 

call COIlsidcration? The.~ are more or less te<:hnical malrix which we use in measuring the 

grov.1h of the brand lind to II larget extent its pro tl!ability and its value as a brand Airkl. So in 

the busino:ss world, you need to measure what you do . These are lhe backbone or drivers of 

revenue . They may not btina in cash directly bul indirectly, they influence revenues thai come in. 

For instance, if customers don't have yo u top of mind, it means, you are nut t:~Jily R:cal!ed in th~ 

market. It also means tMI they may not pUN:ha.se your SIM caW i f a polential new e\1Stomer 

wants 10 pick up a SIM card. II also meal1!5 lhallhey would not be consideri ng your I:rand when 

they want to take II dec:i~on concerning the brand. So invariably, all these contribute 10 your 

revenue at t1~ end of Ihe doy which i$ what you Brc in business for. Remember that the brand in 

itse lf is !Ill asset so ifi t is nOI delivered , then you have II weak brand. 

RESEARCHER: Wind are the plaas to easure tbat thi, p henomenal quantum leap in DI. 

ICr"" is llIaiJuained ..-llIlpt"(lud u[lOa1 

AB&MCM : At the beginning of every year, we have II slralcgic approach to our bnmd b uilding 

lIC1ivitiu and at the beginning of thi s year our focu! wa~ either sustaining that score and better 

still improving on it 1L'I a m~tter of fact because yo u see, it is one thing getting to the top but how 

yo u ,uSlain il is anothl-r story altogether. The good thing about brand building b the fact that 

what you do to reacb where you are, )'ou either ilflll"Ove on it or you sustain it which in SUlIlegic 
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tenDs means its either you want 10 grow or you just want to sustain your current level of 

performance. We WtlnitO grow "s a brnnd Dnd ii's 11001 jU9t about having con~umer affinity to the 

brand. The consumer affinity must reflecl in your product pickings or usage. It must retleet in 

your customers also patronizing your producl offerinp e ither than that you are 11001 in business.. 

So you have a very good bmnd thaI peoplt:: arc: also happy about, people are abo excited about 

the things you do but if it doesn ' t bring money, there i, a problem. So with our stralegy, yes we 

lire IuIvinS people singina your song bul il must reflect in what you d o. A typical example is the 

nrllegy o f ensuring that we conned to the consumer doesn't ~ct us in doing lICIivi ties lhat 

excite the consumer. What we call our pas~ion points. So we lulve huge sponsorships with 

Rovennan fOl" thei r qlUlrterly theatre productions which delight our consumers from an emotional 

poinl of view, Wilhin Ihal s~ of deliiJ1ting them, you sllould be making money 1$ well Adorn 

Praiz which for us is the bilges! Gospel fiesta in the country at the moment, our ARS (Airtel 

Rising Sl8rs) holdings and Golf. These are p;mion points where we COMcct with our consumers. 

So the stmtcgy now is to sustain and grow and the growth is made from the incremental sales 

that we make from every front. New CU$l.omers rominJ in from every front is part o f the &rowth 

strategy. You can build the bmnd up 10 a (Xlint but the braad mUSI del iver you business. The 

assets must deliver the business. 

REsEARCHER: Whll l do you want to sce or the co""l ay that il is not II the mornul? 

M&CO: Personally, I wanl to see a arowing base of customers. In terms of customer numbers 

we arc tbe fourth on the market so if you a~ leadins in lerm~ of eOl1$umer affinity or loyalty, il 

means you eurrent basi: of customet!l are loyal to you but the question is how big are you in 

tenns of numbc:l1! ill relation to competitors? I want 10 5« an exponential gro .... 1h where we can 

reach the top because if you are number one in tenn3 ofloYlllty, you should 11150 in terms of cash, 

numbers as in customer base. TImt's what I want 10 5«, 

RESEARCHER: Wbl Is it tbat your competitors may be doing to beat you at the 

mOment? 

