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Rebranding has become a popular topic to organizations, banks 
especially, in the past few years. The study sought to ascertain the impact 
of corporate rebranding on an organization‟s image and performance. 
Factors that cause rebranding and the measures that organizations put in 
place to promote positive image and enhance performance after 
rebranding were also examined. Through convenient sampling technique, 
114 respondents comprising of customers and employees from the 
Agricultural Development Bank, Sunyani branch were interviewed. The 
study revealed that, respondents (customers and employees) saw 
competition as the major cause of the bank‟s identity change. They 
however had opposing views on the effect of the new identity of the bank 
on its image and performance. The employees observed that the bank‟s 
performance had improved through new measures such as training and 
development, provision of logistics and deployment of new technologies, 
customers were unsatisfied with the branch‟s performance because they 
felt that certain issues such as malfunctioning of the ATM, insufficient 
number of tellers, long transaction time and congestion in the banking 
hall had been ignored by the bank. Among other things, the study 
recommends that the bank increases resources to ensure better and 
quality service provision. 

 

1. INTRODUCTION 
 
The financial industry globally has undergone a substantial transformation over the years. The 
effect has been evident in changes in the manner financial services are delivered to customers 
(Domeher et al., 2014). Sweeney and Morrison (2004) contends that innovations in the banking 
industry have changed retail banking as far as the delivery of financial services is concerned. 
Nevertheless, the need for innovation, especially, in financial services has never been more intense. 
Conversely, for any products or services to succeed, the target market should be able to differentiate 
one product or service from the other. Marketing oriented companies use branding to create an 
identity for their products, services or company in the mind of consumers. Boone and Kurtz (2002) 
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contend that one of the important elements of a product is the brand it carries. This enables 
consumers to differentiate an organization‟s product or service from that of their competitors. 
Branding is a key element of a firm‟s marketing strategy. Strong brands help to establish a firm‟s 
identity in the market place as well as to develop a solid customer franchise (Kapferer, 2004). A 
strong brand name can also provide the basis for brand extensions, which further strengthens the 
firm's position in the marketplace as well as potentially enhancing the brand‟s value (Aaker & 
Keller, 1990). As firms move into international markets, branding plays an important role in its 
marketing strategy. In particular, a judicious branding strategy provides a means to enhance the 
firm‟s visibility and integrate strategies across national markets (Khermouch et al., 2001). 
 
In branding, much thought and efforts are invested in logo designing, product naming or even 
service uniforms designing. There is continuous exposure overtime to potential and existing 
customers from the brand. However, over a period of time, most brands lose their significance in the 
sight of their consumers in particular and even the market. The rapid changes and challenges in the 
retail market for example have caused some institutions and organisations to introduce different 
branding strategies to enhance brand value which are difficult for competitors to imitate. In 
achieving such goals, rebranding strategies (Muzellec and Lambkin, 2006) are the most common 
practices used by marketers. Both internal and external causes can trigger an organization to 
rebrand. Business structure changes (Lomax et al., 2002), new image requirement (Gambles and 
Schuster, 2003) and upgrading of a firm‟s personality in the minds of stakeholders are some of the 
internal causes of rebranding. Among some of the external causes are external stakeholders‟ 
perception, competiveness, marketplace shifts and economic slowdown (Goi & Goi, 2011).  
 
Singh et al. (2012) observe that contemporary rebranding can take different forms and must not 
only be limited to the change of a name. When consumer perceptions, attitudes and behaviours are 
changed due to a change in a brand that leads to a positive market growth, rebranding could be said 
to have taken place. The scope of such changes could be as minor as slight changes to the company's 
graphics and logo or as major as a full-blown name change. Changing any of the visual brand 
elements like logo and colour can basically be termed as rebranding. This could be done through 
advertising, packaging design, corporate stationery and literature, staff uniforms, livery of vehicles 
or the corporate identity and trademark. By launching various marketing programmes such as 
integrated marketing communications, marketers aim to create new brand associations and induce 
customers‟ purchase intentions. 
 
However, the outcomes vary between different brands. With such changes, some brands are 
successful in delivering new brand images to their customers, while others fail to impress or be 
accepted by their loyal customers. Thus, it is worthwhile to investigate factors affecting rebranding 
outcomes and to assess the possible indicators of rebranding success. According to Kay (2006), 
activities of firms are geared towards a greater distinctiveness due to increased global competition. 
Corporate image surfaces when variables that are supreme in maintaining competitive advantage 
are considered. For Dowling (2001), an image refers to a group of meanings which is used to 
identify an object, used as a form of description, remembrance and relation. He asserts that a person 
will only credit an organization good with a positive reputation when their personal values 
regarding appropriate corporate behaviour is the same as their beliefs and feelings about that 
organization‟s image. 
 
Rebranding relates to the creation of a new brand element with the aim of creating a new image or 
position in the mind of stakeholders. A good and strong corporate image can have a positive impact 
on managers, investors, workers and customers‟ evaluations. However, in recent times, a brand is 
not only an efficient tool for managers in competitive markets, but also a strategic necessity that 
helps organizations in creating more value for customers and creates sustainable competitive 
advantages. Valuation of brands is possible through the concept of brand equity. Brand equity is the 
added value that an organization obtains by its brand name. Factors such as perceived quality, 
tendency to pay higher prices, brand popularity, and differentiation are some of the constituent 
elements of brand equity.  
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Creating a powerful brand over time instead of short-term strategies has been taken into 
consideration by many organizations. These organizations have defined the strengthening of their 
brand and its by-products as a major part of their business strategy. The position of brand in 
business has expanded to such an extent that modern management can be called brand 
management. Munoz and Kumar (2004) observe that anything that is not measured is not managed 
and this is a well-worn catastrophe in management. However, they contend that the evaluation of 
an organisation‟s brand strength and success is at its embryonic stage. Although intangible assets 
are undoubtedly the largest component of corporate value, according to Munoz and Kumar (2004), 
brand often form the largest component of the intangible assets. It is therefore a wonder when most 
organisations seem unable to actively measure the impact of their brands on their organisation. 
 
