Emerald

Journal of Product & Brand Management

Emerald Article: Brand mergers: examining consumers' responses to name and
logo design

Joana César Machado, Leonor Vacas-de-Carvalho, Patricio Costa, Paulo
Lencastre

Article information:

To cite this document: Joana César Machado, Leonor Vacas-de-Carvalho, Patricio Costa, Paulo Lencastre, (2012),"Brand mergers:
examining consumers' responses to name and logo design", Journal of Product & Brand Management, Vol. 21 Iss: 6 pp. 418 - 427

Permanent link to this document:
http://dx.doi.org/10.1108/10610421211264900

Downloaded on: 10-09-2012
References: This document contains references to 63 other documents

To copy this document: permissions@emeraldinsight.com

Access to this document was granted through an Emerald subscription provided by UNIVERSIDADE CATOLICA PORTUGUESA

For Authors:

If you would like to write for this, or any other Emerald publication, then please use our Emerald for Authors service.
Information about how to choose which publication to write for and submission guidelines are available for all. Please visit
www.emeraldinsight.com/authors for more information.

About Emerald www.emeraldinsight.com

With over forty years' experience, Emerald Group Publishing is a leading independent publisher of global research with impact in
business, society, public policy and education. In total, Emerald publishes over 275 journals and more than 130 book series, as

well as an extensive range of online products and services. Emerald is both COUNTER 3 and TRANSFER compliant. The organization is
a partner of the Committee on Publication Ethics (COPE) and also works with Portico and the LOCKSS initiative for digital archive
preservation.

*Related content and download information correct at time of download.



Brand mergers: examining consumers’
responses to name and logo design

Foana César Machado
Catholic University of Portugal, Porto, Portugal

Leonor Vacas-de-Carvalho
Evora University, Evora, Portugal

Patricio Costa
School of Health Sciences, Minho University, Braga, Portugal, and

Paulo Lencastre
Catholic University of Portugal, Porto, Portugal

Abstract

Purpose - In the context of a merger, the management of corporate identity — in particular of corporate names and logos — assumes a critical role.
This paper aims to explore how name and logo design characteristics, and specifically figurativeness, influence consumer preferences in the context of a
brand merger, in the banking sector.

Design/methodology/approach — This study develops a typology of the alternative corporate identity structures that may be assumed in the context
of a brand merger by drawing on a literature review and secondary data, as well as an exploratory study analyzing consumers' preferences regarding
alternative branding strategies.

Findings — The results suggest that there is a clear preference for figurative logos. Furthermore, there is evidence that logos may be as important as the
company name in a merger situation, in terms of assuring consumers that there remains a connection to the brand’s past. The data show that the logo
chosen by consumers reflects their aesthetic responses, whereas the selected name reflects their evaluation of the brand’s offers or its presence in the
market.

Originality/value — The paper uses an innovative research design which gives respondents freedom to choose their preferred solution; hence, the
richness of the results is enhanced. The results should guide managers in their evaluation and choices regarding post-merger branding strategies.
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An executive summary for managers and executive
readers can be found at the end of this article.

1. Introduction

Name and logo are key components of brand identity, since
they are the most pervasive elements in corporate and brand
communications, and provide instant recognition of the brand
(Schechter, 1993; Henderson and Cote, 1998).

The reasons why a corporate brand name or logo might
change are numerous, but a merger between two or more
companies is a major one (Muzellec and Lambkin, 2006;
Stuart and Muzzelec, 2004). Moreover, the tendency for
companies to merge has increased considerably over recent
last years, across virtually all industries, and this trend is
expected to continue rising (Ettenson and Knowles, 2006).

The formulation of a post-merger branding strategy is one
of the more important organisational and marketing tasks that
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arises from mergers (Balmer and Dinnie, 1999; Brooks ez al.
2005; Melewar, 2001). Understandably, there has been
increasing interest in the role of corporate brands and
corporate communications in merger activities, both in the
general business press and in academic fields (e.g. Bahadir
et al., 2008; Balmer and Dinnie, 1999; Jaju et al., 2006;
Melewar and Harold, 2000). Yet, relatively little academic
attention has been paid to the different name and logo options
available to a new corporate entity, and to the authors’
knowledge no empirical research has yet addressed branding
strategies from the perspective of individual consumers. This
paper seeks to address this research gap, by exploring
consumers’ brand identity preferences in the context of a
merger. Specifically, it considers the degree to which name
and logo design characteristics influence consumer responses.

The paper is set out as follows: we begin by reviewing
relevant brand identity and logo literature, and specifically
discuss the impact of a merger on corporate name and logo.
From here, the study is described, the research results are
presented and discussed, the limitations are noted and future
research directions are outlined.

2. Literature review

2.1 Brand and brand identity signs
Branding is a central concept in marketing, and the particular
importance of corporate branding has been highlighted by a