M&CO : This industry is an inltre!ling one. John CollilU IlfI expert in $1f1l1egy developed the 

Hedgehog principle. For him it is essential that you fOtus on your strategies., your key activities 
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no matter what your competitors lire doinllllnd you shl1 eventually get your result. Within the 

tel«ommunications industry in Ghana, what is happening is that there are so many prodUct 

offerinas and inno,·ations that are coming up and each player wants to eitheJ respond or leact 

which for me is not the best of strategy. Within the sph~ of strategy again, all ofu! (telecoms) 

are in the business of providing se\Vices to cu~tomers which is OUT mis.sion. However, the visions 

diffCf. How we al Airtel WIIn! to deliver out mission to our customers would probably be 

<.lifferent from MTN or IIny of other Te!ecorrununication Companies. So if we stick to our brand 

vision iUld our core va.luc3, I believe that we don't have to nece:uarily follow the path of our 

competi tors and react to what they do. It b good to Jearn from competition. II is llood 10 pick 

ideas from them. I would want to iO into theatre and music. May be, Tigo would want to do 

fOO(balJ . H(lw we implement Olr ideas would surely differ from what Tigo would want to do 

though the two adivides touch on the- emotions ofcmtomers. 

RESEARCHER: Has your marketing pud communication plan se rved your purpose? 

RMM (Accra & Tern.); In tWlU of our marketing and communication strategies, it is oot 

static. It changes as frequent as every three month5 as II matter of fact. However, the overall 

approach of the annual view remains the same. So this year for example, our strllteiY is to ensure 

that every carnpllign that comes on board in tcrms of a revenue driver. a hUile campaign. a 

thelllati~ campaign, it must stllY on air nO( Jess than three months. That is key for us. One of the 

key clements in Out mllJi(eting communicalions strategy Is our events and sponsorship aside all 

that wc do in tenns o f the above the line TV/RioIJi(l, they playa very crucial role in 1er0t5 o f our 

brand positioning out there. As a brand the re are key focus ru-ells thot we look at it: music lind 

theatre which is why we are big on the Rovermall platform and Adorn Pfaiz which has been a 

hu~ aame changer for us, sports (with II SU"OfI8 emphasi! nn football) particular the Airtel Rising 

Stars and Millennium Marathon. These are key focus areas which would ran throughout the year. 

If .... 'C complete this year, we would do a review and decide whether v.'C want the follow these 

PQtns or otherwise iUld thllt is olt ly possible after a brand audit. Again, digital is a key driver for 

us as tel ccom bwincss with emphasis on social media. The way we use social media is more a 

case of product otTering and customer experience un I digital space. By Itext quarter, (Our 

quarter starts in October), we would be having a change in the digi~1 strategy. Then as an 
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annual view as we!! as a quanerly view 10 our stnuegy. Annual view is enshrined in the strategy 

to show how ">\Ie intend to deliver Our communication throughout the year. The quanerly view is 

to review the strategy and see where some tweaking can be done and not neces.wily chmging 

the stralei)'. What we would be doing is about reviewing an aspect of the slrlIte&y for the year 

where we want to be mort brand building or social convena.tion focus than product offerings on 

a digital space. 

RESEARC HER: How imporla lll'" b .... d .udillO your rebraodinc proc=(:$S? 

B&MCM: Brand audit is critical, not necessarily for rtbranding strategy and if you art in an 

environment where you are in a go to market brand, it is not every brand that is a go to market 

ODC. 00 to marit.et means your focu~ is on sales and rn.arketiDg. Some basinesses are nol 

nC(:e~sarily sales lUld market focused but this tTlvironment is "go to the market~. Good e)[amples 

of a business that do real brand building art FMCG's (fast moving CODlumer goods) . The believe 

ill that when you invesl in the brand, it shows in the bottom li !"le. BBnd audit, depending on the 

Slrategy of the business, ofteJI LiJlKs, is an annUlI! " ITair which is to review the overall 

performance of the brand right from the brand propositioning. This we do from the 6 P's. The 

proposition, the pricing so there again you bring in the finance people nol to only talk of price 

the products but profitabili ty. We also do promotions.. how your communication is faring out 

there. We dn place audit, that is, your distribution compared to competition as well as thc people. 