With an increase in the number of corporate rebranding practices, there is a higher failure rate as 
compared to the success rate (Causon, 2004, Stuart & Muzellec 2004). Kapferer (2004) in agreement 
states that when brands are transferred, there is the danger of loss of choices, customer loyalty and 
market share. In spite of this, organizations still practice this strategy in modifying their brands. In 
recent times, corporate rebranding has increasingly become a very essential source of sustainable 
competitive advantage in the competitive business environment. It is therefore evident that 
although many businesses and organizations consider “brands” as something essential, to a certain 
extent, it is elusive when it comes to trying to measure in terms of performance and real added 
value. The fact is that what is not measured is not managed and this most often results in the value 
of rebranding slipping right through the fingers of organizations. 
 
Contextually, the study focused on the impact of rebranding on the performance of financial 
institutions in Ghana. This study captured the reasons for rebranding in the financial industry, 
relationship between rebranding on corporate image and performance, challenges and measures the 
institutions can put in place after rebranding to promote positive corporate image and enhance 
performance. The Agricultural Development Bank (ADB) was selected as the case study to closely 
examine the phenomenon. The ADB is a universal bank in Ghana that offers a range of banking 
products and services in retail, commercial, corporate and investment banking (ADB, 2015). In 
1965, the bank was established through an act of parliament to provide the financial needs of the 
agricultural sector. It was initially called the Agricultural Credit and Co-operative Bank until its 
name was changed after the amendment of the parliamentary statute granting it a full bank status 
in 1970 (ADB, 2015). The bank is entirely publicly owned with majority (52 percent) of the 
shareholdings being owned by the government while the remaining 48 percent is held on behalf of 
the Bank of Ghana by the Financial Investment Trust (ADB, 2015).  
 
The Agricultural Development Bank (ADB) changed its corporate image and the way it conducts 
business by introducing a new corporate identity (Odoi-Larbi, 2014). According to Mingle (2014) 
the new logo embodies the dynamism with which the bank operates in the corporate world. The 
new logo symbolises simplicity, symmetry and harmony (Odoi-Larbi, 2014). This signifies the new 
strategic business focus and approach of the institution which is to meet the needs and expectations 
of customers (ADB, 2015). This has been touted as timely since the changes were required to keep 
the institution in tune with recent developments within the financial environment. The rebranding 
and recent transformation of the institution is succinctly emphasised by Mingle (2014) as”. 
 
ADB of today is not the same ADB as it was at its inception… the change agenda from 2010 has 
transformed the bank‟s facilities, infrastructure, internal processes, business model, products, 
channels, human resource skills set, branch outreach and external looks, and won ADB over 30 
prestigious international awards conferred across the globe between 2010 and 2013. 
 
The corporate rebranding of the institution is underpinned by its mission statement of „building a 
strong customer-oriented bank, run by knowledgeable and well-motivated staff, providing 
profitable financial intermediation and related services for a sustained and diversified agricultural 
and rural development‟. The study therefore attempted to establish the impact of corporate 
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rebranding on organizational image and performance in the financial services of Ghana and 
particularly examines how the corporate rebranding by the ADB in 2010 has affected its 
performance. 
 

2. FINANCIAL INSTITUTIONS AND CORPORATE BRANDING 
 
2.1. Rebranding and organisational performance 
Differentiation is a very essential concept to the modern service provider. For competitive 
advantage, firms attempt to be distinctive from their competitors. When performed correctly, 
rebranding presents a lot of benefits ranging from revitalizing identity to enhancing actual sales. 
According to Ropo (2009), a brand combines tangible and intangible attributes and creates a 
positive connection with customers in order to influence them to use the products of the company 
always. It therefore acts as an anchor, reminding people what the company does and what it stands 
for (Hague, 1994). Since the goal of a brand is to communicate the image of a service as stated by 
Proctor (2007). Brands in recent times play essential function in the marketing strategy of 
organizations. In addition to being the final cash flow driver, both the manufacturer and the 
consumer enjoy huge benefits (Keller et al., 2012). Customers are able to easily identify the source of 
a product with the help of a brand, which in turn assigns a responsibility to the product maker 
(Kotler & Keller, 2008). Brands help reduce consumer search costs (Kapferer, 2004) and perceived 
risks (Keller et al., 2012) and also signal the quality of a product (Brucks et al., 2000). Proctor (2007) 
argues that consumers purchase products because of the brand names but not because of the brand 
owner. To the manufacturer, brands are used for identification purposes by making product 
handling or tracing of the firm simpler (Kotler & Keller, 2008). It is used as an effective means of 
securing competitive advantage and further, by providing security of continued future revenues to 
organizations, consumer behaviours are influenced (Keller et al., 2012). During mergers and 
acquisitions, large sums are paid for certain brands that are strong (Aaker, 1991). 
  
