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How brand paves the way to merger success
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There are  
six keys to 

merger success  
through brand
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The name and identity of a combined 
organization send a strong signal that positions 
the company for the future. The risk is that name 
and identity get caught up in power and politics, 
and near-term emotions driven by “pride and 
ownership” issues. The company name, just like 
any other asset, merits a rigorous, fact-based 
assessment that carefully considers the business 
vision for the merger and what best encapsulates 
the combined company’s strategy.

Strategic signaling, existing brand equities 
and required investment levels all need to be 
factored into the analysis. The resulting naming 
options can range from (a) a dominant brand 
strategy when there is clearly a stronger horse 
with a superior set of equities (Delta after the 
Northwest merger), to (b) an additive strategy 
signaling scale and the best of both companies 
(ExxonMobil), to (c) a transformational strategy 
indicating a new beginning (Verizon emerging 
from the Bell Atlantic and Nynex union). 
Sometimes it can even make sense for an entity to 
take the name of the acquired firm (as in the case 
of French logistics company GeoPost taking the 
name of its acquisition DPDgroup).

Major business combinations are infrequent, and 
rare is the opportunity to create a new brand with 
distinctive meaning and little historical baggage. 
Thoughtful leadership teams employ a truly 
dispassionate analysis of optimal naming  
options, anchored in data on which brand’s 
equities best match with the future drivers of 
choice in the market.

2
Name your business vision 

Likewise, objective research is critical to 
rationalizing a merged company’s overall brand 
portfolio and determining the optimal hierarchy 
or architecture that is going to define the 
relationship between the company brand and all 
of the products or sub-brands. Should acquired 
brands play a supporting role as a product or 
service brand for distinct market segments, or 
would such a move introduce unnecessary 
investment levels and complexity in supporting 
multiple names? 

Bringing methodological rigor to such questions 
will not only help determine brand changes. 
An analytical approach can also temper 
defensiveness and ego involvement among 
corporate colleagues, thereby boosting critical 
internal support during the change process.

The company name merits 
a rigorous, fact-based 
assessment that carefully 
considers the business vision 
for the merger and what best 
encapsulates the combined 
company’s strategy.
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Although messaging is important, what the 
new company truly represents will be defined 
by actions, not words. Brand can serve as a 
guidepost for identifying the experiential 
hallmarks of the new company — the event 
sponsorships and community outreach efforts 
that matter most, the service standards, how 
customers are treated. The best practices of 
each legacy company need to be systematically 
identified, preserved and applied to the 
integrated experience.

5
Consider your customers

A merger or acquisition also affords the 
opportunity to “wow” customers in unexpected 
ways, by bringing the brand purpose to life 
through new signature experiences that create 
unique differentiation. During Delta’s merger with 
Northwest, for example, the company not only 
focused on on-schedule arrivals and integration 
of their systems and fleets, but on innovating 
the gate experience and on finding ways for 
Red Coats (Delta’s legacy customer-service 
ambassadors) to enhance service. The brand 
provided the guiding principles to go beyond 
operational goals and create unique value.
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Brand is the most powerful, but sometimes the most 
overlooked, tool for solving many of the common problems in 
a merger. Leaders who see its full potential, well beyond name 
and logo, gain a significant leg up in uniting companies and 
cultures with the values it presents to the outside world. 

Brand is the North Star — the focal point for closing culture 
gaps and setting the integration agenda, for team building and 
securing up-front buy in from management and employees, 
for communicating the story and attributes that will drive the 
success of any merger.