We revicw all the e lements in teml.S of how consumers relate to your brand. These are key 

perfOIl1lMCe indices Ihat ),OU need to reyitw foc over a reasonably lenii\hy period (about 5 yean) 

to get to see a lrend. Based on that audit. then you Imow that you either have an opportunity or an 

issue with the brand. So that opportunity or issue is what you term as Problem statement in 

PIOjecl Management. You therefore have to metamorphose this opponunity or issue illio a 

business case- which we typically call a job 10 be done. If you pul Ihis through a business case, 

you now think through what must be done to bring results to this bUSiness case. So you arc 

lookina at your communications, your sponsorships, your products and more. So the brand audit 

is very critical. If you do a brand audit on an annual basis, you are giving the brand an annual 

view in the sense that you don't bui ld a brand in three months or sill; months. AI least Im:l~ 

months for you to know whether your communications have had the desired impact on the 



bottom line or the brand itself, So businesses that want to see a turnaround in three or six months 

arc tre8(ling a dangerous path, Let us not fOf¥ct thai loyalty to a product is developed over a 

reasonable period of lime and nol Ii :;bort period. The aud it is th~ not for j USl the rcbrandin& 

process but the annual strategy in terms of the brand in the New Year, 

B& MCM : Certainly, you would need the experts to do the job like any other field where yoo 

ne.cd a ~ ertain criteria to re<:ruit people into an organlUltion For a brand and marketing 

(ommunio;ation role as well, you would need e.~pert hands, Withi n my unit for example, there are 

individuals in charge of brtl.nd development (creative ideas), Brand management (strategy and 

execution), Communication (through traditionul media TVlRadio) essentially m edia buying, 

Digital management (web. socia l media, starch engine op(imization), There is also an events 

team Which is where wc do our connection with our conswnen and the)' manalile all our events , 

Within this same uni t, because wc do a lot of advertising and collateral development, we 

command huge marketing budgets, We ha,'C a budget pefJOO, (I finance person who manages the 

budget, It depends on the structure of thf; organization. The iolliv illlU;ll UVeT:set:$ payments to 

Vendors. processes. making sure lhal we don't overspend, We have Individuals who have been 

properly trained and are qualified 10 do the job. 

RESEARCHER: How h.ve then pla ns Ifredcd the . hort, mtdiurn . nd long term plan! of 

thr rebraoding pIVUSS? 

B& MCM : We do rev iews for quite a number ofreS'101U 

• 

• 

1I0w the company has fared wtd whether the stnItegies being implemented can Ifl3( into 

the future? 

Whether tbe current strategy is the be.~t or needs some tweaking 

We do that typicall), on a qUar1erly basi! , II does not mean that when _ notiee something we 

don't '[lend 10 it, We would bul il would be thut dramatic from the ini tilll plan. So those reviews 

help us 10 taXe the right dec isions on going strategies and auto pilot activities. Tile review should 

be able to te ll ),ou whether you have !O ehange or otherwise especially with competition in mind , 
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Medium term, profitability that is to deliver the figures for bottom line. Short term you want to 

~e how cnnsumers pick your sim cards, products and in the long term, where you want to take 

the brand in the long lerm. However, the core oCthe strategy does not cbanae. 

RESEARCHER~ Any major ~haHmges Miong the ".y? 

RMM: Business i! full of challenges but it is th~ approach to these challenges that would make 

you win or otherwise. In our case, v."e have been using ladical communication to build our 

brand. It is just like the popular saying where you don' t expect 10 get different IWlUItS when you 

do thc ~c things. We realized that we ne«led to chRoge from II. funetimal appma<:h to more of 

IIIl emotional approach to our communication which is wh.t has dooe the trid: for us 