A brand to some degree, aids in building connection with stakeholders. There is a close link 
between the rationale for relationship marketing and rationale for branding, thereby, making 
branding and relationship marketing interdependent. For Sargent (2005), although a non-profit 
organization may have no control over the issue of whether to brand or not,  even in situations 
where management does not believe in the development of brand strategy, there are occasions 
where the organization develops a brand „by default‟. This is because with the passage of time, 
people attribute different attitudes and behaviours with the organization and also use the name of 
the organization to set these associations. As a result, the organization may in the absence of a 
purposeful strategy develop a brand. Sargent (2005) further states that for most organizations, the 
problem is not the decision to brand or not, rather it is the question of whether it will be managed 
proactively or not. Organizations that develop a brand strategy are able to benefit from 
differentiation, reputation insurance, enhanced loyalty, additional partnership and enhance their 
performance. An effective brand can even encourage the acceptance of non-profit goods and 
services. The central aspect of brand management is measuring of brand performance. The 
performance of a business is based mostly on customers‟ behaviour, whether they choose to 
purchase specific products or services. This behaviour on the other hand is greatly based on the 
customers‟ perception of a brand reflecting how important the product or service is to them and 
how different it is comparing to other brands in the same category. In turn, perceptions of 
customers are obtained from their interactions with the brand. In ideal situations, experiences of 
customers are informed by the brand idea (Bennet, 2010) which reflects the promise the 
organization is willing to make and sustain in the market place. Branding offers real benefits to 
organizations which directly or indirectly reflect in enhanced profits and the worth of the 
organization. 
 
Crane et al., (2008) argue that differentiation is the core of branding. A customer can only identify a 
product/ service after he/she has been able to differentiate it from others. In view of this, Farese et 
al. (2003) acknowledge that customer loyalty is built through branding. This is because when 
customers are satisfied, they turn to easily recognise the products of a company when they desire to 
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make repeat purchases. Further, they noted that with branding, customers are assured that products 
of the same brands have consistent quality. Brand loyalty is a positive attitude to and a consistent 
acquisition of a single brand over a long period of time. Brand loyalty is the results of the positive 
re-enforcement of earlier actions. Consumers reduce risk and save time by continually buying the 
same brand (Crane et al., 2008). In addition, as stated by Farese et al. (2003), branding is very 
essential in identifying new target markets. To reach different markets, brands can be simply 
extended. With branding, the introduction of a new product line or category becomes easier. 
Customers are less sceptic in trying new products with a brand name they are familiar with. Farese 
et al. (2003) finally point out that a firm‟s image or product is established through branding. The 
brand of a firm becomes their target customers‟ reflection. Meidan et al. (1997) state that one of the 
most important forms of branding available in financial service is organizational image because of 
the significance of consumers‟ trust in the provider of the service.  
 
With reference to Kotler and Keller (2008), in product strategy, branding is a key issue. He explains 
that huge long-term investments are required in the development of branded products especially 
advertising, promotion, and packaging. Manufacturers in due course learn that market power 
originates from building their own brands. They explain that developing a deep set of positive links 
for a brand has become a major branding challenge. It beholds on marketers to decide the level to 
anchor the identity of a brand. They believe that promoting only the attributes of a brand is a big 
mistake. Kotler and Keller (2008) explain that customers are more interested in benefits than in 
attributes only. Also, attributes can easily be copied by competitors.  Attributes of a product today 
may come to be less desirable in the near future. It is therefore important during branding for 
companies to be concerned with providing customers with values and benefits of their 
products/services. The concentration of managers should be on advertising the specific product‟s 
quality, advantages and values to cause people to be willing to purchase the product of a precise 
brand name. Branding also borders on providing credibility, producing the sensitive link between 
the company and its customers, and finally establishing their loyalty to the brand name (Vincent, 
2012). 
 
Rebranding must make it easier for customers and prospective customers to understand precisely 
why a particular organization should be their best option. Corporate rebranding, also known as 
brand revitalisation (Merrilees, 2005) according to Goi and Goi (2011) can best be defined as a 
continuous process whereby organizations react to the dynamic forces in their business 
environments by altering their self-identities for survival and growth. Muzellec and Lambkin 
(2006) attribute rebranding to modification of processes that cause changes in the structure of the 
company, strategy or performance of substantial magnitude to propose the need for its identity to 
be redefined. There is therefore a link between corporate reputation and organizational performance 
(Zyglidopoulos et al., 2006), such that an organization with a positive reputation has a competitive 
advantage in the marketplace. Deephouse (2000) emphasizes that an outstanding corporate 
reputation is an asset that is valuable, distinctive and irreplaceable and cannot be copied. 
 
Juntunen et al. (2009) describe rebranding process from a corporate viewpoint as having seven main 
phases. These include triggering, analysing and decision making, planning, preparing, 
implementing, evaluating and continuing. They believe that these seven phases are not mutually 
exclusive, do not follow a particular pattern and also made of different sub-processes. These 
processes according to Juntunen et al. (2009) are influenced by both the internal and external 
stakeholders. It is therefore imperative for a rebranding organization to co-operate with 
stakeholders during the rebranding process. The two forms of corporate rebranding include 
evolutionary rebranding and revolutionary rebranding. With evolutionary rebranding, there are 
minor alterations to the logo/ slogan of a firm with little changes in the marketing aesthetics and 
the position of the firm. However, revolutionary rebranding leads to the creation of an entirely new 
corporate brand name and major alterations to the position of the firm and marketing aesthetics 
(Muzellec and Lambkin, 2007).  However, Lomax et al. (2002), based on name change and value 
change, presented a different approach to rebranding. They identified the four perspectives to 
rebranding as: changing the name as a result of ownership structural changes without changing the 
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attributes and values; changing the attributes and values due to disparity between name and 
attributes; changing the name and values for a fresh start; and maintaining the name and attributes.  
 
