
Managing brand transitions when conducting a 
merger or acquisition is often too late, ad hoc and 
destroys business value. Smart companies are 
taking a different tack; planning early, sounding out 
customers and stakeholders and leveraging their 
combined brands post acquisition to fuel growth. 
Global mergers and acquisitions rose to the highest 
level in four years, and although transactions for all 
of 2012 shrank about 10 per cent to $2.19 trillion. 
These businesses are cash rich and need to adopt 
strategic approaches to growth. 

Global activity on acquisitions has differed by region. 
In the UK, according to the ONS, the total value of 
domestic acquisitions fell to £3.3 billion, its lowest level 
since 1983 (current price basis). However companies 
are sitting on major war chests, available for 
acquisitions, shareholders or as safety nets. The cash 
reserves of FTSE 100 businesses jumped by £14bn in 
the past year. Non-banking sector companies have 
amassed £185.6bn in cash reserves, up from £171.5bn 
a year earlier. 

Is the appetite there for mergers and acquisitions?  
PwC legal sector analysis reported that 58% saw  
new growth coming from mergers and acquisitions. 
Couple that with 94% of responding firms believing 
that penetration of existing markets was key to growth 
the need to merge in tight markets seems inevitable. 

But where does this leave professional service firms in 
brand management? Managing mergers and

acquisitions is notoriously difficult, and a strong brand 
provides a huge advantage. 

Brands add value 
Nike is one of the world’s biggest brand names,  
with over one-third of the athletic gear maker’s 
market value. Nike-branded merchandise sales in 
2012 were $21.8 billion and the company’s shares 
trade at price-book value ratio of 4.4, almost double 
the market average. It has instant recall, recognition 
and value in its brand. But products are different from 
services and professional service businesses build their 
reputation though the skills, knowledge and attitude 
of their people one client at a time. So mergers and 
acquisitions pose threats to those key resources and 
keeping the best talent and capability is key. But it’s 
not the icing on the cake, it’s the entry stakes.  
The combined, transitioned or new brand has to 
resonate with the client base and be compelling  
to ensure the value of the merger of acquisition  
is achieved. 

Client’s fears 
While mergers and acquisition teams busy themselves 
with financial integration, back office systems, 
rationalisation and restructuring the client base often 
sees a confusing picture on brand and marketing. 
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So what typically do clients want and fear? Here is a 
list from our experience based on independent research 
with the customer base of acquired clients;

• Reassurance that existing positive personal 
relationships will be maintained. Clients are 
concerned about potential personnel changes;

• Clarity on new services available and how they  
will benefit the customer base if of interest;

• Reassurance that quality will be maintained  
or improved;

• The new vision and its benefit to clients very clearly 
articulated.

Developing a new brand strategy 
A company’s name, brand and ethos are full of emotive 
experiences for clients and employees. Our point of 
view on managing the transition is simple; understand 
the value to stakeholders’, position the business for 
growth, and launch with a clear set of messages and 
then build the brand.  

Understand the value to stakeholders 
This is a great opportunity to listen to clients and 
employees, to find out where differentiation lies and for 
clients to build a new level of trust. Go out and survey 
them, identify what matters and what must be held 
onto, and what to discard. Build the new team around 
a compelling combined vision.  

Position the business for growth 
Design company culture like you’d design a brand. 
Engage people around what really matters to

customers’ and embed this into the DNA of the 
business. Smart businesses map each other’s  
culture in advance of the deal and align internal  
and external messaging.  

Launch with a clear set of messages 
Whether the strategic choice is a new brand, mission, 
co brand or ethos make the investment early and 
ensure a clear set of supporting messages are widely 
communicated. Old structures, systems and beliefs 
stick. Culture won’t change overnight. Acquired 
businesses lose their frame of reference quickly being 
uncertain about decision making, working processes 
and are uncertain about short term futures.  

Build the brand 
Positive positioning through reward and actions go 
much further than glossy brochures and advertising.  
In professional services firms, people are the brand. 
Build the brand over time and go back to clients early 
on to measure how the business is doing against the 
brand strategy, core values, and differentiators.  
This will keep everyone engaged and externally 
focused. 

The key to developing an outstanding brand post-
merger is to ensure stakeholders understand that what 
constitutes value is being enhanced and designed for 
them and managed to deliver an exceptional outcome.

You can always visit our website at: 
www.naviga.uk.com or contact us on  
+44(0)203 651 0206 or email info@naviga.uk.com 

We help companies reinvent their business 
relationships during mergers and acquisitions by  
early involvement in supporting brand transitions.
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