RESEARCHER: How blve you coooeded with your customer bue for feedba ck 00 your 

Jcrvlce$ 

RMM: Research is a key tool in nny brand building acti vity and it depends on lhe kind of 

research tool )'ou want \0 u.sc at the cod of the da)·. Lets look at a couple of research tools that we 

have ustd here to get an undcntanding of OUt consumelS changing tastes and neWs. We do 'what 

we cal l the tJrand chc:ck. Its. huge and a comprehensive research which gh'es an insight into 

consumer behaviour aod 10wi11ds our brand and product Wld how thcy percicvc thc brand 30 you 

gel an understandina ofwhal they arc thinking,how they lire fcelin.g,how Lhey an:: rt:SJXlooing 10 

the brand lind the: product and it com~ on a quartc:r\y bl!si~. We: draw deduclioflS from those 

rtpon.~ lind make inferences which reeds block into Our plaru. Then \lit do what we call tile voice 

of the customer on. a ..... eekly basis. We ~pcak to CUSIOmtIli \0 get a sense of how they are doing in. 

ternu of the product whetller the: product is meeting their needs or otherwise. So for us, research 

is a key pan o f OUt acrivi lies either than lbal )'QU have a disconnecl willi your CUSlomers. Beyond 

just the USUIl I formal researches , as bnlnd builders, it is very key to connect back to the customer 

or consumer, So we typically have to do wllat we caU consumer immersions. Every now and 

tbc:n, \lit need 10 so oul 'here and talk 10 our customers to really iet I SCIL'II: of how they are 

f«'li n.g 10 lhe exlent that people go and stay with consumers 10 get a sense of how their da)'$ go 
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and understand their consumption patterns and the product they use. In that vein, you get to 

know and plan how 10 design a product which fits into the lifestyle OfyOUT consumers 

RESEARCHER: Has the customer profile of Airtel changed that much which has caused 

you to rebrand? 

B&MCM : Typically, any product offering or any brand have what's called the cote targets, So 

if you have a core target, you would definitely have a secondary target. The core target is 

normally put within a range so that you capture the similarity betwe<:n age groups or Living 

Standard Measures(LSM'S) or even their spend habits but typically in any market approach, you 

would want to use lifestyles which is why you have the LSM offerings. What i am trying to say 

is that, the target is given within 3 range so that the similarities within these ranges are covered 

which is your cor<: target. You may have secondary targets which may not necessari ly be your 

focus. So in essence, your product offaing targeting LSM's 3-5 can be consumed by LSM 5 so 

that becomes a spill over into the targeted LSM which may not necessarily be your focus. The 

point hert is that, when you define your target, it restricts you, it guides you, it ensures that you 

are on course and you are on target with your offCTing. So if it so happens that a certain segment 

or a certain LSM still accepts your offering, it is an added advantage for you which you wouldn't 

neceSsarily consider as a failure in tenus of strategy. 

RESEARCHER: Wb,· sbould nistillg or potelltial customcrs care about your ded!ioll to 

rebrand? 

M&CO: You do not just stand up and rebrand. ¥ou would want to rebrand because of a 

feedback. thai you have taken from a research as a matter of fact and that feedback in most 

instances should be a consumer feedback. So you are not rebranding because you feel like 

rebranding. You are rebranding because there is the need for it And that need should be a 

consumer need. So to answer your question if they should care, yes they surely have to care 

because they have given us feedback in the first p!a<;e which has led to the decision to rebrand 

RESEARCHER: Do you have a team that was and is still primarily responsible for your 

rebranding adivities? 

" 



AB&MCM: Building a brand is not necessarily the duty of the Brand Managers alone and for a 

brand like an Airtel, every employee is a brand manager and the Chief Brand Manager is the 

Chief Executive Officer oflhe company. Our core job is to ensure the sanctity of the brand and 

that all the strategies are developed, conceived and implemented. The thing though is that if you 

need a strong brand, everyone needs to buy into the brand. The brand is an asset which is what 

most people do not understand and every asset has people behind it and the people behind this 

asset are its employ~s. That is why if you get involved in any negative act or misfortune out 

there and you work in a particular company, most of the time, they would say"X person who is 

an employee of the company". This is because you are part of the brand and that is why people 

need to be careful when they go out there because what you represent is seen by the consumer. 

Typically if i live in a community and everyone knows that i work at Airtel, how i carry myself 

is a reflection of the brand Airtd. That the Managing Director or Chief Exccutivc Officer who is 

the first person of this business is the most notable pcrson. He/Shc is the Chief Brand Manager of 

the business. What she says carries power and does out there carries a lot of impression and 

power about the brand. So everyone is a brand manager just that the key people who are at the 

Marketing & Communications Department are the Chief Drivers of the process. 