Corporate rebranding is influenced by several factors. Goi and Goi (2011), in trying to understand 
reasons why organizations rebrand, grouped the causes of corporate rebranding under two main 
categories, internal and external factors. The internal factors include changes within the 
organizational structure, the need to upgrade the personality of an organization in the minds of 
consumer etc. whereas the external factors include competition, changes in the marketplace and 
changes in the economic and legal conditions among others. Muzellec and Lambkin (2006) believe 
that rebranding is done to alter the perceptions of stakeholders of a particular brand. Customers‟ 
perception of a brand is the image of the brand/company as well as the trust for a company and its 
employees (Brodie et al., 2009). For them, every aspect of a brand has a specific impact on the 
perception customers have of the quality of a service and its value. Solomon et al. (2006) add that 
businesses can only know whether or not they are in the right direction when they identify the 
perceptions of customers for their business, products and services. Any interaction between the 
customer and the business ultimately has an effect on the view of customers and business image. 
The customers of banks in recent times are more demanding than they used to be some time past. 
The banks therefore has an obligation to ensure product brand trust due to the fast flow of 
information in the society recently. Due to changes in technology, the banking sector now modifies 
strategies to provide quality services to their customers (Light & Kiddon, 2009).  
 
Although marketing activities are often undertaken to influence or change consumer perception 
about a brand, corporate branding/rebranding, Silver and Berggren (2010) declare, is not easy to 
achieve in the banking sector. This can be attributed to the intangibility of bank‟s products which 
are easily imitated and normally launched by other banks at the same time. The corporate image of 
a bank must therefore be very powerful to make a significant impact. Corporate rebranding can also 
affect customer satisfaction and loyalty. Rundle-Thiele (2001) believes that the behaviour of 
customers can be used to measure customer loyalty. He sees repeat purchase as a measure of 
behaviour whereas repurchase based on an intangible factor like beliefs is a measure of attitude. 
Filip and Anghel (2007) believe that customer loyalty can be used to assess the service quality of 
organizations. As a result, some banking organizations adopt relationship marketing and put in 
much effort in achieving customer loyalty. Multiple rebranding might not affect customer loyalty 
(Tevi, 2013) unless it enhances existing value. This indicates that where there is customer loyalty, 
there is commitment to a brand which leads to repeat purchase. Organizations, in undertaking a 
rebranding, exercise may modify or change its name, colours or logo to reflect a different idea or 
focus. As a result, there is a change in identity. The new image formed should affect organizational 
performance thereby affecting customers‟ perception, loyalty and commitment. The new image, 
performance of the organization, customers‟ perception, loyalty and commitment are not mutually 
exclusive. Nevertheless, rebranding can only impact these factors when there is the enhancement of 
other elements like service quality and service facilities (M‟Sallem et al., 2009). 
 
2.2. Overview of Ghana’s economy and financial industry 
The Ghanaian economy was the fastest growing economy in sub-Saharan Africa as well as one of 
the fastest in the world in 2011 (Kwakye, 2012). The economy experienced an average growth rate 
of 8.28 percent over the past five years, compared to the 5.22 percent average growth of sub-
Saharan African as well as the global average growth of 3.96 percent (ADB, 2015). The offshore 
discovery of crude oil in 2007 and the subsequent commercial production in late 2010 spurred the 
Ghana‟s GDP growth to 14.0 percent in 2011. It has been observed that, from 2011 to 2013, the 
growth rate stabilised to between 7 percent and 9 percent (ADB, 2015). In 2014, real GDP grew by 
4.0 percent on the back of solid growth from the services and industry sectors. The services sector 
accounted for 49.6 percent of Ghana‟s GDP in 2014 and is the largest contributor to GDP. The two 
key subsectors are the financial and insurance activities as well as the transport and storage 
experienced strong growth rates above 7 percent (ADB, 2015).  
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The financial industry‟s contribution to GDP rose significantly from 19 percent in 2009 to 28.4 
percent in 2014 due to the considerable growth in the oil sector. Kwakye (2012) observes that 
between 2009 and 2011, the government was able to manage the nation‟s fiscal deficit to GDP at 
levels below 10 percent. Better fiscal performance in these years resulted in a decline in inflation 
rates from 19.3 percent in 2009 to single-digit levels of 8.7 percent in 2011. Nevertheless, inflation 
rates rose over the years from the 8.7 percent in 2011 to 17.0 percent in 2014 (ADB, 2015). This 
trend experienced a slight improvement as inflation dropped to 16.9 percent by May 2015 as 
compared to 17.0 percent by the end of 2014 (ADB, 2015). The high inflation rates have been 
attributed to fiscal pressures, currency depreciation, fuel and utility price hikes.  
 
On the other hand, the banking sector is regarded as the largest and most competitive segment of 
Ghana‟s financial services sector (ADB, 2015). Mensah (2012) opines that commercial banking in 
Ghana started in 1894 when the Bank of British West Africa was established. Acquah (2007) asserts 
that the Government of Ghana established various commercial banks shortly after independence in 
1957 to meet the country‟s financing needs. Between 1957 and 1965, the Ghana Investment Bank, 
the Agricultural Development Bank as well as the Social Security Bank were established as state-
owned banks (Acquah, 2007). Additional number of banks were granted licenses to operate as 
commercial banks in1989 (Mensah, 2012). In 1988 the Government initiated the Financial Sector 
Adjustment Programme as part of the Economic Recovery Programme. Through the Financial 
Sector Adjustment Programme, the banking industry was restructured and revitalized (Ghana 
Investment Promotional Council, 2008).  
 
The institutional restructuring of the financial system, under the Financial Sector Adjustment 
Programme introduced five new banks and twenty non-bank institutions. Currently, there are over 
28 commercial banks with over 1,026 branches across the country (PwC, 2014; ADB, 2015). This 
has increased competition in the financial sector. Moreover, the country continues to implement 
reforms in the financial sector as part of an ongoing agreement with the International Monetary 
Fund (IMF) (2015) and to ensure sustained growth as well as the financial stability of the economy. 
Kwakye (2012) contends that increased activities and operations in major sectors including oil and 
gas, construction and telecommunications are expected to promote growth in the financial sector 
especially the banking subsector. This therefore presents opportunities and prospects for banks to 
provide more financial services and products to support business growth. It has been observed that 
banks have not been able to tap into the huge opportunities in Ghana‟s upstream oil and gas sector 
especially due to capitalisation constraints and challenges (Kwakye, 2012). 
 

3. METHODOLOGY AND ORGANIZATIONAL PROFILE 
 
3.1. Study setting 
The study was undertaken in Sunyani, the capital of the Brong Ahafo region of Ghana. The Sunyani 
Municipality lies between 7°20' N, 2°20'W, and 7°33'N 2°33'W. It is located at an altitude between 
229 to 376 m. The Municipality has a total land area of 2,488 km2 with a population of 123,224 
(Ghana Statistical Service, 2012). The Sunyani Municipality is largely urbanised with more than 80 
percent of the population living in urban areas. The economy of the municipality used to be 
predominantly agrarian. However, the local economy has been diversified due to the upsurge in 
service, commercial and industrial activities. Currently the service sector employs majority (58.3 
percent) of the population in the Municipality. Contextually, the study focuses on the effects of 
corporate rebranding and performance of financial institutions in the Sunyani Municipality with the 
Agricultural Development Bank as the case organization. Towards creating sustainable local 
economic development, there have been calls for both the local and national government to 
integrate the rural industrial sector and non-farm activities. This approach is to build an effective 
synergy between agriculture and the rural non-farm economy, a situation that has resulted in the 
emergence of many financial institutions in the Sunyani Municipality. 



Journal of Asian Business Strategy, 2016, 6(7): 150-166 

 
157 

© 2016 AESS Publications. All Rights Reserved. 
 

 

3.2. Methodology 
The case study approach was adopted. A case study has a unique place in evaluation research and 
helps explain the links in real life interventions that are complex to explain with experimental 
designs (Yin, 2009). This is because it facilitates an in-depth study of a phenomenon or an 
organization over a period of time (Easterby-Smith et al., 2002). In examining the phenomena under 
study, the study used a mixture of both quantitative and qualitative data. Survey questionnaires and 
interviews were used to collect primary data. The questionnaires allowed for wider coverage since it 
helps the researchers to build rapport with the respondents with less difficulty than other 
techniques (Amadahe, 2002). This therefore ensured an in-depth examination of the effects of 
corporate rebranding on the performance of financial institutions particularly the Agricultural 
Development Bank in the Sunyani Municipality of Ghana. This is because the study unpacked the 
operational activities, products and service delivery as well as the perceptions and opinions of some 
selected customers and staff of the Agricultural Development Bank in the study area. 
 
The study begun with the review of relevant literature on corporate branding and the performance 
of financial institutions at the global, regional and local contexts. The literature analysis facilitated 
an in-depth understanding of the theoretical and conceptual scope trends on corporate branding and 
rebranding and the performance of financial institutions in developing countries. The sampling 
procedure was done using convenience or accidental sampling. Convenience sampling technique 
was used for both staff and customers of the Sunyani Branch of ADB. The Yamane‟s simplified 
formula: 
 
                                                                                  

  
 

       
 

Where „n‟ is the sample size, N is the population size and „e‟ is the level of precision/error margin 
was used to select a representative sample of 100 customers for the survey (see Table 1). Therefore, 
the population size (N) for customers is 17,000 with an error margin (e) of 0.10. With reference to a 
table presented by Glenn (1992), for a sample frame of 17,000 with a precision level of + 10, the 
sample size was 100. In addition, 10 staff of the institution were also interviewed. Therefore, the 
total sample size for the study was 110. The objective of this was to ensure that the sample mean 
was nearer to the population mean and also to reduce errors. A structured questionnaire was 
developed by the researchers based on the research questions and literature. In the design of the 
questionnaire, closed-ended questions were used where respondents were obliged to select from 
probable answers as well as open-ended questions where respondents were given the opportunity to 
answer fully in their own words. Data was gathered from both customers and staff of the bank 
through questionnaires covering various variables identified through the reviewing of literature. 