RESEARCHER: What should we make out of this decision to rebrand in the yean to 

come? 

B&MCM : I am absolutely convinced about that and i am very certain thaI Ihis brand would 

reach the heights that we ex~t it to be espedaIIy on the global front. A brand that you can S~ 

in multiple countries with the sante message, which is, A SMART PHONE NETWORK. 

RESEARCHER: What is specM about this theme? 

8&MCM: The future of the Telecoms industry is hinged on the devices that are used in 

transaction and the world is gradually gravitating towards Smartphones. This mobile device to a 

large extent has replaced the typical computers that we know off. We are saying that all the 

offerings that you need with the Smartphone networks be it your digital needs or what have you 

is within Ihis network, that is the Smartphone networK. 



! RESEARCHER: Whllt recommendaNont woald you make Ihl' you would .... nt carrifll 

(lUI in the foneablc futu re? 

AR&MCM : My recommendations would bother around three things; 

• 

• 

Cun~ i~ tency· You ncoo to be consistent. We jusl started. We arc: gaining and gathering 

momentum. The results are coming in. We ju~1 Il~v~ 10 ~Ii~k to that game plllll IIIJd we 

would gel 10 me promised lan(1. 

Mtasuremenl-We need to continue to measure progress which i9 where rCi\eftfCh iB key. 

If you dont know what your consumers are thinking and you keep bombarding them with 

information overload. then you are on a wr(lII& palb. You need 10 know feedback from 

your ~Oll'lurners which come as a Te$ul\ of measurement. 

• Illllontive-This is very key. This is II. bedrock to sustain you into the future . If ),ou do 

not innovate, you lUl: killing your business. So wi thin the same rebnmding framework 

thnt we have come out with. We have 10 inoovllic in tcnns of our product offerings, other 

than that, we would be static. 

All ied \0 all th~ three points is dllll we need to be flexible and ad3p! to a situation wbich YOII 

could relate 10 consistency. Adapting also means that you need to go back (0 lbe COO5l111lCr and 

Come Out with new ways of doing things. The fact that we have rebranded and after a year the 

feedback is not ..... nat we expected, it docsn' t mean that because Wf: want to be COnsistent, we 

would still do the same tltingi. You probabJ)' oeed to look 81 your strategy again and aDtt to 

reh rand if that is the best W>!y to go hut anyone wb<l understands the core of brands knows that, 

~vcn if you rcbrand thin g~ about the brand do not neccs,ari ly change, Either than that, you are 

intmducina an entirely new brand al togc1her. 

Every business ought to realise that d>e biggest II$SeI they have is the brand. Most peoplc dont 

know thaI, The brand actually sits in Ihe mind of the CO nsumer and which is what you need to 

manage. The bii brands ofmis worl d, whalll-oey have been able to do is that they have ~n able 

to connect with their customers because they undcrsland tllnt power that a bnIOd !ius in the mind 

of consumers 



Also, most people have a parochial view about branding. People think that branding is about 9 

logo or some communication out there. Far from that. A brand has a personality which is made 

up of values. What sits in the minds of consumers is not necessarily the logo. The logo just 

brings to mind what the brand is about. It is the values of the brand that matter and i will cite you 

an example. If i mention BMW, something comes up in your mind. Ifi mention Mercedes Benz, 

something comes to mind and has to do with perhaps the values and functionality these brand 

offers. So you may have not driven or be owning a Mercedes Benz but because of what you 

probably have heard and it has created a perception and a mindset, perhap~ tht vaiUt of that 

brand is sitting in your mind and that is what pcoplt need to manage. People will pick your 

product when they buy into your brand. They do not pick up the product before the brand. They 

pick the brand berore the product so it is very key that w~ need to manage brands. 
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B&MCM .. .. ............. Brands & Marketing Communications Manager 

AB&MCM ...... . ........ Assistant Brands & Marketing Communications Manager 

RMM ...................... Regional Marketing Manager 

M&CO .................... Marketing & Communications Officer 
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