Table-1. Respondents for the study 

Gender Frequency Percentage (%) 

Males 76 69 
Females 34 31 
Total 110 100 

Source: Field survey, 2015 

 

4. RESULTS AND DISCUSSION 
 
4.1. Gender of the respondents 
The study revealed that more males utilised the services of the bank as compared to females. 
Majority (69 percent) of the respondents were males as compared to 31 percent females. This is 
similar to the findings of Crabbe et al. (2009) on a study concerning an adoption model for mobile 
banking in Ghana in which the demographic profile of respondents indicated that 73 percent were 
males and 27 percent were females. According to the 2010 Population and Housing Census Report, 
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women form 51.2 percent of the total population in Ghana (Ghana Statistical Service, 2012). This 
implies that that the gender distribution of the customer base of the bank deviates from the national 
situation. Therefore the ADB needs to develop strategies that will attract more female customers 
since females dominate the Ghanaian population. 
 

 
Figure-1. Gender of the Respondents 

Source: Survey data, 2015 

4.2. Corporate and retail bank  
The study also established the categories of customers at Sunyani branch of ADB. This was 
necessary due the different transactions by each category and hence different perceptions about the 
institution. In the Sunyani branch of ADB, there are two categories of customers. The retail 
customers are those who transact businesses with the bank on their own behalf. Corporate 
customers on the other hand are mostly large corporations or small businesses. Figure 2 indicates a 
high level of response from retail customers; 89 percent were retail customers and the remaining 11 
percent being corporate customers. Although these categories undertake different transactions with 
the bank, both are served together by the same employees. The study revealed that retail customers 
formed larger part of the customer base of the institution and are much concerned about the 
services they received. This is quite different from corporate customers since they might not have 
the option to switch banks even if they were not satisfied.  
 

 
Figure-2. Category of Customers 

Source: Survey data, 2015 

4.3. Number of years as a customer to ADB 
The Sunyani branch has been in existence for more than 16 years. From Figure 3, majority (54 
percent) of the respondents appear to have been doing business with the bank for more than 8 years 
or probably since the bank‟s inception. This could be described as customer loyalty as well as the 
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ability of the bank to retain its customers. This supports the findings of Zeithaml et al. in 2003. 
Similarly, Razak et al. (2007) assert that the overall customer satisfaction evaluation by a customer 
from series of experiences are connected to a particular service delivery. Zeithaml et al. (2003) 
maintain that when customers are satisfied, they become loyal and the organization ultimately 
achieves customer retention. When customers perceive that a bank is likely to provide or provides 
good services, they stay on. 
 

 
Figure-3. Number of years as a customer of ADB 

Source: Survey data, 2015 

4.4. Rebranding and corporate image 
The study further explored how rebranding has affected the institution‟s corporate identity. 
Majority (70 percent) of the respondents indicated that the rebranding has affected the institution‟s 
image. These customers opined that the rebranding has enhanced the institution‟s image; it has 
improved its internal operations through the adoption of new innovative strategies. These changes 
give customers a new impression about the organization and restore the hope that they have lost in 
the organization, hence, a new image is formed. Gambles and Schuster (2003) supported this finding 
when they argued that the desire for a new image causes organizations to rebrand to survive in the 
competitive environment. However, about 30 percent of the respondents observed that the 
rebranding has not affected the institution‟s image. They argued that the operations of the 
institution have remained the same even after it has undertaken the rebranding exercise. This 
implies that some customers‟ perception still remains the same. Nevertheless, it can be argued that 
rebranding can have positive effect on corporate image and hence, improved institutional 
performance since majority of the respondents asserted that the institution has been uplifted. 

4.5. Rebranding and institutional performance 
On whether the institutional rebranding has affected the performance of ADB, majority (60 percent) 
of the respondents answered in the affirmative while 40 percent did not see any difference in terms 
of performance. The aim of rebranding is to create a new image or position in the minds of 
stakeholders which leads to customer loyalty. Customers only become loyal to an organization 
when they are satisfied with the products and services they receive (Zeithaml et al., 2003). This can 
only be achieved when organizations improve upon their operations and perform to meet the 
expectations of their customers. This also implies that rebranding without corresponding 
performance in enhancing strategies would not achieve its objectives. This is because most of the 
customers observed that rebranding will significantly lead to organisational restructuring that aims 
to improve its performance. In relation to whether customers had noticed the changes in the 
institution‟s corporate identity, majority (63 percent) said they had noticed the changes in identity. 
The respondents observed that they had seen either the changes in colour, name or logo.  
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However, 37 percent had not noticed any change at all. According to these respondents, they were 
only interested in the customer experience and the corporate performance and as such paid no 
attention to other things in the institution. This indicates that customers are very observant and 
appreciate any physical changes the banks make even though they might not openly comment on 
them. Regarding customers‟ perception of ADB after the rebranding, 60 of the respondents 
observed that the operations and transactions of the institution have not changed. According to 
them, with or without rebranding, the bank remained the same. These respondents were basically 
retail customers (saving account holders, current account holders and salary account holders).The 
findings indicate that although majority of the customers (retail customers) have noticed the 
changes in the bank‟s identity, their perception of the bank has not significantly changed as 
expected due to their unmet expectations. 

4.6. Rebranding, service delivery and customer loyalty 
The study further revealed that the identity change of the institution had not affected the services 
offered. Majority (68 percent) of the respondents confirmed this. The customers perceive that the 
institution had not changed even after rebranding. This is because they feel that the services of the 
bank had not changed even after the rebranding took place. In relation to customers‟ loyalty, 64 
percent of the customers opined that the rebranding has not influenced their decision to deal with 
the institution. According to them, they would have continued to transact businesses with the bank 
even if the bank hadn‟t rebranded. However, others were still with the institution due to the low 
interest rates, proximity of the bank and its long existence as well as access to loan or credit 
services. This implies that the rebranding had not affected customer loyalty at ADB because 
customers were not receiving any additional value after the exercise.  
 
This supports the findings of Tevi (2013) that customer loyalty is not affected by rebranding when 
value which is considered critical in terms of rebranding is not prioritised during corporate 
rebranding. This is because customers will never stop considering the value they expect to get. 
However, 36 percent were of the view that the new ADB had somehow influenced their decision to 
continue dealing with the institution. These, though in minority, had faith in the bank that the 
rebranding would make the institution re-evaluate its operations and put measures in place for 
continuous service and product improvement. Even though the minority of the respondents felt that 
the new identity had made them more loyal to the bank, nevertheless, they continued to desire an 
improvement in the performance of the bank. This therefore lays emphasis on the fact that no 
matter the number of times an organization rebrands, customers will always put the value they 
desire to get first.  
 
Furthermore, majority (65 percent) of the respondents observed that the new identity of the bank 
had not affected their decision to patronize the services of the bank. This implies that their decisions 
to patronize other services or not was not based on the identity change of the bank. The remaining 
35 percent however observed that the new identity had in some way influenced their decisions. The 
decision of the minority could be ascribed to the fact that some aspects or operations of the bank 
had been improved leading to the influence to patronize other services. If the rebranding exercise 
had negatively affected the bank, these 35 percent of the respondents might have joined the decision 
by the 65 percent majority. This shows that customers‟ decision to continue patronising other 
services is not based on the institution‟s changed identity but the value they get from patronising 
some services or products. 

4.7. Performance of the institution before and after the rebranding 
The study shows that prior to the rebranding, 4 and 5 percent of the respondents asserts that the 
institution‟s performance was excellent and very good respectively. On the other hand, under the 
new identity, there was no percentage increase in terms of excellent rating but all others increased 
except poor that decreased from 25 to 13 percent. Also, 35 and 31 percent of the respondents who 
considered the performance prior to the rebranding as good and satisfactory and poor respectively 
however increased to 38 and 37 percent respectively. This signifies that the bank had put some 
measures in place after the rebranding exercise which had affected their performance. Nevertheless, 
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for 13 percent of the customers to still feel that the performance of the bank is poor implies there is 
still much room for continuous performance improvement if the bank is to satisfy customer 
expectations. The results also indicated that 4 percent of the respondents considered the 
performance of the bank as excellent before and after the rebranding. This implies that performance 
in terms of excellence experienced no marginal growth. This stresses the fact that only a handful of 
customers will be loyal to the bank/ an organization with the ever growing competition in the 
banking industry. It is therefore imperative that organizations try to identify the diverging needs of 
customers and develop different strategies to satisfy those needs. 
 

Table-2. Ranking of the institution‟s performance before and after the rebranding 

Performance ratings Frequency Percentage 

Bank Performance before Identity Change 

Excellent 4 4 
Very good 6 5 
Good 38 35 
Satisfactory 34 31 
Poor 28 25 
Total 110 100 

Bank Performance  after Identity Change 
Excellent 4 4 
Very good 9 8 
Good 42 38 
Satisfactory  41 37 

Poor 14 13 
Total  110 100 

Source: Survey data, 2015 

 
4.8. Satisfaction of customers’ expectations 
Customers were asked to indicate activities that they required the bank to undertake to meet their 
needs. With reference to Looy et al. (2003) and Zeithaml et al. (2006), customer perceived service 
quality forms a subjective assessment of the actual service experiences. The study points out that 39 
percent will like an increase in the number of tellers, 15 percent will like more chairs to be provided, 
15 percent will like the transaction time to be reduced, 7 percent will like an extension of banking 
hours, 5 percent will want the bank to rebrand and 19 percent stated other needs. Majority of the 
19 percent who stated other needs specified that a new branch should be built and the ATM facility 
improved. If a new branch is built in the Sunyani or its neighboring towns, the pressure at the 
Sunyani branch will be reduced which in turn will reduce the turn-over period and there will be no 
need to increase the number of chairs. Since customers mostly become frustrated due to the 
congestion in the banking hall especially at the end of every month (peak periods), 
improving/upgrading the ATM facility to ensure services all the time and encouraging customer to 
use the ATM could reduce congestion in the banking hall while the bank makes arrangements to 
build a new branch in Sunyani. In any case, if providing more chairs will increase the level of 
customer satisfaction, then it should be considered. It is therefore noteworthy that what will satisfy 
one customer might not necessarily satisfy the other and also customers will still be willing to 
continue doing business with the bank if some specific initiatives are implemented to improve 
services rendered.  
 
The most common concerns of the customers include: employee training to increase their speed and 
improvement in employees attitude toward customers and communication skills; educating 
customers on the reasons why certain deductions are made; improvement of loan services and 
reduction of interest rates on loans; provision of directional signs to enhance movement in the 
banking hall; reintroduction of Saturday banking, making available suggestion boxes for employees 
to put in their concerns and increasing withdrawal limits from ATM‟s. Gyasi (2012) outlined some 
variables that an organization could use to retain its customers. Among these were tangibility, 
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assurance, reliability, empathy and responsiveness. The above comments can be grouped under 
these five customer retention variables. This shows that customers are willing to be committed to 
ADB should the bank make provisions to satisfy these concerns. As much as organizations rebrand 
to reposition themselves in the mind of their customers, Punjaisri et al. (2009) stress that it is the 
employees who have the mandate to deliver the brand promise directly to customers. Therefore for 
a rebranding strategy to be successful, Keller et al. (2012) believe that organizations should be 
brand-driven so as to incorporate the new brand into employees. This will ensure that employees 
have a stronger commitment and loyalty to the new brand (Harris and de Chernatony, 2001).  
 
4.9. Effect of the new identity on employee performance 
From the study, 67 percent of the respondents had noticed a logo change whereas 33 percent had 
noticed changes in the colour and logo of the bank. It is clear that employees have noticed the new 
changes that the bank had made to their identity. Regarding how employees got to know about the 
identity change, 33 percent of the staff heard it through training programmes, 11 percent through 
the media, 33 percent through institutional brochures and 22 percent through institutional 
meetings. It is the responsibility of employees to implement a new brand and to deliver the brand 
promise directly to customers after a rebranding exercise. An institution should therefore be brand-
driven enough to incorporate it into all but not some of its employees as suggested by Punjaisri et 
al. (2009) and Keller et al. (2012). This is because the success or failure of a new brand depends 
largely on all the employees of an organization. When employees have a stronger commitment and 
loyalty towards a brand, they will act according to the corporate brand values and this will make 
the rebranding strategy successful. It is obvious that not all employees were trained to understand 
and appreciate the focus of the new identity of the bank. From the analysis, it is obvious that the 
rebranding has positively affected employee performances. This is because majority (78 percent) of 
the employees stated that their performance had improved reasonably. Some of the employees also 
commended the availability of working materials, improvement in the level of technology, staff 
incentives and training programmes.  
 
However, 22 percent of the respondents had had little or no improvement in their performance. The 
comments that came to bare were that operations seem to be the same. This could probably mean 
that some mechanisms have been put in place to enhance work performance. However, not all the 
divisions of the bank had been affected or received a facelift to reflect the new identity as compared 
to others. Regarding the measures that the bank had put in place to ensure success under the new 
identity, the study showed that only 56 percent of the respondents had observed the new measures 
while 44 percent had not seen any new measures at all. Some of the staff asserted that training and 
re-orientation of staff, provision of logistics for operation, deployment of new technologies and 
education of customers on new products and services were some of the new measures. These can be 
grouped under some of the retention strategies as stated by Gyasi (2012). From this perspective, it 
is obvious that the bank has put certain measures in place to ensure the success of the new identity. 
Moreover, the staff argued that „the bank has gone to the stock market and has increase its 
customer base, as well as experienced improvement in the revenue base‟. It is therefore clear that 
the rebranding has affected the branch positively. 
 

5. CONCLUSION 
 
The objective of this study was to examine the effects of rebranding on the institution‟s 
performance as well as to unpack the measures that are being implemented after the rebranding to 
promote a positive image and enhance institutional performance. Respondents observed that the 
rebranding could have a positive effect on the image and performance of the institution. However, 
the bone of contention was whether it really affects the quality of operations and services rendered. 
Generally, the findings revealed that customers were aware of the rebranding but were indifferent 
towards its effects on performance and service quality. This is because some of the respondents 
argued that the internal operations of the bank still remain the same without any significant change. 
The customers demand quality services delivery and improved customer relations. It became clear 
that the bank had put in some measures like training and re-orientation of staff, provision of 
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logistics for operation, deployment of new technologies and educating customers on new products 
and services to ensure that the rebranding leads to improvement in performance. However, 
customers‟ perceptions of the bank remain the same. This implies that the new measures have not 
yet been effective. The slogans and logos will generate interest, but it is the quality of products and 
services provided that will ultimately make the impact and increase performance. The study 
therefore argues that measures that are implemented to ensure the success of the new brand must 
go beyond the conceptual by taking action to explore and test them. If quality services are provided, 
there is the higher probability of meeting or exceeding the expectations of customers which in turn 
will affect the image and performance of the bank in the long run. 
 

6. RECOMMENDATIONS 
 
From the discussions and findings, the bank should provide its customers with improved and 
quality products and services with an effective self-service. For instance, the customers should be 
able to use the ATM facilities without the assistance of any employee or access and print their 
financial statements via the internet without having to visit the banking hall. This will reduce 
congestion in the banking hall at peak periods and frequent breakdown of their facilities. With the 
existing resource constraints, this will enable the bank to optimise and enrich the customer 
experience and satisfaction. This will increase their level of commitment and loyalty. The 
management of the bank should moderate their spending on rebranding activities and channel more 
resources into ensuring that quality services are provided to customers with lower charges. The 
management of the bank should also inculcate the organisational brand into all of its employees 
(whether temporal or permanent) through regular staff training, development and motivation. This 
is because the employees have direct contact with customers, therefore, their level of performance 
and knowledge about the objectives behind the rebranding can lead to the success or failure of the 
initiative. Also, the rebranding strategy will yield much success if the employees have stronger 
commitment to the bank‟s corporate brand and values. The bank should further evaluate and 
improve upon the efficiency and effectiveness of mechanisms that have been put in place through the 
rebranding. This means that the bank must have a way of assessing the quality of customer 
experiences and services to enhance continuous performance improvement. In this case, the 
rebranding process should be appraised in relation to its objectives and possible changes made if 
they become necessary. 
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